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ABSTRACT 

 

 

Emma Gayle Barnes. Advertising the Old North State: 1945-1955 (Under the direction of 

DR. AARON SHAPIRO) 

 

The Division of State Advertising was created during the midst of the Great 

Depression to help bring revenue into North Carolina. During the 1940s, the Division 

expanded, creating and publishing pamphlets, brochures and articles appealing to tourists 

and industries interested in North Carolina. State publications contained the message that 

North Carolina was a modern New South state, full of progress. In order to understand 

present day tourism in North Carolina, one must understand how tourism came to be an 

important part of the state’s identity and economy. The publications the state produced 

show how the state viewed itself and wanted others to view it. These publications played a 

large role in separating North Carolina from its Southern neighbors and creating a more 

positive national image of the state. 
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INTRODUCTION 

 

 Tourism is one of the most powerful economic forces in the South and North 

Carolina is no exception.  Tourism was a major business for North Carolina in the 1940s 

and by the 1950s, it challenged tobacco and furniture as the largest industry in the state.  

What was the driving force behind this growth?  The impression that North Carolina was 

a premier place to vacation and live was at least partly the result of the work the Division 

of State Advertising (DSA), created within the larger Department of Conservation and 

Development (DCD) during the 1940s and 1950s.1 While many other agencies and local 

and private companies advertised North Carolina, the focus of this thesis will be on the 

efforts of the Division of Advertising.  

There are several reasons to focus on advertising at the state level.  One, local 

agencies often collaborated with the Division of State Advertising to advertise their small-

town events and attractions.  For example, the town of Pinehurst, in the Sandhills of North 

Carolina, sold Christmas cards with photographs of the Pinehurst area on them.  The 

photographs on the cards were provided by the DSA and were advertised in North Carolina 

newspapers with the Division’s blessing.2 Local festivals like the Azalea Festival in 

Wilmington and the Folk Music Festival in Asheville were advertised by the state in news 

bulletins that went out across the country.  Second, local efforts at the town, city, and 

chamber of commerce level were periodic, often based on what attractions a town had to 

offer.  A town with many attractions to offer tourists, like Asheville, advertised itself much 

                                                           
1 The Department of Conservation and Development was created in 1919 to oversee North Carolina’s 

resources. Several Divisions operate under the supervision of the Board of Conservation and Development 

including the Division of State Advertising, The Division of Commerce and Industry, Division of State 

Parks, Division of Wildlife and Fisheries etc.  
2 Advertisement in The Waynesville Mountaineer, August 1939.  
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more than a small farming community like Whiteville.  These disjointed efforts of 

individual towns make it hard to analyze how the whole state was represented to the rest 

of the nation, since each town portrayed itself differently.  Third, based on newspaper 

reports from the 1940s and 1950s, local communities often seemed content to supplement 

state advertising efforts, assisting in providing material for the state to use in 

advertisements, or publishing their own materials to give to visitors once they arrived in 

North Carolina.3  Looking at North Carolina’s effort to bring in tourists helps illustrate the 

uniform development of advertising in North Carolina.  While local efforts to attract 

tourists and manufacturing to North Carolina were important, the focus here will be on the 

work of the Division of Advertising, run by the State of North Carolina.  

  North Carolina’s advertising is more relevant to southern history than it appears 

on the surface.  Advertising impacts which sites holidaymakers visit.4 Visitors often pick 

their destinations based on illustrated brochures and beautiful images they see in magazines 

and newspapers.  These photographs and stories are a traveler’s first contact with a 

destination, shaping the place’s identity and perceived history.  Advertising tells historians 

what promoters and stakeholders wanted visitors to think about a certain place.  It also 

shows how a place appears to outsiders unfamiliar with the area versus how the place 

appears to the people creating the advertisements.  Thus, to understand how North Carolina 

appeared to an outsider one must first look at the publications created by the people who 

wanted to attract visitors.5  

                                                           
3 “State Advertising Program Brings the Return of $100 for Every Dollar Invested,” Carteret County News-

Times, November 18, 1948.   
4Marketing in Travel and Tourism 3rd Edition, ed. Victor Middleton (Oxford: Butterworth Heinemann, 

1988). 125. 
5 Richard Popp, The Holiday Makers Magazines, Advertising and Mass Tourism in Postwar America 

(Baton Rouge: Louisiana State University Press, 2012), 5. 



3 
 

 The growth of tourism in North Carolina also explains how the state became 

recognized as a progressive state.  Southern businesspersons and politicians, starting in 

1877, after Reconstruction, coined the idea of the New South denoting a direct shift in the 

South’s politics, economy and society.6 The New South movement sought to make a fresh 

start by removing the old planter class from positions of power in state government, 

revitalizing southern economies by collaborating with northern businesspersons and 

expanding industry.  By the 1930s North Carolina was beginning to have the qualifications 

of a progressive state.7 The state’s education system was one of the best in the country, 

industry was growing, race relations were peaceful when compared to the rest of the South, 

and political leaders were authentically working to better North Carolina.  I argue that 

advertising played a large role in spreading the image of North Carolina as a progressive 

state.  Advertisements produced by the state showed that New South ideals were present in 

North Carolina, encouraging people to come see the education and production the state had 

to offer.  Not only did advertising bring visitors to North Carolina, it potentially shaped 

their perspectives of the state and how North Carolina fit into the rest of the South.8  

   The idea of vacationing expanded from something that was only accessible to 

wealthy elites in the early and mid-1800s to a mass phenomenon by the end of World War 

II.  Vacations began as the privilege of the elite.  Wealthy planters from the South and rich 

businesspersons from the North were able to afford trips during the summer.  A desire to 

escape the summer heat drove these vacationers to the mountains or to health resorts and 

                                                           
6 James Cobb, Redefining Southern Culture Mind and Identity in the Modern South (Athens: University of 

Georgia Press, 1999), 6. 
7 V.O.Key Jr, Southern Politics in State and Nation (New York: Alfred Knopf, 1950), 205. 
8 No letters, enquires or other correspondence from potential visitors have been found in the archives. I 

have chosen to focus on state publications and what those publications imply rather than measuring 

visitor’s reactions to state publications.  
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spas located away from bustling cities.  Often these trips took place via a horse and buggy.  

Asheville, North Carolina, was a summer vacation sport for Southern planters and Northern 

industrialists during the 1800s and early 1900s.  The expansion of railroads in the 1870s 

increased wealthy traveler’s accessibility to vacation spots.  Railroads also increased the 

number of potential vacation sites.  Railroads created their own hotels and resorts along 

their tracks, hoping these amenities would increase revenue.  Railroad companies were the 

first to advertise to tourists, creating tours and special trips directed at travelers.  

Eventually, in the early 1900s, small towns with railroad stops began to advertise 

themselves as summer resort destinations eager to attract tourists and their money.9  

 By the end of World War One, tourism emerged as a way to create regional and 

national identity.  The war had shown the need for a national identity that Americans could 

accept and rally around.  John Sears, in his book, Sacred Spaces, argues that the glaciers at 

Yellowstone, the peaks at Yosemite, and the beauty of Niagara Falls became images of 

American strength, peace, and beauty, ideas that made people proud to be Americans.  

These sites celebrated the natural beauty of America as well as its unique history and 

culture.  The message was that America did not need dark cathedrals and drafty castles to 

create a past, it had mountains, beaches, and natural wonders.  Railroads and later 

automobile associations capitalized on this idea of tourism as a way to forge American 

identity by promoting tours and trips to natural destinations accessible by the wealthy and 

upper middle class.10  Regional identity also developed from advertising as each state and 

                                                           
9 Cindy Aron, Working at Play; A History of Vacationing in the United States (Oxford: Oxford University 

Press, 1999), 43. And Marguerite Shaffer, See America First Tourism and National Identity 1880-1940 

(Washington: Smithsonian Institute Press, 2001), 9. 
10 Being Elsewhere: Tourism, Consumer Culture and Identity in Modern Europe and North America, ed. 

Shelley Baronowski and Ellen Furlough (Michigan: University of Michigan Press, 2004), 57. John Sears, 

Sacred Places: American Tourist Attractions in the Nineteenth Century (Boston: University of 

Massachusetts Press, 1998).  
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local community began to advertise itself in unique ways, as seen in the evolution of North 

Carolina’s advertising.   

 By the middle of the 1920s, the lower middle class were able to enjoy small 

moments of leisure outside of work, even if they could not travel to Yellowstone or Niagara 

Falls.  These moments included picnics in city parks, adventures on city boardwalks, and 

short excursions into the countryside.  These small excursions grew in length and distance 

throughout the 1930s and early 1940s until many people took some type of vacation by the 

end of the 1940s.  North Carolina noticed this rise in vacationing and created its division 

of State Advertising in 1937. The end of the Great Depression, the end of World War Two, 

the return of service members to their families, paid time off work, and vacation 

experiences as a cultural symbol of the growing American middle class all contributed to 

the rise of vacations.11  By the end of the 1940s, travel promoters and those involved in 

tourism had successfully created the national view that vacations were necessary for the 

social, cultural, and economic health of the nation, resulting in an explosion of 

advertisements directed at tourists.12  

This study combines a cultural analysis of the promotional materials created by 

North Carolina with an institutional history of the North Carolina Division of Advertising.  

Advertisements produced by the state are the primary lens used to analyze tourism because 

few personal statements from individuals directly involved in with the Division of 

Advertising have been found.  The unpublished records of the Department of Conservation 

and Development and the Division of Advertising, including board meeting minutes and 

annual reports, prove that North Carolina’s tourism business was created to bring money 

                                                           
11 Cindy Aron, Working at Play, 3-5. 
12 Being Elsewhere, 187. 
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into the state and create a better image of North Carolina.  The advertisements and 

publications produced by the state show how the state government created an image of 

North Carolina as a place of New South progress by focusing on themes of industry, 

education, fun, and harmony. The archives no not provide a window into visitor response 

to advertisements, so one cannot say definitively that visitors received the message the state 

intended.  However, this does not diminish the importance of this project. Understanding 

what messages the state wanted people to hear explains what North Carolina deemed 

important during the 1940s and 1950s.13  

This study focuses on the years 1945 to 1955.  The goal is to show how North 

Carolina advertising developed, what drove that development, and why the state promoted 

itself as it did in printed advertising materials.  Because the Division produced mostly 

printed materials, they are the focus of this study.  Print materials are useful in the 

advertising business because they act as product substitutes.  They provide reassurance and 

a tangible object for people’s expectations.  People cannot hold a mountain in their hand 

but they can hold an ad with a beautiful picture of a mountain sunset.  The picture in the 

announcement becomes the measure on which a visitor will base their expectations, thus 

print material is very important in advertising.14  Other media, like video, is discussed 

briefly but will not be the focus since North Carolina did not produce many videos until 

the late 1950s.  

                                                           
13 Currently there is no evidence that the state saved the enquires they received from visitors, possibly 

because of the volume of correspondence they received. There is also little archival material that mentions 

why the state decided to advertise itself as it did. Therefore, most of the analysis must come from the 

publications the state produced.  
14 Marketing in Travel and Tourism, 276.  
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This study begins in 1945 because that year marked the end of World War Two and 

the proliferation of consumer culture in the United States.15 By the end of 1945, rationing 

had ceased, gasoline shortages had disappeared, and men and women had stopped working 

around the clock in defense jobs.  Military personnel were returning to the states with 

money to spend and a desire for recreation after long years at war.  Folks of all classes 

could afford to buy an automobile and take driving trips.  In response to the national 

postwar travel boom, North Carolina altered its existing advertising strategies from 1945 

to 1955 to better promote itself.  The immediate postwar decade is key in understanding 

how the state’s advertising plans changed from a basic campaign designed to attract tourists 

to a multifaceted campaign geared to tourists, workers, and industries.  These years are also 

important in understanding why North Carolina chose to promote itself as a New South 

variety vacationland full of beautiful scenery.  North Carolina chose to emphasize its 

variety of sites and activities as a way to distinguish itself from other states and show the 

culture and industrial progress it had made.   

By 1955, almost all states were trying to lure tourists into their cities.  This growth 

of tourist advertising across the nation forced each state to streamline its presentation to 

better target consumers.  Advertising became more and more scripted with beautiful 

photographs of the destination accompanying information about facilities, services, and 

price.  Advertising after 1955 became less unique to the place that was being advertised, 

themes of leisure, pleasure, and history were used regardless of the destination, making the 

                                                           
15 For more information on the rise of consumer culture and tourism post World War II see Being 

Elsewhere: Tourism, Consumer Culture and Identity in Modern Europe and North America, ed. Shelly 

Baranowski and Ellen Furlough (Michigan: University of Michigan Press, 2004) as well as Richard Popp, 

The Holiday Makes Magazines, Advertising and Mass Tourism in Postwar America (Baton Rouge: 

Louisiana State University Press, 2012). I will also discuss consumer culture more in chapter 2.  
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years after 1955 less significant in understanding how advertising affected the image of 

North Carolina as a progressive state and its impact on tourism. 16  

For purposes of this study a tourist is a person with the temporary goal of leisure 

who voluntarily visits a place while away from home to experience unfamiliar sites, places 

and cultures.17 There are many definitions of tourist and tourism.  Historians do not agree 

on one set definition or characteristics.  There is disagreement if a native from the area 

exploring a new place can be considered a tourist.  Some historians argue that only people 

that spend the night at a location can be considered a tourist.  However, people native to 

North Carolina and people traveling to North Carolina saw tourist advertising and often 

visited scenic sites within the state.  Therefore, the definition mentioned above is broad 

enough to include several different types of travelers without limiting this study. A New 

South state is defined as a southern state with a strong focus in improving education 

standards, attracting new manufacturing and put industry above agriculture politically and 

economically. However, racism and Jim Crow were still present in North Carolina despite 

other progressive measures the state undertook. This study focuses on the political and 

economic aspect of North Carolina as part of the New South so social issues such as race 

will not be discussed in depth.  

  

                                                           
16 Popp, The Holiday Makers, 136. 
17 Tourists and Tourism: Identifying With People and Places, ed. Simone Abram and Donald Maclead 

(New York: Berkley Press, 1997), 2. 
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Historians have not analyzed the State of North Carolina’s role in promoting itself 

to visitors or examined the role the Division of Advertising in creating North Carolina’s 

image.  North Carolina is generally ignored in the historiography on southern tourism and 

advertising.  Florida and South Carolina are frequently analyzed because of their popularity 

as beach vacation destinations.18 Mississippi and Louisiana are regularly examined to 

explain how tourism helped revitalize former Confederate states without losing touch with 

the antebellum past.19 The mountains of Appalachia are often discussed to show how small 

isolated communities became target tourist destinations with tourists attracted by the 

“hillbilly myth” and image.20 Richard Starnes focuses on Western North Carolina in his 

works, making that region the most analyzed part of North Carolina.   

Starnes has written extensively on the rise and effects of tourism in Western North 

Carolina.  His book, Creating the Land of the Sky, Tourism, and Society in Western North 

Carolina examines the history of tourism in the mountainous regions of North Carolina 

from the 1800s through the beginning of the twentieth century.  He argues that image of 

poor mountaineers and backwards hillbillies, as well as infrastructure were key elements 

in establishing a regional tourist economy. However, no images of mountain backwardness 

or hillbillies appear in state publications from 1945 to 1955, supporting my argument that 

the state’s goal during this time was to feature North Carolina as a whole, thus leaving out 

images that could potentially offend tourists or industry.  Starnes examines how the growth 

                                                           
18 See Anthony Stanonis, Faith in Bikinis, Politics and Leisure in the Coastal South Since the Civil War 

(Athens: University of Georgia Press, 2014) and Dixie Emporium, Foodways, and Consumer Culture in the 

American South (Athens: University of Georgia Press, 2008) and Tim Hollis, Dixie Before Disney, 100 

years of Roadside Fun (Jackson: University of Mississippi Press, 1999).  
19 See Anthony Stanonis, Creating the Big Easy; New Orleans and the Emergence of Modern Tourism, 

1918-1945 (Athens: University of Georgia Press, 2006).  
20 See Richard Starnes, Southern Journeys, Tourism, History and Culture in the Modern South, 

(Tuscaloosa: University of Alabama Press, 2003) and C. Brenden Martin, Tourism in the Mountain South, 

A Double Edged Sword, (Knoxville: University of Tennessee Press, 2007).  
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of tourism affected the lives and cultures of the mountain residents, with some change 

resulting from the exposure state publications provided Western North Carolina.  Starnes 

also argues that the tourist economy was not only important to the state itself, but to local 

communities within North Carolina.21 Obviously tourism in North Carolina did not start in 

1937 with the Division of Advertising. Tourism had been present in the state for a long 

time, with individual communities managing local tourist economies. Once the state 

created the Division of Advertising, these individual community efforts continued 

supporting the expansion of tourism in North Carolina.  

Central to Starnes analysis of Western North Carolina and my analysis of 

advertising is identity and how certain identities have been marketed to attract tourists. 

Historian James Cobb addresses Southern identity across the South, with some examples 

in North Carolina.  He traces the evolution of Southern identity from a concept formed by 

opposing Great Britain during the American Revolution through opposing the North during 

the Civil War to a place free from the worries of modern life in the mid-1900s.  Cobb also 

engages in the legendary C. Vann Woodward and W. J. Cash debate, influencing how 

historians incorporate North Carolina into the idea of a New South state. The idea of the 

New South is central to my argument that North Carolina used advertising to try and show 

the world it was a progressive state.  

Within the historiography the idea of the New South emerged fully in 1941 when 

W.J. Cash argued that the planter class still held the power in the South in the 1880s, 

                                                           
21 Richard Starnes Creating the Land of the Sky Tourism and Society in Western North Carolina 

(Tuscaloosa: University of Alabama Press, 2005) and Southern Journeys: Tourism, History and Culture in 

the Modern South (Tuscaloosa: University of Alabama Press, 2003). Also see his article “Selling North 

Carolina, One Image at a Time” UNC Library and the North Carolina Humanities Council, 15 March 2010, 

http://www.lib.unc.edu/blogs/morton/index.php/essays/.   

http://www.lib.unc.edu/blogs/morton/index.php/essays/
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strengthened by the unity of Southern culture and values. In 1951, C. Van Woodward 

argued that the New South began when the new business class came to power after 

Reconstruction.  This set the South on a path to make the Southern economy more 

industrial, similar to the North.  James Cobb situates his work in the middle ground between 

Cash and Woodward arguing that those holding the power in the South were a mix of 

planters and businesspersons, but that both groups were responsible for the economic and 

social problems the South faced in the early 1900s.22   

Karen Cox’s work about popular culture’s influence on tourism helps explain how 

the image and identity of North Carolina became a commodity sold to visitors from across 

the country. She argues that businesspersons and advertising agents outside the South were 

key in creating the romantic notions of Spanish moss and happy slaves prevalent in popular 

culture by the mid-1950s.  She gives examples of radio shows like “Amos and Andy” that 

perpetuated African American stereotypes across the nation but were produced outside the 

South.23 While there are fewer examples of businesspersons outside the state creating 

images of North Carolina, the leaders of the Division of Advertising did create a specific 

image of The Old North State as a place where manufacturing thrived, standards of living 

were high, and every imaginable form of leisure and recreation were enjoyed.  They then 

used advertising to sell that image to the broader public. Cox’s work offers a useful 

comparison, showing how various parts of southern identity were marketed during the 

twentieth century.   

                                                           
22 Cobb, Redefining the Southern Culture Mind and Identity in the Modern South (Athens: University of 

Georgia Press, 1999), and Away Down South A History of Southern Identity (Oxford: Oxford University 

Press, 2005). To understand more on the Cash and Woodward debate read C. Vann Woodward, Origins of 

the New South 1877-1913 and W. J. Cash, The Mind of the South.  
23 Karen Cox, Dreaming of Dixie How the South Was Created in American Popular Culture (Chapel Hill; 

University of North Carolina Press, 2011) and Cox ed,  Destination Dixie Tourism and Southern Identity 

(Gainesville, University of Florida Press, 2012).  
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National identity was also being marketed through advertising in the late nineteenth 

and early twentieth century.  Marguerite Shaffer’s work on the “See America First” effort 

provides valuable background to tourism in the 1910s-1920s and shows how the rise of 

mass tourism affected North Carolina and the rest of the nation.  She analyzes how national 

tourism grew in the late 1800s and continued to grow up to World War I as a reflection of 

nationalism and the creation of American identity.  Howard Preston’s work on the Good 

Roads Movement shows how road infrastructure throughout the South was instrumental in 

the growth of tourism in the early 1900s and supports my claim that the rise of the Good 

Roads Movement in North Carolina was essential to the growth of the state’s tourism 

industry.  Catherine Cocks’s work on urban tourism explains the rise of tourism in 

American cities within the context of modernization and urban development, showing the 

necessity of modernization in tourist destination cities in North Carolina like Asheville and 

Pinehurst.24 The growth of tourism in North Carolina follows the trends discussed in these 

works.25  

Understanding the history of advertising in America is essential to understanding 

North Carolina’s advertising efforts.  James Morris argues that advertising was one factor 

in the breakdown of localism in the 1920s, resulting in a more unified national culture 

instead of splintered local ideas and preferences.  The Division of Advertising’s decision 

                                                           
24 Marguerite Shaffer See America First Tourism and National Identity 1880-1940 (Washington DC, 

Smithsonian Institute Press, 2001); Howard Preston, Dirt Roads to Dixie: Accessibility and Modernization 

in the South 1885-1935 (Knoxville: University of Tennessee Press, 1991); Catherine Cocks, Doing the 

Town The Rise of Urban Tourism in the United States 1850-1915 (Berkley: University of California Press, 

2001).  
25 For works on tourism and consumer culture, see Tourists and Tourism; Identifying with People and 

Places edited by Simone Abram, Jaquiline Walden and Donald Maclead, ( New York; Berg, 1997) and 

Being Elsewhere; Tourism, Consumer Culture and Identity in Modern Europe and North America edited by 

Shelley Baronowski and Ellen Furlough, (Michigan: University of Michigan Press, 2004), For more on 

tourism during the Cold War see Christopher Endy, Cold War Holiday American Tourism in France ( 

Chapel Hill: University of North Carolina Press, 2004). 
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to place advertisements in large newspapers across the Northeast reflect this trend.  Jackson 

Lears analyzes how advertising contributed to the idea of abundance, which he argues 

established the expanding consumer culture after World War Two.  Richard Popp focuses 

on how advertising led to increased mass tourism.  He argues that advertisements sparked 

a desire for consumer goods and a noble way of life in the minds of the American people.  

Travel solidified ones status as a financially stable American.  These works support the 

idea that the evolution of the Division of State Advertising in North Carolina followed 

national trends motivated by money and the need to create a positive image of the state 

based on New South ideals.26  

This thesis answers four major questions about tourism in North Carolina.  Why 

was the Division of State Advertising (DSA) created and how did it change and expand 

over time?  How and why did the Division of State Advertising publications and 

advertisements create the idea that North Carolina was a modern state?  Advertising and 

The Old North State’s rising prominence as a state of production are directly related.  The 

advertisements the state produced spread a positive image of North Carolina across the 

country.  

Chapter One discusses why North Carolina decided to create the Division of State 

Advertising. Chapter Two traces the development of the Division, showing how the DSA 

reacted to various national trends and movements to ensure tourist’s money continued 

streaming into the Old North State.  Chapter Three examines North Carolina’s efforts to 

                                                           
26 See Cindy Aron, Working at Play; A History of Vacation in the United States (Oxford: Oxford University 

Press, 1999). Richard Popp, The Holiday Makers: Magazines, Advertising, and Mass Tourism in Postwar 

America (Baton Rouge: Louisiana State University Press, 2012). Jackson Lears, Fables of Abundance A 

Cultural History of Advertising in America (New York: Basic Books, 1994). James Norris, Advertising and 

the Transformation of American Society (New York: Greenwood Press, 1990).  
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attract new industries and businesses.  Eventually the economic need for additional 

industry, driven by the realization that manufacturing was still important in a consumption 

based economy, became so strong that the state combined industrial and tourist advertising, 

urging people to not only come vacation in North Carolina but also live and work there as 

well.  This industrial advertising helped produce an image of North Carolina as a part of 

the modern New South.  The final chapter surveys various publications produced by the 

Division, arguing that these publications were key in creating the image of North Carolina 

as a progressive state famous for its manufacturing and beautiful scenery.  
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CHAPTER ONE: THE ROAD TO ADVERTISING THE OLD NORTH STATE 

 

  Advertising first became a business in the late 1800s.  Early advertisements 

contained more words than photographs with medicine being the principal commodity 

sold.  By the early 1900s, advertising was a credited profession.  All different types of 

companies used ads to sell their products.  By the 1930s, psychology further influenced 

advertising with ads designed to appeal to the human emotions of love, late, fear, lust, or 

sexuality.  In terms of tourism railroads were the first to use advertisements to generate 

public interest in traveling on their lines.  Hotels and scenic points along railroads soon 

followed.  The United States government’s use of advertising to unite the nation during 

World War I showed that governments could effectively use ads to influence public 

opinion.1 The story of the North Carolina Division of Advertising follows the rise of 

advertising in the 1930s and 1940s.  This chapter chronologically traces the events that led 

to the creation of the State Advertising Division.  

The first advertising publication produced by the state was printed in 1936, one 

year before the General Assembly created the Division of State Advertising.  A booklet 

titled “Come to North Carolina” was distributed to travelers.  It featured a state map as well 

as guides to state scenic, historical, and recreational attractions.  44,000 copies were 

produced and distributed throughout the state and surrounding areas.  According to reports 

all copies were gone in less than two months, showing the state there was a demand for 

tourist advertisements.2  

                                                           
1 Roland Marchland, Advertising the American Dream: Making way for Modernity 11920-1940 (Berkeley: 

University of California Press, 1988), XV.  
2 Biennial Report of the Department of Conservation and Development of the State of North Carolina, June 

1934- June 1936, 33. Compare 44,000 ads in 1936 with 2,005,472 copies of Variety Vacationland 

published in 1952. 
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 Members of the Board of the Department of Conservation and Development saw 

tourism as part of the state’s resources; hence, the Department of Conservation and 

Development (DCD), created in 1919, initially directed the travel industry.3  By the early 

1930s the Department began considering how to increase tourist travel to North Carolina 

to bring the state more revenue.4 To understand how North Carolina’s travel business 

expanded it is essential to analyze the early years of tourism in North Carolina.  The 1930s 

was the first time state leaders discussed tourism as an economic opportunity for the state.  

Tourism was one way to bring extra money into the state during the Great Depression. 

Even the Federal Government supported tourism as a way to increase revenue without 

hurting an area’s natural resources.5  However, there were two other reasons the State of 

North Carolina became interested in tourism.  One, the state’s maintenance of roads 

enabled more people to visit the state via automobile, a necessity to a successful tourist 

trade in the age of the automobile.  And two, a private corporation, The Carolinas, INC. 

showed the need for a state level travel office.  6 The Carolinas, INC. provided visitors with 

information about North and South Carolina, however they had been unable to keep up 

with the demand for information.  

The state took over maintenance of all main roads in 1932, resulting in quality roads 

easily traveled by tourists.  Prior to 1931, the state had only provided for the upkeep of 

major highways, counting on community road days, convict labor, and individual labor to 

maintain the rest of the roads.  The National Good Roads Movement began in the late 1800s 

                                                           
3 The Department of Conservation and Development (DCD) was responsible for overseeing state wildlife, 

fisheries, forests, state parks, and industry, to ensure responsible use of the state’s resources. 
4 Fifth Biennial Report of the Department of Conservation and Development of the State of North Carolina, 

June 1932 – June 1934 (Raleigh: North Carolina), available online at 

http://digital.ncdcr.gov/cdm/compoundobject/collection/p249901coll22/id/463790/rec/1, 31. 
5 Martin, Tourism in the Mountain South, 109. 
6 Richard Starnes, “Creating a Variety Vacationland,” 138. 
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in response to the growing number of people who owned automobiles or bicycles and 

wanted to safely drive them on local roads.  The movement gained support from people all 

across the country, who created their own associations with the goal to convince local and 

state governments to fund road maintenance.  This movement has been called the “third 

god in the trinity of Southern progress” by historians, seen as equally important to the South 

as education and development.7 Two different groups supported the Good Roads 

Movement in the South: farmers who needed better roads in order to transport their crops 

to market, and businesspersons who advocated for good roads as a way to attract 

manufacturing to the area.  By the 1920s, local and state leaders realized that well 

maintained roads attracted tourists too.8  

 North Carolina was the second Southern state to claim a Good Roads Association.  

The Good Roads Association of Asheville and Buncombe County was the second such 

association in the South.9 Good Roads Associations were local chapters of the National 

Good Roads Associations that lobbied their local and state governments for new and better-

maintained roadways.  By 1912 there were sixty-five groups advocating for better roads in 

North Carolina.  In 1917, the state mandated that a professional engineer oversee all roads 

built.  North Carolina’s early attention toward the need for good roads contrasted with the 

lackluster approach of other Southern states, resulted in it being nicknamed the “Good 

Roads State,” by other Good Roads Associations and having a reputation for the best roads 

in the region.10  Between 1924 and 1933, North Carolina built 2,427 miles of paved roads, 

                                                           
7 Howard Preston, Dirt Roads to Dixie: Accessibility and Modernization in the South 1885-1935 

(Knoxville; University of Tennessee Press, 1991, 3.  
8 Preston, Dirt Roads to Dixie, 15. 
9 Preston, Dirt Roads to Dixie, 20. 
10 Preston, Dirt Roads to Dixie, 30. 
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making it second only to Texas in the most miles of paved roads below the Mason Dixon 

Line.11 This attention to highway infrastructure helped develop North Carolina’s image of 

a state dedicated to progress and modernity.  As more and more people bought automobiles 

and struck out on their own trips, North Carolina leaders realized that paved highways 

meant more tourists and more tourists meant more money.  

The first discussion about tourism among the Board of the Department of 

Conservation and Development took place in 1932; just one year after the state took control 

of all road maintenance.  The Department’s biannual report for 1932-1934 stated, “The 

present is also an opportune time for launching a program to attract tourists to North 

Carolina.  The State is most fortunate in having a variety of scenic, recreation and historic 

attractions exceeded by none.”12 North Carolina leaders recognized the economic value 

tourists could bring to the state.  The economy was on everyone’s mind in 1934, because 

the country was well into the struggles of the Great Depression.  State leaders began laying 

foundations to support tourism, including an appealing state image, and a viable tourist 

infrastructure such as roads, motor camps, and eateries.13  The midst of the Great 

Depression was also an important time to begin constructing a positive image of North 

Carolina.  During the Great Depression the South was seen by national leaders as the 

“problem South” due to poverty and agricultural struggles the region experienced during 

harsh economic times.14 A region nationally known as a problem would not attract visitors, 

                                                           
11 Preston, Dirt Roads to Dixie, 159. 
12 Fifth Biennial Report of the Department of Conservation and Development of the State of North 

Carolina, June 1932 – June 1934, 32. 
13 Fifth Biennial Report, June 1932 – June 1934, 33. 
14 George Brown Tindall, The Ethnic Southerners (Baton Rouge: Louisiana State University Press, 1976), 

32. 
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thus it was imperative that state leaders find a way to show the nation that North Carolina 

was different.  Advertising was one way to do that.  

One reason state leaders thought tourism could become such a vital part of the 

North Carolina economy was because tourists and health seekers had been visiting the 

mountains of Western North Carolina for many years.  Asheville was one of the first towns 

to recognize the importance of a traveler’s money, so businesspersons from North and 

South Carolina created The Carolinas, INC.  Carolinas, INC. also became a lobbyist group, 

with the aim of convincing state leaders that tourism was a way for the state to draw in 

money during the Great Depression.  Tourism numbers decreased in the early years of the 

Depression, but by 1935 the number of people travel for pleasure was rising.15  Carolinas, 

INC. also argued to state leaders that tourism could serve as a catalyst for other economic 

developments like infrastructure, eateries and camping spots.  It was an early example of 

the strong partnership that would develop between North Carolina and private companies.  

Private groups, like Carolinas, INC. were some of the first to encourage the state to create 

a Division of Advertising.  Once the Division was created, private companies continued to 

work closely with the state to ensure tourism success.16 

  

                                                           
15 Cindy Aron, Working at Play, 247. 
16 Starnes, “Creating a Variety Vacationland” in Southern Journeys, 140.  
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CHATPER TWO: THE DIVISION OF ADVERTISING 

 

This chapter chronologically traces the history of the Division of Advertising 

through the lens of the publications it produced, showing how the Division reacted to 

various national tourism trends.  It also shows that the state’s main purpose in supporting 

tourism was economic.  State officials knew that promoting the state to tourists would 

attract vacationers and new factories.  In just fifteen years, tourism emerged as the third 

largest industry in North Carolina, second only to tobacco and furniture. The goal was not 

just to bring in a few extra dollars by attracting a few tourists. Rather, North Carolina 

wanted to create a tourist business that would enhance its image, support other state 

industries and bring in money on its own.   

The Division of State Advertising, established in 1937 by General Statute 113-15, 

declared it “the duty of the Department of Conservation and Development to map out and 

carry into effect a systematic plan for the nationwide advertising of North Carolina properly 

presenting, by the use of any available advertising media, the true facts concerning North 

Carolina and all of its resources.”1  This allowed state leaders leeway in how to implement 

a nationwide advertising campaign.  Policies for the Division of State Advertising would 

be formed by the State Advertising Committee, composed of five members of the Board 

of Conservation and Development, and headed by a chair who whose job would be to 

oversee the Division of State Advertising.  Included as part of the Division of Advertising 

was the State News Bureau.  The Division’s mission was to “tell the world about North 

                                                           
1 Building a Greater North Carolina, Fifteenth Biennial report of the Department of Conservation and 

Development of the State of North Carolina, June 1952-June 1954, available online at 

http://digital.ncdcr.gov/cdm/compoundobject/collection/p249901coll22/id/463790/rec/1. 80. 

http://digital.ncdcr.gov/cdm/compoundobject/collection/p249901coll22/id/463790/rec/1
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Carolina’s attractions.”2 To ensure the best advertisements possible were produced, the 

DCD decided to hire a professional advertising firm that would create all advertisements 

that were to be placed in newspapers and magazines.  The Division would approve all 

advertisements and work closely with the private firm to create booklets and pamphlets.  

The State News Bureau would be responsible for sending stories and photographs of North 

Carolina events to newspapers across the country with the hope of increasing the amount 

of times North Carolina was featured outside state boundaries.  The private firm would be 

paid a percentage of money from the general advertising budget.3  

On June 4, 1937, it was announced that the Division of Advertising had created a 

plan that would tell the United States what North Carolina had to offer.  The Division 

launched a comprehensive advertising campaign to attract visitors.  “Variety Vacationland” 

became the official slogan for the tourism as well as the title of its most popular annual 

travel brochure.4 The word “variety” showed the assortment of things to do in the Tar Heel 

State.  North Carolina capitalized on the fact that it had beaches, mountains, and foothills, 

with warm and cool climates and plenty of scenery.  “Vacationland” created the image of 

a mystical place free of responsibility.  To ensure the $200,000 biannual budget for 

advertisements was handled appropriately, the state contracted Eastman, Scott and 

Company, an advertising agency located in Atlanta, but with an office in Charlotte, to help 

the Division create and distribute tourism advertisements.5  

                                                           
2 Ibid.  
3 Charlotte Observer, June 16 1937.  
4 Seventh Biennial Report of the Department of Conservation and Development of the State of North 

Carolina, June 1936- June 1938 (Raleigh: North Carolina), available online at 

http://digital.ncdcr.gov/cdm/compoundobject/collection/p249901coll22/id/463790/rec/1, 15. 
5 While there is no record of why Eastman, Scott and Co were awarded the contract it can be assumed they 

provided the best services for the lowest prices. In later years the Division called for samples of agency’s 

work as well as a cost analysis. See articles from the Charlotte Observer June 4 1937, June 30 1937.   
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The state decided to hire an outside agency “equipped with technical staff and 

maintaining relationship with newspapers, magazines, radio and other media of 

advertising.”6 It was Eastman, Scott and Company’s job to “prepare and place under the 

direction and approval of the Special Advertising Committee of the Department of 

Conservation and Development (DSA) the advertising of the State of North Carolina.”7  

The state paid advertising costs, with Eastman, Scott and Company receiving fifteen 

percent of the commission or fifteen percent of the compensation for the advertisements 

they produced.  North Carolina companies were to be favored for any mechanical or 

engraving work Eastman, Scott and Company thought necessary.8    

Eastman, Scott and Company was a well-known Southern advertising firm located 

in Atlanta and run by Guerry Eastman and his wife Myra Scott.  The firm handled several 

large contracts including the State of Florida and a refrigeration company.9 According to 

the contract between North Carolina and Eastman, Scott and Company, the advertising 

agency agreed, “not to act as advertising agency for any client whose account…would 

compete undesirably with [North Carolina’s] account.”10  Handling the State of Florida’s 

advertising account would certainly compete with the State of North Carolina’s interests.  

There is no record of the resolution; however, there were only two alternatives.  Eastman, 

Scott and Company either no longer represented the State of Florida in 1937 or for some 

reason the Director of Conservation and Development felt that were was not enough 

                                                           
6 “Contract between Eastman, Scott and Company and the State of North Carolina” (Division of Commerce 

and Industry files, Mars ID: 44.11, Box 1 unprocessed collection Raleigh, North Carolina, 1 July 1937) 

North Carolina State Archives.   
7 Ibid.  
8 Ibid. The advertising contract is not clear what the difference between commission or compensation was 

or which was used to determine how much Eastman, Scott and Company would be paid.  
9 Charlotte Observer, November 10 1934, November 12 1935.  
10 Contract between Eastman, Scott and Company and the State of North Carolina, 1 July 1937. 



23 
 

competition to hinder Eastman, Scott and Company from working for North Carolina.  

Either way, Eastman, Scott and Company was well qualified to put North Carolina on track 

to be one of the most advertised states in the South.  The hiring of a private company to 

produce advertisements for the state is an example of a bidding and contract partnership 

that was becoming increasingly popular in state governments.  The intricacy of advertising 

was left to the discretion of a private company, instead of a state agency or division.  While 

the Division of Advertising oversaw the work of Eastman, Scott and Company, 

collaborating with them on campaigns and projects and having the final say in publications, 

the small daily decisions remained in the hands of a private company.11   

The Division of Advertising Committee agreed that the primary use of the yearly 

$100,000.00 budget go towards large advertisements in newspapers and magazines, with a 

small portion going to booklets, radio, and film.  Newspaper and magazine ads would 

appeal to either tourists, manufacturing or agriculture.  Eastman, Scott and Company 

placed ads in newspapers that served cities within a 600-mile radius of North Carolina 

because 600 miles was a reasonable distance for people to travel via automobile to reach 

the state.  Newspapers included the New York Times, New York Sun, Washington Post and 

Detroit Times. The state also published articles in magazines, including the Saturday 

Evening Post, Holiday, and Fortune. Most of the cities that fell within this area were also 

industrial cities with large populations of workers who had some money and means to 

vacation.  As time went on, the DSA continued to use this radius when placing 

advertisements in newspapers.12 Tourist advertisements targeted white, middle, and upper-

                                                           
11 Scrapbooks, Division of Travel Information, 1949-1961, s.29.8-s.29.13 

Mars ID: 44.45, NC Archives.  
12 Charlotte Observer, June 16 1937.  
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class Americans.  While segregation or Jim Crow laws were not mentioned neither was 

information included that would appeal to African American families.  Even after 

segregation ended, the state would not feature an African American family in its 

promotions until the 1980s.13  

All the pamphlets created by Eastman, Scott and Company, and produced by the 

DSA were thematically organized with one or two specific locations included where one 

could do a certain activity.  For example, there are many newspaper articles and brochures 

that contain photographs of beaches, mountains, and the changing of the leaves in the 

mountains.  However, not every North Carolina beach or mountain town is mentioned 

specifically by name.  The Blue Ridge Parkway, Great Smoky Mountains National Park, 

Cape Hatteras National Seashore, and the Wright Brothers Memorial at Kitty Hawk are 

frequently named in state publications. See figure one in appendix A for an exert from 

Variety Vacationland.   The DSA was more interested in branding the state, hence the use 

of the “Varity Vacationland” slogan than wanting to help people navigate every part of its 

journey. Pamphlets include themes and vague locations like the mountains or the coast. 

Specific places to eat and stay were not included. The traveler would have to contact the 

state information office or the local chamber of commerce of the town they wanted to visit 

to receive detailed highway maps and information on lodging and dining.  

Each booklet featured articles about the history of North Carolina, emphasizing the 

Lost Colony in Roanoke and the Cherokee Indians in Western North Carolina.14  Golfing 

at Pinehurst and hiking in the Great Smoky Mountains was also prevalent in many booklets. 

The many opportunities for hunting and fishing, at the coast or in the mountains were 

                                                           
13 Starnes, “Creating a Variety Vacationland” in Southern Journeys, 149. 
14 See appendix for example 
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popular topics as well, although specific hunting sites were not mentioned.  Booklets were 

meant to arouse interest in North Carolina, not provide a systematic vacation guidebook.  

Some brochures mention North Carolina’s education system, with pretty photographs of 

UNC Chapel Hill and Duke University.  Others mention North Carolina’s industry and 

agriculture, with photographs of tobacco fields, and textile plants.15  These photographs 

created the image that North Carolina had a good education system and many industries, 

which supported the idea of the state being part of the New South.  

All different types of places were featured in state publications in the 1940s-1950s. 

The state was not only advertising places that were state owned or maintained. This could 

be because outside of state parks there were no attractive places the state owned to 

advertise.  For example, North Carolina State Parks were seldom mentioned by name, 

especially in full-length articles, while the Great Smoky Mountain National Park, a 

federally-owned attraction was noted in almost every brochure the state produced after the 

early 1940s. North Carolina State Parks were established in 1916 with the purchase of Mt. 

Mitchell, so by the 1940s there were several state parks within the system. So it was not a 

lack of parks that contributed to the scarcity of state parks in Division publications. The 

Division of State Historic Sites did not exist until 1955, resulting in an absence of state 

owned historic sites or attractions in state publications until the late 1950s.  Until State 

Historic Sites were created at the end of 1955 there were no privately-run plantations, and 

few privately run historic houses mentioned in state publications until the late 1950s.  The 

exception would be the historic district of Old Salem, in Winston Salem, that showcases 

                                                           
15 Brochures and articles found in the travel and tourism permanent publications file, Division of commerce 

and Industry, Mars ID: 44.12. State Archives, Raleigh, North Carolina. For examples of these publications 

please see the appendix.  
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the early life of Moravians who were some of the first settlers to Piedmont, North 

Carolina.16  

There were no local businesses featured in state brochures or publications and there 

is no evidence that local attractions could pay to have their locale mentioned in a DSA 

publication.  This is in contrast to other state publications, like the North Carolina Port 

Authority that published yearly pamphlets full of advertisements for local services and 

attractions.17 If a visitor wanted to visit a particular town in North Carolina, they would 

have to contact the State Information Office or that town’s Chamber of Commerce for 

specific details about that location.  The Division was concerned with representing the 

whole state and did not advertise specific restaurants, hotels, and local attractions.18  The 

DSA divided the state into three regions, mountains, coast and piedmont, making sure to 

mention each region in every pamphlet and booklet. For example, the 1945 Variety 

Vacationland brochure stated, “Take your pick of altitudes and climates from NC three 

sections. Many visitors visit both mountains and seashores on one trip.”19  Newspaper 

articles often featured only one region, but there is no evidence that one region was more 

heavily advertised than the other. For example, the leaves changing in the mountains were 

advertised just as much as coastal fishing opportunities.  

Even articles produced by the State News Bureau in conjunction with the DSA did 

not detail specific local sites.  For example, an article had the headline, “Great Smokey 

Resorts Lure Vacationers.”  The attractions mentioned included Biltmore Estate, a 

                                                           
16 This claim is based on that is contained in articles and pamphlets produced by the Division.  
17 “North Carolina Ports”, North Carolina Ports Authority, 1953, North Carolina State Archives Digital 

Collection.  
18 Brochures and articles found in the travel and tourism permanent publications file, Division of commerce 

and Industry, State Archives, Raleigh, North Carolina. 
19 Variety Vacationland, 1945, Division of commerce and Industry, Mars ID: 44.12. State Archives, 

Raleigh, North Carolina. 
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privately run house museum, Mt. Mitchell, a State Park, and the Great Smoky Mountains 

National Park. The article mentioned four different types of attractions, all owned and 

operated by different types of entities.  It did not give information on how to get to any of 

these sites, the cost of admission, places to lodge or eat. This example shows that North 

Carolina was concerned with themes and messages, in this case the theme of the Smoky 

Mountains, and was not focused on advertising specific local places or giving enough 

details to facilitate a trip to the mountains.  Specific sites, like Mt. Mitchell or Biltmore, 

were only mentioned if they supported the overall theme, in this case fun in the Smoky 

Mountains.20  

From 1937 through the late 1950s, the Division of Advertising continued to rely 

heavily on newspaper advertisements, articles, guidebooks, and state publications to extol 

the wonders of the Old North State.  The State News Bureau also wrote feature stories and 

special interest pieces on places and events in North Carolina, running them in national 

newspapers and magazines.21 People reading these stories and wanting to visit North 

Carolina contacted the Division of Advertising to receive mailings of various state 

publications, which had greater detail than the newspaper advertisements.  23,196 people 

enquired about North Carolina in 1940.  In 1952, 240,203 people wrote in requesting 

information, showing the rise in vacationing among Americans but also showing the 

success of advertising in promoting North Carolina to the whole nation.22   

 Guidebooks were another popular way to entice visitors to visit a certain place.  The 

Works Progress Administration, a New Deal agency tasked with employing the American 

                                                           
20 Scrapbooks, Division of Travel Information, 1949-1961, NC Archives. 
21 Scrapbooks, Division of Travel Information, 1949-1961, NC Archives. 
22 Biennial Reports of the Department of Conservation and Development 1952-1954 and 1940-1942.  
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public through public works projects, published a guidebook of the Old North State in 1939 

as part of a national guidebook series.  This guide was one of several WPA publications 

that dealt with North Carolina and her people and was the first comprehensive guidebook 

of the state.  While the Division of State Advertising did not take part in the creation of the 

guide because the guide was a federal project, the Department of Conservation and 

Development sponsored the printing of the guide, showing they were happy with its 

contents.  The guide included sections on history, industry, agriculture, and people.  The 

automobile tours included in the book were one of the guides most important features 

because they showed tourists that the places they were passing through were part of a 

distinctive landscape full of important history and culture.23   

The WPA guide exposed the history and features of the Old North State to people 

all around the country.  The Advertising Division was pleased with the guide and even 

discussed distributing the guide to people who contacted the Division for promotional 

material.  However, the Advertising Board realized that would not be a cost-effective 

measure since the guides were expensive to print, because it was several hundred pages 

long.24 Even without distribution from the Division, visitors used the WPA guidebook for 

several years.   

Even though the WPA guide affected tourism and was published because of the 

Great Depression, there is little evidence federal works projects played the primary role in 

convincing state leaders to create a tourism program, but they did build infrastructure that 

                                                           
23 Jerrold Hirsch, Portrait of America: A Cultural History of the Federal Works Project (Chapel Hill: 

University of North Carolina Press, 2003), 91 and 94. 
24 Eighth Biennial Report of the Department of Conservation and Development of the State of North 

Carolina, June 1938-June 1940, 12. 
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tourists and industry eventually utilized.25  The largest federal works program in North 

Carolina was the Civilian Conservation Corps (CCC) that provided manual labor jobs for 

single men.  The CCC played a large role in creating or rebuilding existing infrastructures 

within the state that would eventually serve tourism, including bridges, roads and park 

facilities like hiking trials, restrooms, and camping spaces.  The CCC had camps in state 

parks and in the Great Smoky Mountains National Park.  Their jobs within the parks varied 

from firefighting, to catching poachers, to building facilities used by tourists.  However, 

the work of the CCC was not the first effort to try to provide facilities for visitors to state 

and national parks.  North Carolina had been working to improve its facilities prior to the 

Great Depression.   

The Civilian Conservation Corps did a lot for North Carolina. During the seven 

years the CCC was active in North Carolina it completed a total of 1,434.6 miles of truck 

trails, 970 bridges, 841.7 miles of telephone line, 60 lookout towers; 29 trailer sheds, 19 

tower man’s residences, 14 garages, 9 tower cabins and  2 warehouses.26  As shown by the 

numbers, most of the CCC’s work focused on accessibility issues or repairs needed by the 

State Forestry Service and the State Parks, two of the largest state agencies with limited 

labor and sources.  The CCC’s improvements in North Carolina established the foundation 

the state would need to support the large number of tourists who came to the state after 

                                                           
25 The Biennial Reports from 1934-1940 only discuss that the time is right to start advertising to tourists 

because of the more positive economic situation and the great many sites and scenery North Carolina has to 

offer. There is no specific mention of federal works projects and the tourist industries like there is mention 

of how works programs benefited the state forestry service and wildlife agencies, although CCC work with 

those agencies indirectly benefitted tourism.  
26 Biennial Report of the Department of Conservation and Development, 1938-1940, 96. 
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World War II.  CCC employees may have even been among the post war tourists, eager to 

show their accomplishments and knowledge of North Carolina off to family and friends.27  

 By 1941, Eastman, Scott and Company spent such a great amount of time on the 

North Carolina contract that they sent the state its own representative, Robert Redwine, to 

Raleigh to work directly with the DSA to maximize time and effectiveness.28  Through this 

action the company fulfilled a provision in the advertising contract, which stated that the 

agency would establish an office in Raleigh if State Representatives felt it was necessary 

for the State’s account to be properly attended to.29 One of the reasons Redwine was moved 

might have been because the Division continued to advertise its attractions during World 

War II.   The War Department encouraged workers to take some time off to relax and rest 

after a grueling work week.30 The federal government saw vacation travel during the war 

as a necessity, a way workers could cope with the stress of long hours in defense factories.  

North Carolina took advantage of its location near so many prominent Northern and 

Southern cities to continue to advertise its attractions during the war.  

 When the war ended in 1945, national ideas about leisure, vacations, and 

consumerism had changed.  Tourism had always been a form of consumerism. People 

traveled to consume other cultures, places, and geographical features. However, after the 

war travelers were no longer interested in just consuming locations. Historian Jackson 

Lears argues that the rise in mass production, rise in income levels, and a collective national 

audience that had similar interests changed consumerism after the war.  Paid time off, 

                                                           
27 This is based on the large numbers of tourists who were coming to the GSMNP during the Depression 

and the large numbers that continued coming after the war. The same it true with State Parks.  
28 Charlotte Observer, July 1 1941.  
29 Contract between Eastman, Scott and Company and the State of North Carolina, 1 July 1937. 
30 Department of Conservation and Development, Minutes of the Board, January 1926-January 1955, Reel 

No 2p, File No. S.29.3p, State Archives, Raleigh North Carolina.  



31 
 

continued to rise among employers through the 1980s.31 With paid vacation, people across 

the country could afford some type of trip.  Individuals began to enjoy vacations and were 

not afraid to demand comfort, leisure, and good service where they traveled. People wanted 

nice hotels, good restaurants, entertainment, thrills and fun.  The national consumer culture 

was a tradeoff between workers and management.  This mass travel boom after the war 

reinforced national notions of individual freedom and mobility already apparent in society 

and meant that advertising agencies had to target travelers with more detailed information 

about places to visit.32 North Carolina’s efforts to increase the number of advertisements 

produced, as well as its continued focus on variety, shows that the state realized ideas about 

leisure, consumerism and vacationing were changing.  

 Before the war Florida, Michigan, Wisconsin, New York, California, and Virginia 

were leaders in advertising based on the size of their advertising budgets.33  North Carolina 

was close to joining their ranks by 1940.34 Most states, especially in the 1930s South had 

no advertising division at all or disjointed advertising efforts run by local or regional 

committees.  However, after 1945, thirty out of forty eight states had some type of plan in 

place to attract visitors to their state.35 This was the result of the national vacation 

phenomenon that transcended class, cultural and racial boundaries by the end of the 1940s. 

While vacation options still depended on one’s class and race, a large part of the population 

spent time at parks, beaches, boardwalks, and cities after the war.  Division personnel in 

                                                           
31 Jackson Lears, Fables of Abundance; A Cultural History of Advertising in America (New York; Basic 

Books, 1994), 5. 
32 James Norris, Advertising the Transformation of American Society ( New York; Greenwood Press, 

1990), XVI and Richard Popp, The Holiday Makers, Magazines, Advertising and Mass Tourism in Post 

War America ( Baton Rouge: Louisiana State University Press, 2012), 30. Jackson Lears, Fables of 

Abundance; A Cultural History of Advertising in America (New York; Basic Books, 1994), 4. 
33 This comes from an article in the Charlotte Observer, December 25, 1938.  
34 This is based off Division reports, although they do not cite numbers.  
35 Department of Conservation and Development, Minutes of the Board, January 1926-January 1955. 
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North Carolina realized it had to keep its advertising competitive on the national level if 

North Carolina was going to remain a forerunner in advertising. Still, there was no drastic 

increase in the states advertising budget in the immediate years after the war. The Division 

was allotted $101,764.98 for the fiscal year of 1944-1945.36  

State personnel saw the monetary benefits of continued advertising.  The Eleventh 

Biennial Report states “money spent to attract tourists to North Carolina is returned 

manifold in gasoline and sales tax revenues and in increased patronage of thousands of 

business establishments.  The travel industry deserves the fullest support of the state.”37 

While these numbers cannot be proven by outside sources, tourism was bringing enough 

money into the state to convince leaders to continue funding the Division.  The tourism 

and the continued maintenance of State Parks for recreation and leisure were two foci of 

the DCD after the war to ensure that visitor dollars continued streaming into the state 

treasury. It can also be surmised that the DCD wanted to ensure that North Carolina 

continued to have a good reputation of a well-kept state full of the most modern 

conveniences.  The Division had to continue its tourist campaigns, reaching as many people 

as possible.  Advertising adds value to a product or object, so the more states advertised, 

the more value people all over the country would attach to that location, hence the 

importance of North Carolina continuing its advertising campaign after the war.38  This 

coordinated effort of continued advertising allowed North Carolina to remain an 

advertising leader through the 1950s.   

                                                           
36 Aron, Working at Play, 10. 
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The years directly after the war became the “most active period in the ten years of 

the history of the Division of State Advertising” according to Division reports.39 This active 

period makes sense in the context of the “Golden Era” of consumerism that took place after 

World War Two. This time of prosperity promoted consumerism as a way individual 

people could ensure political stability in the face of Communism, economic development, 

and international security. Tourism was included in this new consumerism as people saw 

travel, scenic sights and leisure activities as things to consume.40 The Division’s work in 

the postwar years guaranteed that North Carolina would be advertised in the new postwar 

economy.  Local Chambers of Commerce and efforts by individual towns continued to play 

an important role in facilitating the tourist experience, however state-produced publications 

were often the first exposure people had to North Carolina, making the work of the DSA 

important. In 1946, the Division released the slogan “come early and stay longer” to draw 

tourists to the state in the spring and fall as opposed to only during summer.  The blooming 

of flowers, fishing, and the changing of the leaves were advertised as reasons people should 

visit the state out of season instead of the traditional summer months.  North Carolina spent 

$109,857.61 on advertising space in national magazines and newspapers with the intent of 

drawing tourists to the state year round.  This program was successful.  1947 was recorded 

as the best year to date for tourism in North Carolina.41 Some of this success was because 

of the state’s new advertising plan and the extension of the tourist season.  However, it is 

important to note that national events also played a role in increasing the number of 
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vacationers.  The Great Depression and World War II were over and people could afford 

to travel, resulting in successful years for the North Carolina tourism industry.  

The year 1947 also saw a change in the private agency that handled North 

Carolina’s advertising contract.  That fall, the State Advertising contract was awarded to 

Ayer and Gillette.  State leaders decided that the DSA was mature enough to survive a 

change in advertising agencies.  Leaders were concerned with the contract being held so 

long by an out of state firm and made efforts to review bids from in-state agencies.  There 

was also some tension between the State Treasurer, Charles Johnson, and Eastman, Scott 

and Company representative Robert Redwine.  The Charlotte Observer reported that 

Robert Redwine was close friends with Governor Scott and was active in his campaign for 

governor, so the contract may not have been renewed because of their personal 

relationship.42  Whatever the case, Ayer and Gillette would not hold the State contract for 

long.  

 On October 24, 1949 the State Advertising Committee reported that after lengthy 

inquiries into several North Carolina based agencies, the state had decided to hire Bennett 

Advertising located in High Point.  Governor Scott terminated the Ayer and Gillette 

contract after claims of impropriety and that some members of the State Advertising 

Committee had conflicting interests.  Allegedly, J. Wilbur Burn, lawyer and past member 

of the board of Conservation and Development received monetary payment in return for 

renewing the contract with Ayer and Gillette.  However, a lengthy SBI investigation never 
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confirmed this and cleared all parties of wrongdoing.  Regardless, Bennett Advertising 

would hold the North Carolina state contract for the next eight years.43   

Hugh Bennett of High Point founded Bennett Advertising in 1922.  It was the oldest 

and largest North Carolina advertising agency, with its home office located in High Point 

and a branch office in Charlotte.44 Bennett’s 1949 billings exceeded over three quarters of 

a million dollars.  The agency had a lot of experience in industrial advertising as well as 

tourism brochures.  The Bennett contract read much like the contract with Eastman, Scott 

and Company.  Bennett was responsible for creating advertisements, with DSA personnel 

having final say in what was published.  Bennett Advertising had the same contract terms 

as Eastman, Scott and Company.45  The Bennett agency quickly went to work drafting an 

advertising plan that would highlight the state’s tourist attractions.46 The Bennett 

Advertising Agency is yet another example of a public-private partnership in regard to 

advertising.  

In 1950, the Department of Conservation and Development reorganized the 

Division of Advertising to maximize its productivity.  The Division was still controlled by 

the DCD but the position of chairman of the Division of State Advertising was created.  

The State News Bureau, which previously had been responsible for writing travel pieces 

and interest stories for newspapers all over the country, would write real news and no 
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longer be involved in tourism.  A State Information Office was also created to handle all 

correspondence related to vacationing in North Carolina.  Since the Division of State 

Advertising Office had not been able to handle it all.47 For example from 1949-1950 the 

state received 118,117 enquires on vacation opportunities in North Carolina compared to 

92,071 enquires from 1938-1940. 48  This reorganization shows the success of the tourism 

industry.  The Division decided that the Information Office would create a travel package 

to mail to all people who called or wrote the office enquiring about vacation options within 

the state.  This travel package was a new idea thought up by Division staff.  It was a novelty 

at the time to include a whole package of information to send to interested people instead 

of just sending them the one requested brochure.  Travel packages included a state map, 

driving tour with noteworthy sites to see, and an accommodation guide.  North Carolina’s 

goal was to have the most visually attractive and most comprehensive travel package of all 

the states.49 

In 1951, the Information Office was renamed the State Travel Bureau by the state 

to simply compete with other states that had created travel bureaus. North Carolina did not 

want to appear lacking to instead of having to create a new office they simply changed the 

name of an office they already had.  The early 1951 advertising program drafted by the 

Bennett agency focused primarily on promotions aimed at tourists, reflecting the growing 

impact of tourism on North Carolina’s economy.  The Department of Conservation and 

Development estimated in 1951 that the tourist trade was worth $300 million per year.50 
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Bennett Advertising Agency decided that despite the grave international situation in Korea 

there were no immediate federal government curbs on recreational travel, therefore the 

year’s selection of advertisements should keep an eye towards developing new markets for 

the North Carolina tourist business.51 Bennett began crafting campaigns to reach particular 

audiences. This niche marketing concurs with the 1950s consumer advertising trend of 

identifying clusters of customers with distinct lifestyles or traits.52  The distinct markets 

Bennett decided to target were parents with children who might be interested in kid’s 

camps, fishermen, teachers, and veterans.  These markets were a way to attract a new 

demographic of tourists to North Carolina.  These populations were important to ensure a 

steady stream of money into the state as well as broadening the net of potential visitors and 

expanding the way those visitors viewed The Old North State. North Carolina was home 

to several military bases. Military families in the state and those stationed in nearby states 

could come enjoy what North Carolina had to offer as while also viewing the state as a 

potential new duty station. Parents could bring their kids to camp and view the state through 

the lens of relocation.  

In addition to the usual basic campaign, which ran ads May through July in national 

magazines like Holiday, National Geographic, and Life that featured full color descriptions 

of the mountains and coast, these new markets were targeted through special ads.  In order 

to attract more children to summer camps, the Division ran ads in several new publications, 

including Redbook, Parent’s Magazine, and Cosmopolitan touting the wonders of summer 

camp and encouraging parents to enroll their children in camps in North Carolina so the 
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parents could then come and visit.  For example, Redbook published an article titled, 

“Students Come and Work in Music Camp in Transylvania” describing a lovely kid’s camp 

with talented teachers located just outside the mountain town of Brevard.53   

The Division thought that fishing was a great way to lengthen the tourist season so 

special ads were placed in Field and Stream, Outdoor Life, and Sports Afield showing huge 

bass and trout that had been caught in North Carolina streams.  Realizing that teachers had 

summer months off, the Division decided to run ads in several teacher magazines in 

Georgia, Virginia, Tennessee, Ohio, Pennsylvania, Indiana, and Illinois persuading 

teachers that North Carolina was the variety vacationland in which they needed to spend 

their summers.54  The military bases in North Carolina used during World War Two were 

still in use, training and housing men bound for Korea.  Officials realized military men 

needed vacations, too, so they decided to put ads in American Legion encouraging military 

personnel inside and outside the state to visit the variety vacationland of the South.  All ads 

launched during 1951 gave equal treatment to the Great Smoky Mountains National Park, 

the Blue Ridge Parkway, and the historic coast of North Carolina.55  

 Based on an analysis of the publications and advertisements produced by all three 

private advertising firms, Eastman, Scott and Company, Ayer and Gillet, and Bennett, there 

is no evidence that a substantial change in the appearance or content of North Carolina’s 

advertising occurred outside of the normal realm of changes due to modernized technology.  

However, Bennett Advertising shifted the advertising approach by appealing to more 

specific audiences, like children’s camps, fishing, teachers, and soldiers. Bennett also 
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created the idea of a specialized industrial advertising campaign and actively worked 

towards securing a larger industrial advertising budget.  This is discussed in Chapter Three.  

Under Bennett, advertising in newspapers and magazines continued along the same lines 

as before, but with a more diverse audience in mind.56 These differences could also be due 

to national trends. Eastman, Scott and Company oversaw advertising during the 

Depression, when few people had the money to travel long distances, so it makes sense 

that their ads would be broader and more thematic. In the same way, Eastman, Scott and 

Company ran advertising during World War II when many families were separated because 

of the war with few people being able to take time off to travel long distances. It was not 

until after the war was over, when people had the time and resources to travel, that the type 

of audience mattered. Bennett took control during a time when consumerism was at its 

peak. Everyone wanted to see and do everything. Thus, it became more lucrative to 

advertise to diverse audiences like veterans, teachers, fisherman and parent who had the 

means to favorably respond to the ads. 

 For example, the 1942 Variety Vacationland created by Eastman, Scott and 

Company opening phrase was, “ Variety vacationland how aptly this term applies to NC 

the old north states proves virtually everything the vacationist desires unsurpassed scenery, 

ample recreational facilities, historical shrines, clime and friendly people.”57 Notice this 

opening is very broad and generic compared to the 1953 Variety Vacationland that was 

created by Bennett Advertising that opens with, “Some new attractions in North Carolina; 

Mile High Swinging Bridge at Grandfather Mountain, Onconaluftee village in Cherokee, 
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Linville Falls and the Fair Arena in Raleigh.”58 This opening is a lot more specific, 

grabbing a reader’s attention in ways the earlier booklet would not have. From 1937 to the 

1950s the Variety Vacationland publications change from long paragraphs describing 

recreational opportunities in the state, coupled with a few photographs, to publications that 

feature almost all photographs with only short strands of text. The DSA realized that 

photographs and images appealed to readers more than words did.  

 In 1952, the Division of State Advertising, guided by Bennett’s quest to seek new 

audiences and in conjunction with specialized campaigns that appealed to members of the 

working class, decided to appeal to mass tourism instead of just upper middle-class tourists 

as a strategy to attract more visitors to the state.  It launched a campaign that focused on 

mass appeal instead of stylish appeal publishing full-page ads in Life and Saturday Evening 

Post, instead of smaller ads, to attract larger numbers. It also placed ads in the Greyhound 

Bus Line, and The American Automobile Association, because of its wide readership.59  The 

goal for the year was to “reach and influence the largest number of potential visitors to the 

state with maximum effectiveness and economy.”60  Part of the mass appeal was more 

pictures. The 152 Variety Vacationland brochure opening stated that, “Saving you two 

million words; believing in the ancient proverb we have put 200 pictures in this book” 

making it easier for all types of audiences to understand what North Carolina had to offer.61  

That same year the Division of Advertising won three national awards, showing it 

was still at the top of state promotion.  North Carolina receives the Award for best travel 
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literature produced in the United States by the National Association of Travel 

Organizations in 1953.  The Mid-West Travel Writers Association awarded North Carolina 

the award for Best Travel News Coverage as well as the Second-Place award for best travel 

coverage in the world. The Mid-West Travel Writers also said North Carolina was second 

only to Pan- American Airways in advertising.   The only other places recognized that year 

were New York, Kentucky, and Miami Beach.  North Carolina was clearly at the top of its 

advertising game.62     

  One of the biggest years for the Advertising Division was 1954.  Division records 

reported the launch of the “most comprehensive tourist campaign in its history,” sending 

literature and information on North Carolina to welcome centers and travel bureaus across 

the United States and Canada.  This was the first year on record that state advertisements 

depicting North Carolina were sent outside the United States.  The Division also began 

experimenting with radio advertisements and highway billboards.63 In order to reach the 

maximum amount of people possible the agency placed advertisements in a variety of 

newspapers that included a coupon for a free booklet.  Past years had shown that the coupon 

worked well in spiking interest in state publications, which detailed everything North 

Carolina had to offer.64 The Division also decided to try a new look for its newspaper 

publications.  They settled on colored photographs and larger displays hoping to better 

attract people’s attention.65 The new look proved successful in spreading positive images 
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of North Carolina and gained the state attention in several national magazines.  

Cosmopolitan cited North Carolina’s outdoor dramas, plays that depicted the historical 

events of the Lost Colony and the Cherokee Indians,  as some of the best, while Town 

Journal said “North Carolina was a state with advanced tendencies” and Time called North 

Carolina “the most progressive Southern State” because of how visually appealing its 

advertisements were.66  The Division had to come up with more attractive and appealing 

advertisements to compete with the opportunities that new technology, like radio and 

television, offered advertising.  Print materials were still the Division’s primary medium, 

so they spruced these up to compete with ads people were hearing or seeing on the 

television screen.  

  The year 1955 marked the third year in a row the Division of Advertising received 

national awards for one of its tourist publications.  However, North Carolina was facing 

growing competition from other Southern states.  Until the 1950s, North Carolina and 

Florida had been among the top destination states in the Southeast and had dominated the 

advertising market.  After 1950, every state in the South tried to appeal to tourists one way 

or another.  The 1955 edition of Variety Vacationland shows how North Carolina was 

trying to complete. The brochures states that it contains 130 photographs with 37 of them 

in full color. It also highlights North Carolina’s accessibility by advertising, “newer and 

wider highways, better bridges and improved ferry service now make travel more 

convenient than ever both within and along approaches to NC mid-south vacationland.”67  

The Division also created six different information packages that interested parties could 
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request; Variety Vacationland, Mountains, Coastal, Mid-South, Outdoor and Retirement.  

The retirement package was the first mention of the Division trying to appeal to older 

people and retirees as visitors and potential residents of the state.68 1955 was the first year 

the state utilized television in its advertising campaigns.  The division spent the whole year 

working on two television films about the state that were released in 1956.69 These 

television ads showed that North Carolina was ready to embrace the next wave of 

advertising trends, ensuring that the state’s message of progress, modernity and variety 

continued to reach a maximum amount of people.  North Carolina clearly saw tourism’s 

importance and prepared to continue the work of the Division for many years to come.  

 In the 1930s, The Old North State realized tourism was a valuable market, so it 

used state resources to create the Division of State Advertising in 1937.  The Division was 

successful in attracting vacationers to North Carolina based on the growing amount of 

money and enquires that came into the state each year since 1937.  In 1937, the tourism 

industry’s revenue was valued at $35,000,000.  By 1954, tourism brought in $300 million 

per year.70 Nevertheless, it was not just the amount of money or tourists that made the 

Division stand out.  North Carolina was one of the first southern states to advertise an 

extended tourist season that included the fall months to view the leaves and the spring 

months to fish.  It was also one of the first southern states to create and disperse such a 

great quantity of travel literature.  As other states began mailing out literature, North 

Carolina created new literature packets designed to meet certain group’s specific needs.  

                                                           
68 Bennett Report, Tourism, 1955, Division of Commerce and Industry, Travel Tourism Section: 

Advertising, Mars ID: 44.11, NC State Archives. 
69 Department of Conservation and Development, Minutes of the Board, January 1926-January 1955, Reel 

No 2p, File No. S.29.3p, State Archives, Raleigh North Carolina. 
70 Biennial Report of the Department of Conservation and Division, 1952-1954, 80. 



44 
 

The state was also one of the first to advertise itself as a place to retire, another marketing 

tool designed to bring more people and more money to North Carolina.  

 All of these “firsts” facilitated North Carolina’s expansion of its tourist business in 

a way that brought more money into the state.  However, vacationers headed to the beach 

or the mountains were not the Division of Advertising’s only concern.  The Division also 

spent a lot of time and money advertising to industries and businesses. As time went on, 

The Division was concerned with the entire image of North Carolina and not just tourism. 

This led to  industrial advertising, coupled with tourist advertising, which created a well-

rounded image of North Carolina as a progressive, state full of willing workers and content 

tourists. 
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CHATPER THRRE: INDUSTRIAL ADVERITISNG 

 

 Manufacturing had become an essential part of the American economy by the late 

nineteenth century. The working-class people who were part of the industrial world, and 

the white-collar workers that worked in factory offices, gained some purchasing power 

through the early 1900s as wages slowly increased. As these classes had access to more 

money they were able to buy things like radios, readymade clothing, bicycles and shoes 

that were mass produced. As mass consumption grew society slowly became more uniform 

through the purchase of consumer goods. Before the Great Depression America was a 

welfare capitalist state. If workers were injured on the job, or temporarily unemployed they 

would theoretically receive help from the factory owner where they were last employed.71 

However, this attitude changed during the Great Depression. New Deal policies contributed 

to a welfare state where people increasingly looked to government instead of private 

charities for help if they were destitute or unemployed. By the 1946 the American people 

had become an entitled people when it came to consumer goods, who, because of New 

Deal policies meant to stimulate the economy, were more used to spending and consuming 

goods. As the number of nationally circulated newspapers and magazines grew, and people 

all over the country had access to the same goods through entities like the Sears and 

Roebuck catalogue, and watched the same movies, and listened to the same music on the 

radio, a mass culture developed in America. Even though consumerism was on the rise 

businessmen and economists realized that consumption could not sustain the economy 
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forever. So, as World War II ended, businessmen began heavily promoting manufacturing 

as an alternative to the service-oriented consumer society that America was becoming.72 

North Carolina realized the economic importance of production in a largely 

agricultural area. The state had been attempting to attract manufacturing as long as it had 

been attracting tourists.  To draw industries into the state, the Board of the Department of 

Conservation and Development (DCD) decided to create a Division of Commerce and 

Industry (DCI) in 1935 to oversee industrial expansion efforts within the state.  The fifth 

biennial report of the DCD not only said that 1934 was an ideal time to begin thinking of 

ways to draw tourists to the state, but manufacturing as well.  “With time improving, the 

trend of industrial development to the South will doubtless be resumed.  If North Carolina 

is to receive her fair share she must be prepared to present her advantages to the world.”73  

The creation of the DCI was most likely driven by the depression. State leaders 

were looking for any way to bring jobs to North Carolina. As the Great Depression started 

to lift its hold on the nation, industries continued to play an important part in the image and 

economy of North Carolina.  Industrial advertising was important in creating and 

maintaining the image of North Carolina as a successful New South state.   

Manufacturing was one of the most important facets of a progressive state because 

only production could pull the South away from its agricultural past, setting the region up 

for the economic success enjoyed by other industrialized states.  New industries in the state 

meant more taxes as well as jobs for North Carolinians left unemployed by the Great 

Depression.  The DCI worked closely with the Division of State Advertising throughout 
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the 1940s and early 1950s to show the world the many resources North Carolina had to 

offer.  

 Industrial advertising was structurally organized the same way as tourist 

advertising.  The same private advertising firm that designed tourist advertisements created 

advertisements for industry, received supplemental information from the DCI.  The DSA 

had the final say over which ads were released.  Advertisements meant to appeal to factory 

owners and managers were placed in national newspapers like the New York Times, and in 

industrial journals and magazines.  As with tourist advertising, these advertisements 

featured a variety of themes including bountiful natural resources, low taxes, a willing 

workforce, and a central location easily accessible by train, ship, or car.  The industrial ads 

contained numerical data about taxes and natural resources along with photographs of 

industrial plants.  However, they did not contain specific information about vacant factories 

or labor in a specific town.  Just like tourists wanting to visit, business owners interested 

in relocating to North Carolina could write to the DCI for detailed information about 

natural resources and labor.   

 Historian James Cobb argued that the power of Southern industry could be seen in 

the South’s adaption of progressive reforms like education, transportation, and public 

health.  He claims that Southern states with New South goals enacted reforms as way to 

stabilize their industrial society.74 Events in North Carolina during the first part of the 

twentieth century certainly support his argument.  Governor Charles Aycock began 

reforming North Carolina’s education system in 1901. He used taxes to fund public 

education and requiring children between the ages of eight and twelve to attend school for 
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at least sixteen weeks out of the year.  By 1931 the state helped fund a majority of the 

public schools in North Carolina.75 Advertisements produced by the DCI highlighted North 

Carolina’s educational success and its well-maintained roads, showing the rest of the nation 

that The Old North State was well along the path of progress.  

 The Great Depression was a catalyst for industrial change in North Carolina.  New 

Deal programs resulted in less farmland being utilized in crop production.  For example, 

the Agricultural Adjustment Administration (AAA), controlled crop production and prices, 

paying farmers to plant fewer crops to control production.  Less farmland under plow meant 

more farmers were seeking alternative means of employment.  As the Great Depression 

began loosening its grip on North Carolinians, rural people were willing to go to work in 

factories instead of returning to the fields, becoming a productive industrial workforce that 

fueled the consumer economy.  This shift meant that plenty of people were willing to work 

in the defense plants when World War II broke out in 1941, shifting North Carolina from 

an agricultural state to a state dependent on manufacturing.76  

The Second World War brought an influx of manufacturing and military 

installations into the state. A Victory Shipyard opened in Wilmington, building cargo ships 

for the war effort. The Marine Base at Camp Lejeune and the Air Force base at Cherry 

Point expanded, as did the Army Base at Fort Bragg. Even though the Wilmington Victory 

Shipyard closed with the end of the war, and the military bases stopped expanding, these 

wartime events brought new fame to North Carolina, introducing the state to many people 
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who had never experienced it before and laying the groundwork for a continued advertising 

campaign.77  

 By the early 1940s, the Division decided to highlight the state’s “mild climate, 

cooperative labor, sound tax structure, outstanding systems of transportation, unlimited 

supplies of raw material, and highly developed power at reasonable rates.”78  A mild 

climate meant that factories could be constructed and operated year-round with no threat 

of bad weather to hinder production.  North Carolina was a right to work state and thus had 

no organized labor and few trade unions, an appealing quality to a business wanting 

cheaper labor. Being a hard worker was seen as a positive character trait in the South, which 

decreased the amount of influence labor unions had in North Carolina. All those ideas were 

used to market industrial growth in North Carolina.  The Good Roads Movement helped 

the state attract manufacturing because North Carolina had a highway system and well-

maintained roads that connected the state to the rest of the nation.  The Old North State 

also had a significant number of hydroelectric power plants because there were so many 

rivers within the state.  Hydroelectric power was a reliable, and low cost power source 

recognized by many industries by the 1940s.  The Fontana Dam, built by the Aluminum 

Company of America (ALCOA) in 1944, spans the Little Tennessee River in Western 

North Carolina and is one example of the state’s hydroelectric resources.  The Fontana 

Dam remains the largest dam in the Eastern United States.  It provides hydroelectric power 

to thousands of people living in North Carolina and frequently appeared in industrial 
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promotions. The Fontana Dam was frequently mentioned in publications because it was an 

example of accessible isolation.     

 Accessible isolation was a theme created by the Federal government during World 

War Two and expanded during the Cold War.  It suggested that a defense plant should be 

located somewhere that was isolated on the map, but accessible by rail, roads and near a 

large workforce.  The idea was that a defense plant in a remote or isolated location would 

be less likely to be targeted by a Soviet missile than a factory in the middle of a large city 

surround by other factories.79  

During World War II the DSA capitalized off this idea, publishing a pamphlet in 

January of 1943 entitled “Accessible North Carolina.”  This pamphlet was directed towards 

manufacturing and those who worked in or managed factories.  A picture of a happy family 

picnicking in the mountains while the leaves change colors looked more like a tourist 

advertisement than something that would appeal to a factory owner.  The inside cover 

features a photograph of the North Carolina Capitol building.  The text reads more like a 

tourist brochure, telling of the Smoky Mountains, Blue Ridge Parkway, and Cape Hatteras.  

It is not until the third paragraph that the booklet explains “North Carolina is known as the 

State of “accessible isolation;” accessible to markets, labor, and materials and isolated from 

vulnerable congestion.”80 The brochure provides examples of successful factories in the 

state, like the Ecusta Plant in the Pisgah forest that manufactured cigarette paper.  The plant 

was heralded as a successful factory in the midst of an agreeable and healthful climate.  

                                                           
79 Kari Frederickson, Cold War Dixie, 6. 
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Advertising, Mars ID: 44.12, NC State Archives.  
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Well-maintained roads, scenic highways, low corporate taxes, and the prevalence of leisure 

activities make up the rest of the subjects in the pamphlet.  

 Right after World War II, the DSA followed a national trend of rural development 

by launching its rural industrial program, which tried to attract new industries to rural areas 

while providing local residents with steady employment.  Rural development programs 

sought to improve the living standard of people living in the countryside by attracting 

industries to their area where they could obtain jobs.  Production in rural areas had two 

benefits; factories were close to a willing labor force, and close to raw materials.81 

Measuring the willingness of the labor force is impossible, but by the 1940s an industrial 

job with steady hours and steady pay became more appealing than an agricultural job with 

seasonal hours and pay.  A factory near a river or forest was closer to raw materials, saving 

costs because those materials did not have to be transported.82    

 Bennett Advertising took control of the State advertising contract in 1949 and the 

following year lobbied the state to increase the manufacturing advertising budget and to 

allow Bennett to create more advertisements specific to production. This reflected the 

power it had in the postwar South, as well as the realization that manufacturing was still 

important in a consumer society.   Previously the state had released broader materials 

commending the state’s mild climate, raw materials, and available labor.  However, the 

Bennett Agency homed in on manufacturing as an important market and created separate 

industrial advertising campaigns with separate budgets.  The Division of Advertising 

stopped depending on left over money from tourist advertising to produce a few 
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82 United States Department of Agriculture and Rural Development, https://www.rd.usda.gov/, accessed 5 
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52 
 

advertisements for industry, which is what happened in the 1940s.  By 1951, DSA 

personnel had approved Bennett’s plan and industrial advertising had its own separate 

budget of $60,000, totaling the entire budget for 1951 at $150,000.83  The Bennett Agency 

shaped the states industrial advertising, making it less abrupt and fragmented and trying to 

show that North Carolina was a well-rounded New South state.  

 The shift to a separate industrial budget could mean that North Carolina leaders 

realized that tourism was not going to single handedly sustain the state’s economy or 

provide enough jobs for state residents. While there is no correspondence to support this 

idea, the approval of a separate advertising budget for manufacturing shows that state 

leaders realized something needed to change. The 1950s was a highly competitive time for 

industries and jobs. North Carolina had to put its best foot forward if it wanted to provide 

jobs and opportunities for its residents. Production advertising was one way to present all 

the ways that the state was friendly to industry, while also reaching large audiences. 

Tourism was a wonderful way to bring some money into the state, but it could only sustain 

residents during certain parts of the year. Tourism alone would not attract factories and 

businesses and could not sustain the North Carolina economy, making manufacturing 

essential in the stability of the state.  

 The 1950-1951 production advertising plan for the state reflected the growing 

importance of the defense industry and Bennett’s commitment to creating an image of 

North Carolina as a well-rounded state where people could live, work, and play.  The 

governing body of the DCS, the Board of Conservation and Development, was aware that 

the National Defense Program was exerting significant influence over industries by 
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pressuring companies building new plants to use those factories for national defense 

purposes.  The Department decided to capitalize on the defense trend by releasing ads that 

directly targeted defense businesses.84  From the late 1940s to the 1980s, the South was an 

attractive location for many military, industrial, and scientific industries that fell under the 

“defense” category.  

The goal was to attract new manufacturing and distribution establishments to North 

Carolina through advertisements in select business and industrial magazines and 

newspapers.  The industrial campaign consisted of three parts: the basic campaign, special 

markets, and special ports.  The basic campaign highlighted the fact that the Tar Heel state 

had much to offer businesses, including accessible isolation, existing consumer and 

industrial markets, labor, electric power, raw materials, and low taxes on industry.  The 

special ports campaign appeared to have at least inspired the North Carolina Port Authority 

to take ownership of its own office.  In 1953, the Port Authority published its first yearly 

publication featuring articles on the newly renovated ports at Wilmington, local businesses 

and their contributions to ports, and why ports were important to national defense efforts.  

The Employment Security Commission’s quarterly magazine also increased its praise of 

local industries, including trucking companies, and mills.  The magazine also featured 

available labor numbers and reasons industries should move to North Carolina.  Based on 

the publications it appears Bennett’s campaign inspired other agencies in North Carolina 

to consider how they could promote manufacturing too, showing how essential it was for 

North Carolina to remain nationally competitive when it came to attracting industry.   
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Industrial advertisements highlighted key features of North Carolina and showed 

the state was open to businesses.  The special campaign’s goal was to encourage out-of-

state businesses to see the Old North State as a market so companies would ship their goods 

into North Carolina.  This was the first time North Carolina had been advertised as a place 

to sell goods. “North Carolina is first in retail sales” was a major theme used in this 

campaign to show other states how much purchasing power North Carolinians wielded in 

a consumer economy.85  This special campaign also created the image of North Carolina 

as a modern state that was well in tune with national consumer trends.  North Carolinians 

had enough money to purchase non-essential goods, creating the image that the people of 

North Carolina had money to spend.     

The Division decided to combine its manufacturing and tourism advertising in 1953 

to consolidate resources while still reaching a large audience. This combination made sense 

because by the 1950s consumerism and leisure had intertwined by constructing community 

experience around cultural tastes of the white middle class.86  Production was essential to 

consumerism, and tourism was an extension of consumerism. Thus, industry and tourism 

reinforced each other.    

By 1953, the two advertising themes of accessible isolation and variety 

vacationland complemented each other.  Accessible Isolation appealed to businesses trying 

to expand during the Cold War while also appealing to tourists who wanted to enjoy 

unspoiled nature. The Old North State was a great place to work because factories could 

be located out in the country away from hectic city life, but it was also a great place to visit 
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and live because there were so many attractive things to do or see in the state.87 For 

example, the 1953 edition of Variety Vacationland contained photographs of happy hikers 

and fisherman, a list of newly opened attractions including the Mile High Swinging Bridge 

and Linville Falls, as well as a page of facts about manufacturing and agriculture in North 

Carolina.88  This combination of recreational and industrial appeal was well received, with 

North Carolina’s announcements lauded as an “outstanding example in their field” by 

Printers Ink.89 After 1953 state publications contained articles and photographs of both 

factories and natural resources pointed towards industry, and happy vacationers picnicking 

in the mountains and sunning on the beach.  

The merging of industrial and tourist advertising supports the theory that both types 

of advertising similarly in North Carolina.  The industrial and tourism advertising became 

important to members of the General Assembly and the DCD during the 1930s as ways to 

bring more money into the state during the Great Depression.  The close working 

relationship between the DSA and the DCI meant that both the tourist and manufacturing 

publicity campaigns were designed and implemented along the same lines.  Each campaign 

had a theme.  Tourism’s theme was “variety vacationland” while industry’s theme was 

“accessible isolation.”  Both themes contained subthemes frequently mentioned in 

advertisements.  Special campaigns for tourism included ads appealing to teachers, and ads 

extolling the wonders of North Carolina’s children’s camps.  Industrial special campaigns 

included information about state ports, state resources, and North Carolina as a market in 
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which to sell goods.  Both Divisions had the same strategy of not featuring specific local 

sites or examples in many advertisements.  The only way tourists or business owners could 

get detailed information about a certain place in North Carolina was by writing to the State 

News Bureau or the Division of Commerce and Industry and requesting for information.90  

Based on the similarity of each campaign, and the fact that production and 

consumption are mutually dependent on each other, it is not surprising that the Bennett 

Advertising agency moved to combine tourism and industry in 1953, creating the theme of 

North Carolina as a place to ‘live, work and play.’  This new theme combined the idea of 

variety vacationland, accessible isolation, and North Carolina as a modern state.  91 This 

combination of tourist and industrial advertising made sense because tourism was one of 

the ways to improve the general image of a city or area, enabling the state to be competitive 

with other cities for not only tourists but for manufacturing and business.92  Some sites, 

like Fontana Dam attracted manufacturing and tourists.  Fontana Dam was an example of 

the state’s hydroelectric power as previously discussed.  However, the dam also boasted a 

beautiful lake at the foothills of the Great Smoky Mountains, the perfect place for visitors 

to fish and hike while on their way to the Great Smoky Mountains National Park.93  Other 

sites within the state worked in tandem to support production and tourism.  Wilmington 

could be advertised for its newly removed ports with access to major highways across the 

                                                           
90 See Department of Conservation and Development Biennial Reports, Publications from the Division of 

State Advertising, and Bennett Advertising Plans.  
91 Memo, Department of Conservation and Development, Division of Commerce and Industry, Travel and 
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92 Tourists and Tourism, 72. 
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state, as well as for its beaches and fishing.  Similarly, Morehead City was a fishing hotspot 

as well as an accessible port.  The mountains of North Carolina contained beautiful leaves 

and scenery that appealed to tourists.  However, they also contained natural resources that 

appealed to industry.  These appeals resulted in a successful advertising campaign for 

North Carolina.  
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CHATPER FOUR: THE IMAGE OF NORTH CAROINA AS PORTRAYED IN 

ADVERTISING 

 

One of the main driving forces behind the Division of State Advertising’s creation 

and its actions was the need to bring money into North Carolina, be it in the form of tourists 

or industry. In addition to understanding the DSA’s creation and development it is 

important to explore how the state promoted itself.   This chapter focuses on understanding 

what images, phrases, words, or ideas the Division used to draw vacationers to The Old 

North State and how they show how the state wanted visitors to view North Carolina.  

Through a comparative analysis of promotional photographs and articles the state used in 

its advertisements, it becomes clear that the state was promoting the idea that North 

Carolina was modern and progressive and appealed to tourists and industry alike.  

To understand the idea of the New South in North Carolina one must first look at 

North Carolina’s place among its Southern neighbors.  The Tar Heel state has often been 

an anomaly among the states.  It was part of the original thirteen colonies, but lacked the 

sense of old money entitlement that its neighbors, South Carolina and Virginia often 

displayed throughout history.  North Carolina sent more men to fight for the Confederacy 

than any other state in the South, yet the state is rarely associated with southern belles, 

lavish plantations, and Lost Cause rhetoric.  North Carolina is different, it is not a northern 

state by any means, but it does not have all the characteristics and atmosphere that other 

Southern states pride themselves on.  The early development of a North Carolina 

advertising program geared towards tourism and manufacturing is one of the main reasons 

North Carolina is perceived as less stereotypically southern than its neighbors.  The 

Division of Advertising carefully constructed a message of New South modernity, 
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progress, and variety, spreading those messages around the world for over sixty years.  As 

a result, tourists experienced North Carolina through the lens of these advertisements, 

giving them another view of  North Carolina as a modern, progressive state full of 

mountains and beaches while overlooking its poverty, agricultural roots, or ties to the 

Confederacy. The purpose of this project is not to measure how visitors reacted to those 

views of progress and modernity, but rather to look images and ideas the state thought were 

important enough to include in advertisements.  

Henry Grady coined the idea of the New South in the years after Reconstruction.  

It denoted a shift in the region’s politics, economy, and society.  C. Vann Woodward and 

W. J. Cash were two historians who expanded on this idea.1 It was easier for North Carolina 

to follow the course Woodward describes, turning to support businessmen after the war 

because its origins and structure were different from the rest of the South.  The 

concentration of plantations in the eastern part of the state, away from the capital, meant 

the planter class was smaller and weaker in North Carolina.  After the Civil War the planter 

class was not large enough to band together and continue running the government.  This 

allowed new leaders from industry and Western agriculture to step in.2 Historian Dwight 

Billings Jr. said, “After the [Civil War] the odd child stirred itself sooner and more 

productively than its prouder neighbors.  It seemed less shackled than they by the ghost of 

lost grandeur because it had less grandeur to lose.”3  

Even though North Carolina was the poorest Southern state in 1860, by 1900 it was 

becoming an industrial leader.  Historian Dwight Billings Jr. argued that good roads, public 

                                                           
1 Cobb, Redefining Southern Culture, 6.  
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3 Dwight Billings Jr, Planters, 216. 
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education, and manufacturing allowed North Carolina to develop a more modern image by 

the 1920s.  Its reputation for progress began to set North Carolina apart from the rest of the 

South.4 V. O. Key, in his massive work on Southern politics, said that by the 1930s “many 

[saw] in North Carolina a closer approximation to national norms or national expectations 

of performance than they find elsewhere in the South.  It enjoys a reputation for progressive 

outlook and actions in many phases of life especially industrial development, education, 

and race relations.”5 All things that were setting North Carolina apart in the 1920s put it in 

a place where it could monetarily and politically support the creation of a Division of 

Advertising.  

Advertisements produced by the Division reflected the idea that the South of the 

twentieth century had no unified identity or common theme.  A Southern city or state could 

be whatever it wanted to be. During a time when national magazines and products were 

slowly standardizing American culture, the South did not have a defined identity. After 

World War II some Southern cities like Charleston, Savannah, and Richmond used their 

rich history and images of a more wholesome life before the Civil War to draw in visitors. 

These cities created historic districts of antebellum and colonial homes, and advertised 

street markets and shops that sold hand-made goods from the past.  Other cities like Atlanta 

and Charlotte ignored their past and focused on the future, using images of industry and 

progress to show they had moved past Reconstruction. These cities passed laws that 

supported industrial growth. Some states let visitors project their own identity onto an area 

by offering a variety of historical, cultural and scenic experiences that could reinforce a 

visitor’s expectations or change their view altogether.   
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North Carolina was a state that focused on the future instead of the past, expecting 

visitors to agree that North Carolina was a place of progress after reading state brochures, 

and then visiting the state themselves.6  History is seldom mentioned in Division 

publications unless in the context of the first settlements of North Carolina and the Lost 

Colony, a historical event that was not tied to the Confederacy.  The discussion of both the 

mountain and coastal cultures allowed the visitor to pick the part of North Carolina that 

best related to their own life.  For example, the 1948 publication of Variety Vacationland 

is the last state publication that alludes to the Old South.  The guidebook states, “A traveler 

heading eastward in North Carolina has the feeling of traveling into the deep South where 

seven giant steps record the regression of an ancient sea at the seat of an old plantation 

system where agriculture is still the undisputed king...it is a land for atmosphere seekers to 

explore.”7 This excerpt does not detail North Carolina’s Confederate past, appealing only 

to nostalgic Old South memories through mentioning a plantation and agriculture.  The 

next Variety Vacationland published in 1952 contains no Old South rhetoric, focusing 

instead on the “Historical Coastal Plains” and praising the Lost Colony outdoor drama at 

Roanoke and the Wright Brothers Memorial at Kitty Hawk. Even Variety Vacationlands 

produced in the 1960s during the Civil War centennial do not contain Old South or Lost 

Cause rhetoric. The 1963 publication contained an article titled “The Civil War” describing 

how the Civil War affected North Carolina by listing the number of North Carolina men 

that fought for the Confederacy, as well as information about the guide, “Historic North 

                                                           
6 Ted Ownsby, “Nobody Knows the Troubles I’ve Seen” in Southern Journeys: Tourism History and 

Culture in the Modern South, ed. Richard Starnes (Tuscaloosa: University of Alabama Press, 2003), 248. 

There is no evidence as to why the Division decided to largely ignore its Confederate past in 

advertisements. Statements from Division personnel regarding this matter have not been found.  
7 “Variety Vacationland” 1948, State Publications File, North Carolina State Archives, Raleigh, North 

Carolina. See appendix A, figure 2 for a photograph of the front cover.  
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Carolina” that could be requested from the Department of Archives and History.8 The 1964 

Variety Vacationland brochures contained an article titled “Civil War Centennial” which 

described the battle of Fort Fisher and the restoration efforts there. The article spent more 

time discussing what visitors could do at Fort Fisher than discussing the actual battle or 

historic context.9 The fact that the term “Civil War” was used instead of “War Between the 

States” or “War of Northern Aggression” also shows North Carolina was not trying to 

promote Lost Cause rhetoric.  

The lack of Southern history in Division publications, even during the Civil War 

Centennial, supports the idea that southerners sought a usable past, controlling memories 

of their society and land.  How the past is remembered is based on who is in control of that 

area.  In North Carolina, progressive businesspersons were in control of the state 

government.  The Division used the early history of the state, not the history of the 

Confederacy. The first settlement at Roanoke, the legend of the Lost Colony, the pirate 

history in Bath and New Bern, and the Cherokee’s history in Western North Carolina as its 

usable past.10  As Historian W. Fitzhugh Brundage said, “A Southern identity will only 

disappear when people no longer imagine themselves within a Southern historical 

narrative.”11 North Carolina tried to do exactly that.  The Division erased North Carolina’s 
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perceived Southern identity based on the Civil War, Lost Cause, and a dependence on 

agriculture by taking those things out of the daily advertisements and publications that they 

were sending all over the state. Even during the Civil War centennial North Carolina did 

not really utilize its Confederate past to draw visitors into the state. Articles within the 1963 

and 1964 Variety Vacationland brochures are not significant when compared to other 

Southern states like Virginia that published entire pamphlets dedicated to the war’s 

anniversary.  

However, it did not erase its Southern Identity in terms of racism, segregation and 

Jim Crow laws that made African Americans second class citizens. The 1937 edition of 

Variety Vacationland features two derogatory photographs of African Americans. One is 

of a smiling African American man pulling tobacco with the caption “Yessuh she almos’ 

ready suh” while the other picture is of a happy African American woman picking cotton.12 

These two images portray African Americans as inferior beings. The photographs are an 

indirect acknowledgement of the racism and Jim Crow ideas that were still prevalent in 

North Carolina in the 1930s. The state might be progressive in manufacturing but it was 

not progressive in social areas. The first Variety Vacationland is the only publication with 

blatant racist comments. Publications from 1938 through the 1950s simply contain no 

mention of African Americans. This could be because as time went on the state was more 

dedicated to presenting an image of progress through advertising and realized that racist 

images refuted its message.  

The 1942 Variety Vacationland brochure described North Carolina as a “land of 

enchantment” with North Carolina providing “virtually everything the vacationist desires, 
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unsurpassed scenery, ample recreational facilities, history, climate, and friendly people.”13   

This early publication showed the type of image the state was trying to present.  Beauty in 

the form of natural scenery, recreation that including fishing, hiking, surfing, golfing, and 

nature watching as well as a bit of the state’s early history.  Friendly people were important 

in attracting tourists because no one would want to visit a state where the residents were 

poorly mannered and treated tourists rudely.  The 1945 Variety Vacationland brochure 

focused on the three different sections of the state.  “Take your pick of altitudes and 

climates from North Carolina’s three sections.  Many visitors visit both the mountains and 

the seashore in one trip.”14 Newly opened attractions, including the Mile High Swinging 

Bridge at Grandfather Mountain, Onconaluftee Village in Cherokee, Linville Falls, and the 

State Fair arena in Raleigh appear in the 1953 publication.  The 1955 Variety Vacationland 

focuses on “North Carolina’s new and different vacation attractions… that are easy to get 

to.”  “New and wider highways, better bridges and improved ferry service now make travel 

more convenient than ever both within and along approaches to North Carolinas mid-South 

vacationland.”  Variety Vacationland publications show that the state tried to represent 

itself as a picturesque place with activities that would satisfy every visitor’s needs.15  

The idea that the South, and North Carolina, could be anything a visitor wanted it 

to be is an example of how New South ideals were helping to salvage Southern states 

identities, molding Southern states into something new, which no longer brought the nation 
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shame.16  North Carolina clearly used its tourist advertising to show that it was a 

progressive state that looked to the future instead of the past.  This idea is clearly seen in 

the brochure, North Carolina: The Tar Heel State published in 1955.  The publication 

focuses on North Carolina as first in many things.  First in discovering the New World with 

the Lost Colony at Roanoke and first in flight.  Birthplace of three presidents, along with 

the beautiful scenery and varied geography as highlights.17 North Carolina’s education is 

emphasized including photographs of the campuses of Duke University and the University 

of North Carolina.  The state’s industry is discussed, showing that North Carolina has all 

the elements needed to be a progressive state.  

Clearly, North Carolina was relying heavily on New South imagery to convince the 

world of its progress. It is also important to see how other Southern states were advertising 

themselves.  Natchez, a smaller town in Mississippi blessed with an abundance of 

antebellum era homes attracted visitors through its glorification of the antebellum past.  

The Natchez Garden Club started the Natchez Pilgrimage in 1932.  The Pilgrimage, which 

still exists today, is a week-long tour of historic antebellum homes in and around Natchez 

complete with southern belles in hoopskirts. Charleston, South Carolina, and Savannah, 

Georgia also use their colonial and antebellum past to lure visitors to their cities.  Once in 

the historic districts of Savannah or Charleston, visitors can admire colonial architecture, 

visit old markets that make no mention of the humans who were also sold there, take 

riverboat tours, and admire grand old houses covered in Spanish moss.  A major theme of 

these cities is the idea of the pastoral environment of days gone by, unspoiled by current 
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industrial development and modernity.  St. Augustine, Florida enticed visitors to come pay 

homage to its Spanish past, advertising its Renaissance Revival architecture and its part in 

Spain’s past.18  

The only North Carolina event that comes close to the Natchez Pilgrimage is the 

Azalea Festival, held every spring in Wilmington to celebrate the beauty of the blooming 

azalea flowers. The Azalea festival began in in 1948 in Wilmington to showcase the beauty 

of local gardens in the spring.  During festival weekend there is live music, food and drink 

specials, and local gardens are displayed, with Airlie Garden hosting a few girls in hoop 

skirts, although the focus remains on the flowers and not on a plantation houses or grand 

images of the past. The festival has evolved from a garden tour to an excuse for people to 

visit Wilmington in the spring.    

Part of the implementation of progressive ideas was the promise of natural 

resources, openness to development, social stability, and distinctive images featuring local 

histories and landscapes.19 The Division of State Advertising wove all these ideas together 

in its advertising.  For example, Accessible North Carolina, published in 1953 right after 

the state combined tourist and industrial advertising says, “the scenes in this booklet extend 

over 500 miles from the Great Smoky Mountains and Blue Ridge Parkway to the historic 

coast of North Carolina where on Roanoke Island the first English colony in America was 

planted in 1585 and near Kitty Hawk the modern era of aviation began with the first flight 

of the Wright brothers in 1903.”20  The scenic beauty and variety of North Carolina is 
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highlighted as well as the state’s importance in American history and its contribution to 

modern technology through aviation.  The publication mentions the scenic highway 288 

that leads to Lake Fontana made possible by the engineering miracle of the Fontana Dam.  

It highlights Lake Fontana while also reminding readers of the natural resources and 

technology available to factories located in the state.  

While advertising reflects positive progressive traits such as an encouragement of 

industry, education, road improvements, and economic growth, it also hide some of the 

negative traits of the New South.   North Carolinians and others impacted by tourism and 

manufacturing probably did not have positive things to day about the DSA.  Tourism does 

bring revenue into impoverished areas of Western and Eastern North Carolina, but it also 

created a dependency on external capital while at the same time creating a low wage, 

seasonal labor force that has limited job prospects outside of tourism.  Effects of seasonal 

jobs and low wages could be seen the mountains of Western North Carolina, where people 

struggled in the late winter when there were no leaves to see change and the weather was 

too rough to drive the Blue Ridge Parkway or hike in the Great Smoky Mountains.21  While 

tourism helped modernize Eastern and Western North Carolina in terms of better roads, 

more infrastructure, and better sanitation, it also destroyed natural habitat and natural 

resources with the creation of hotels and interstates, and impacted the local sense of 

community.22  It is unclear whether or not North Carolina took into account the negative 

effects tourism had on the very environment it was marketing. Within Division publications 

and reports there is no mention of case studies or concern about destruction of native 

                                                           
21 C. Brendan Martin, Tourism in the Mountain South: A Double Edged Sword (Knoxville: University of 

Tennessee Press, 2007), XV.   
22 Martin, Tourism in the Mountain South, XVIII.  
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culture at the expense of tourism, environmental concerns about erosion or pollution, or 

concerns about an overuse of the state’s natural resources. It appears from Division reports 

that the Division’s focus was presenting a favorable picture of New South progress to the 

rest of the world, leaving sustainability and environmental concerns to other state and 

private agencies. However, the Division’s emphasis on manufacturing might signal it 

realized the devastation tourism was having on parts of the state and saw manufacturing as 

a way to keep residents from being solely dependent on tourism. If one family member 

worked in a factory, then the family had steady wages throughout the year even if the other 

family member worked in tourism and only was paid half the year. Manufacturing ads 

suggests state leaders realized a consumer-oriented society would not sustain all its 

residents, so it began promoting industry through advertising to balance out the economy 

while helping North Carolina continue on the path of achieving national norms of economic 

success. However, even by promoting manufacturing the state was hurting some of its 

residents. Homes were lost to create electric power plants that factories needed, farm land 

and woodland were destroyed during the construction process and suddenly residents found 

themselves surrounded by factories with no access to the area around their homes.23  

  

                                                           
23 See Margaret Brown, The Wild East for more on the negative impacts of manufacturing in North 

Carolina.  
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CONCLUSION  

 

 The North Carolina Division of Advertising played a tremendous role in shaping 

internal and external views of North Carolina. Once it was created in 1937, the Division 

zealously set about advertising the wonders of North Carolina to people across the nation. 

The Division’s use of public and private partnerships, its support of local chambers of 

commerce and its utilization of private advertising firms showed the state was willing to 

do whatever it took to create a positive image of North Carolina as a state dedicated to 

progress and modernity.  

 The creation of a positive image of North Carolina was the work of the Division of 

Advertising. By focusing on the progress and modernity located in the state, without getting 

bogged down in the past, the Division presented a picture of The Old North State on the 

path to progress and modernity. Publications produced by the Division highlighted North 

Carolina’s good roads, accessible ports, beautiful scenery, and leisure activities like 

fishing, golfing and hiking. These things, coupled with industrial publications that 

highlighted the state’s natural resources, fair governmental policies, and responsible 

workforce, created the idea that North Carolina was well on the path of modern progress, 

taking part in the national trends of leisure, consumerism and industry.  

 North Carolina recognized the importance of production to its state economy, so it 

created a separate industrial campaign in the 1950s to draw more businesses into the state. 

This campaign helped lay the foundation for the “high tech economy” like Research 

Triangle Park, a major research plaza in the Triangle area that is home to several major 
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technology firms, universities and medical centers.1 Tobacco and textiles, which where the 

leading state industries in the 1950s have declined, but they have been replaced with new 

industries, including aerospace and defense.  

 The North Carolina Division of State Advertising did not just exist in the 1940s and 

1950s then slowly wither away. The Division still exists today, just under a different name. 

Presently the North Carolina Department of Commerce oversees all aspects of tourism in 

the state, including an advertising section. The primary objective for VisitNC, the new 

name for the tourism department, is to “increase awareness of North Carolina as a premier 

leisure travel destination, attracting more consumers to VisitNC.com and provide 

downstream referrals for NC travel partners.”2 This objective sounds much like the early 

objectives of the Division. Trying to increase the reputation of North Carolina as a place 

of leisure, attract more consumers and support travel business partners within the state. The 

names of the departments have changed, but the goals have not.  

 The themes and messages contained in the advertisements have also not changed 

over the years. North Carolina’s new slogan is “Beauty Amplified” to direct visitor 

attention to the state’s “captivating beauty reflected in distinct places, people, stories, art, 

and experience.”3 The goal of the slogan to market the state as a place where lasting 

memories are made, and vacationing is taken to the next level. “Variety Vacationland” the 

early slogan of the Division could fit within this goal as well. Both slogans draw attention 

towards the diversity of North Carolina and the beautiful places within its borders. 

                                                           
1 Alex Cummings, “Brain Magnet: Research Triangle Park and the Origins of the Creative City, 1953-1965,” 
Journal of Urban History, Vol 43, Number 3, (May 2017), 470-492. 
2 North Carolina Department of Commerce, Tourism, 2018, 

https://www.nccommerce.com/tourism/programs-services/advertising, accessed 10 March 2018.  
3 North Carolina Department of Commerce, Tourism, 2018, 

https://www.nccommerce.com/tourism/programs-services/advertising, accessed 10 March 2018. 

https://www.nccommerce.com/tourism/programs-services/advertising
https://www.nccommerce.com/tourism/programs-services/advertising
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Vacation spots that were often featured in “Variety Vacationland” show up in “Beauty 

Amplified” too. The Blue Ridge Parkway, the Outer Banks, golf, and colonial history are 

timeless attractions that have been advertised for many years.  

 While the advertising medium has changed over the years to meet the needs of a 

digital society, North Carolina continues to advertise in print, even in some of the same 

magazines it did in the 1950s. New additions to advertising include the VisitNC website, 

social media sites on Facebook, Instagram and Twitter, online newsletters, television and 

radio messages. One area that has changed in North Carolina advertisements is that print 

materials do contain specific ads for restaurants, hotels and attractions. While the 

guidebooks of the 1940s and 1950s were concerned with introducing the whole state to 

visitors, present day guidebooks are a lot more specific on places to eat, stay and visit. This 

change to specific advertising makes one wonder if some of the local flavor is lost on 

visitors. Do visitors get to experience the town they visit, or do they just visit the one place 

they saw mentioned in the state publication? It would seem that the old method of 

contacting the local chamber of commerce would ensure the visitor was exposed to a large 

part of the town verses only visiting the one place that has enough money to pay to be 

featured in present day state publications.  

 Progressive themes of modernity and progress are not as explicitly present as they 

were in the advertisements of the 1940s and 1950s. However, they are still there if one 

reads between the lines. New trends like craft breweries and local wineries are heavily 

featured in current state publications as are art districts and family friendly attractions. 

While these trends do not scream New South, they do show that North Carolina continues 
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to strive to stay competitive in the travel market, showing the world that it has just as much 

culture and class as anyone else.  

 The North Carolina Department of Commerce currently claims that North Carolina 

was the sixth most visited state in the nation in 2012 and that those visitors spent $19.4 

billion dollars while visiting.4 While these claims cannot be supported or disproven by 

other numbers, these figures do make one wonder if part of the success of tourism in North 

Carolina is the result of the work of the Division of State Advertising. The early years of 

the Division were spent crafting and producing publications to spread a positive image of 

North Carolina. Advertising during the war put the Division in prime position to launch a 

massive campaign at the end of the war attracting consumers from across the country. The 

Division’s focus on industrial advertising in the 1950s laid the foundation for the variety 

of industries that currently operate in the state. The Division did not favor the tourist 

industry, instead they recognized the need for a diverse economy.  

 Tourism continues to play a large role in the economy and politics of North 

Carolina. The creation of the Division of Advertising in 1937 sparked a fire that continues 

to burn today. North Carolina was first advertised to the nation in newspapers, pamphlets 

and guidebooks. It is now advertised on television and the internet. Themes of leisure, 

variety and scenic beauty, coupled with modernity, natural resources and low taxes target 

tourists and factories alike. Today, those same themes continue to draw all types of people 

to North Carolina for work and play. 

  

                                                           
4 North Carolina Department of Commerce, Tourism, 2018, 

https://www.nccommerce.com/tourism/programs-services/advertising, accessed 10 March 2018.  

https://www.nccommerce.com/tourism/programs-services/advertising
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APPENDIX A: DIVISON OF STATE ADVERITISNG PUBLICATIONS 

 

 

Figure 1: Sample Variety Vacationland Articles 

Images include the Blue Ridge Parkway, Mt. Mitchell, Chimney Rock and pastoral 

scenes of western North Carolina.  
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Figure 2: 1953 Variety Vacationland Front Cover 

Gardens in Wilmington  
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Figure 3: 1948 Variety Vacationland Front Cover 

The Mountains of Western North Carolina 
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Figure 4: 1963 Variety Vacationland Article on the Civil War 
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Figure 5 1964 Variety Vacationland Front Cover 
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APPENDIX B: PUBLIC HISTORY PROJECT 

Project Summary 

 The following interpretive plan describes an exhibit displaying the history of the 

North Carolina Division of Advertising and the advertisements the division produced.  The 

exhibit demonstrates the motives of the Division of Advertising in creating various 

advertisements while also tracing the history and evolution of the Division.  The State of 

North Carolina put millions of dollars into advertising, overseeing the creation of films, 

posters, brochures, pamphlets, and newspaper articles describing the wonders of North 

Carolina.  The State targeted tourists and well as industries with promises of a fun place to 

live and work.  The exhibit, Advertising the Old North State, highlights the work of the 

Division of Advertising within the context of the Division’s mission to create a specific 

New South image of North Carolina.  

 

Historical Overview 

 Advertising first became a business in the late 1800s.  Early advertisements 

contained more words than pictures and were often used to sell medicine.  By the early 

1900s, advertising was a credited profession.  All different types of companies used ads to 

sell their products.  In terms of tourism, railroads were the first to use advertisements to 

generate public interest in traveling on their lines.  Hotels and scenic points along railroads 

soon followed.  The United States government’s use of advertising to unite the nation 

during World War I showed that governments could effectively use ads to influence public 

opinion. 

  The story of the North Carolina Division of Advertising follows the rise of 

advertising in the 1930s and 1940s.  The first discussion about tourism among the Board 

of the Department of Conservation and Development took place in 1932; just one year after 

the state took control of all road maintenance.  The Department’s biannual report for 1932-

1934 stated, “The present is also an opportune time for launching a program to attract 

tourists to North Carolina.  The State is most fortunate in having a variety of scenic, 

recreation, and historic attractions exceeded by none.”  North Carolina leaders recognized 

the economic value tourists could bring to the state.  

  The first advertising publication produced by the state was in 1936, one year before 

the General Assembly created the Division of State Advertising.  A booklet titled “Come 

to North Carolina” featured a state map as well as guides to state scenic, historical, and 

recreational attractions.  44,000 copies were produced and distributed throughout the state 

and surrounding areas.  Members of the Board of the Department of Conservation and 

Development (DCD) saw tourism as part of the state’s resources; hence, the DCD which 

was formed in 1919 directed the travel industry.   

 The Division of State Advertising, established in 1937 by General Statutes 113-

15, declared it “the duty of the Department of Conservation and Development to map out 

and carry into effect a systematic plan for the nationwide advertising of North Carolina 

properly presenting, by the use of any available advertising media, the true facts concerning 

North Carolina and all of its resources.”  The statute was broad enough to allow state 

leaders leeway in how they decided to implement a nationwide advertising campaign.  

Policies for the Division of State Advertising were formed by the State Advertising 

Committee, composed of five members of the Board of Conservation and Development, 
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and headed by a chair who whose job would be to oversee the Division of State 

Advertising.  Included, as part of the Division of Advertising was the State News Bureau.   

The Division’s mission was to “tell the world about North Carolina’s attractions.”  To 

ensure the best advertisements possible were produced the DCD decided to hire a 

professional advertising firm to create all advertisements placed in newspapers and 

magazines.  The Division approved all advertisements and worked closely with the private 

firm to create booklets and pamphlets.  The State News Bureau would be responsible for 

sending stories and pictures of North Carolina events to newspapers across the country 

with the hope of increasing the amount of times North Carolina was featured outside state 

boundaries.  The private firm was paid a percentage of money from the general advertising 

budget. 

State personnel considered the Division of State Advertising a success from the 

1940s through the 1950s.  North Carolina saw a rise in the number of tourists visiting the 

state.  Revenue rose with the influx of tourists.  The Division continued its advertising plan, 

receiving a bigger budget every year, and publishing more articles and brochures.  Even 

today, there is a tourism office run by the State of North Carolina with the goal of 

facilitating visits to the state.  

 

Exhibit Goals 

 The goal of Advertising The  Old North State is to both educate North Carolinians 

and museum visitors about the history of advertising in North Carolina, and provide a place 

of reflection to consider advertising’s influence on tourism in today’s world. The exhibit 

will discuss the creation of the Division of State Advertising in 1937 and will trace the 

expansion of North Carolina’s advertisement efforts through 1955 with a brief look at 

current advertising programs. The Advertising The Old North State exhibit meets the 

Museum’s goal of preserving artifacts related to North Carolina history while assisting in 

today’s world.  The mission of the North Carolina Museum of History is to “collect and 

preserve artifacts and other historical materials relating to the history and heritage of North 

Carolina in a local, regional, national, and international context to assist people in 

understanding how helping people to understand how past advertisements affect present” 

The Advertising The Old North State exhibit meets the Museum’s goal of preserving 

artifacts related to North Carolina history while assisting people in understanding how past 

advertisements affect present day ideas about North Carolina.   

 The primary goal of this exhibit is to educate the public about the work of the 

Division of State Advertising.  The exhibit will examine the history of the Division and the 

advertising tools the Division used to spread its messages as well as provide analysis of 

how the state wanted people to view North Carolina during the 1940s and 1950s.  Specific 

desired visitor outcomes include: all visitors will leave with a better understanding of the 

purpose of the Division of Advertising and how they shaped the image of North Carolina.  

All visitors will be exposed to advertisements produced by the division and will be able to 

recognize and interpret the meaning of pictures and phrases used in the advertisements.  

 

Main Ideas of the Exhibit  

Central Theme 

The Division of Advertising shaped the image of North Carolina through the 

advertisements it produced.  
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Interpretive Themes: 

History: The Division of State Advertising was created at a time when the state needed to 

raise revenue while competing with other states for tourists.  

This theme is illustrated through an interactive timeline running throughout the exhibit.  

The timeline will include important dates and events related to the Division of Advertising 

and North Carolina.  See Appendix for an example of the timeline.  Large, comparative 

graphs comparing the amount of money North Carolina spent on advertising to other states 

spent also illustrates this theme.   

 

Publications: The Division of State Advertising used various types of media to spread its 

messages about North Carolina.  

This theme is illustrated using the publications themselves.  The 1941 and 1951 Variety 

Vacationland films will be shown in the exhibit.  Copies of Variety Vacationland 

pamphlets will be displayed and available for visitors to read as well as newspaper articles 

and advertisements. These displays will allow visitors to personally interact with Division 

of Advertising publications, seeing for themselves how they changed over time.  

 

Messages: The DSA”s main message presented North Carolina as a modern, progressive 

New South state. An analysis of various pamphlets, brochures and articles displayed 

throughout the exhibit demonstrate this theme. See appendix for an example of an exhibit 

panel.   

Interpretive Approach and Staffing Needs 

The physical implementation of the exhibit will involve designing a multi-sensory 

educational landscape that will couple visual and tactile learning experiences.  This 

interpretive approach is intended to produce an inclusive learning environment that 

explores the message of the Division of Advertising. The exhibit will be designed from an 

image standpoint, with pictures, images and the publications of the Division the main 

focus. A visual design ensures that all ages and backgrounds can learn something from the 

exhibit without having to read every word of exhibit text. There will be text included in the 

exhibit, but the advertisements and publications can speak for themselves to educate 

visitors about the work of the North Carolina Division of Advertising.  

 

Visual Interfacing 

Timeline and Labels 

 A combination of informative and illustrative labels will be used throughout the 

exhibit in order to guide visitors through the history and publications of the Advertising 

Division.  Upon entry to the exhibit, the visitor will see a timeline intended to contextualize 

the work of the Division of Advertising into the broader history of North Carolina. The 

timeline will wrap around the entire exhibit, serving as a visual passage of time to help 

guests better understand each era. For example, the 1940s publications will be displayed 

near the 1940s dates on the timeline.  All publications out for visitor view but that are not 

part of an exhibit panel will be labeled with the year the publication was produced as well 

as a short description of what makes that publication unique or noteworthy.  

 

Pamphlets and Brochures  
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 The exhibit will display pamphlets and brochures produced by the Division of 

Advertising so that visitors can see for themselves what the Division included in its 

publications and how the content of those publications changed over time.  All available 

Variety Vacationland publications from the years 1937- present will be displayed as well 

as smaller pamphlets and brochures detailing attractions and industrial interests in various 

parts of the state.  Visitors will be able to see and touch reproductions of each of these 

publications. Some of the originals will be on display under protective coverings. Others 

will only be available as reproductions, although this will not hinder visitor experience 

since the reproductions will look exactly like the original and will show the same content.  

 

Movie 

 The exhibit will show the 1941 and 1951 Variety Vacationland films.  The twenty-

three minute and one hour film shows various scenes from across the state.  The Division 

used the film as a promotional tool, sending copies to clubs and civic groups across the 

nation as well as showing it to groups in North Carolina.  The 1951 film can be viewed at 

this link https://www.youtube.com/watch?v=KB84qfRRfJg.  The exhibit will rotate the 

1951 film with the 1941 Variety Vacationland film, which can be viewed at this link 

https://www.youtube.com/watch?v=sQCuX-Cl2SQ. This film is an artifact itself. It can 

show guests how North Carolina was marketing itself at a given point in time as well as 

what the state thought was important enough to film. If visitors stay long enough to watch 

both films they will be able to notice what part of the state’s advertising messaged changed 

in the years between the films.  

Tactile Interfacing 

 

Thought Board 

 This exhibit will offer a chalkboard and chalk for visitors to publicly reflect on the 

effects advertising had on North Carolina. Visitors can also address how advertising 

continues to affect them today.  

 

Make your own advertisement  

 The exhibit will include a station with paper, scissors, stickers, images, and glue 

where visitors, particularly children, can make their own advertisement to take home. 

 

Exit Interviews 

To ensure the exhibit is achieving its desired goals, informal exit interviews should be 

conducted to evaluate the success of the exhibit.  This should be accompanied with general 

observations made by staff regarding what visitors seem to enjoy most and least about the 

exhibit.  The goal of this exercise is to ensure that the exhibit adapts to the needs and desires 

of the public the best that it can, while still maintaining the integrity of the exhibit.  

 

Staffing Needs 

For daily operations, this exhibit will rely on one staff member or volunteer.  Visitors will 

explore the exhibit on their own, so there is no need for around the clock staffing at the 

exhibit.  It is suggested that a museum staff member check the exhibit a few times per day 

to ensure the video is running smoothly, the make your own advertisement station is well 

stocked, and that nothing obscene is written on the response boards.    

https://www.youtube.com/watch?v=KB84qfRRfJg
https://www.youtube.com/watch?v=sQCuX-Cl2SQ
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Educational Programming for Advertising the Old North State 

 The educational programming for Advertising the Old North State will follow the 

mission statement of the North Carolina Museum of History and will expand its current 

educational opportunities from colonial era activities to activities that related to North 

Carolina in the late twentieth century.  By creating programming about this era, it allows 

the museum to focus on an often-ignored period of North Carolina’s past.  The programs 

will use immersive activities to help children and adults understand what life was like in 

North Carolina during the 1940s and 1950s.  Programming will also show visitors what 

travel and vacationing was like during this time.  

 Program audiences will be adults and school age children as they are the most 

frequent visitors to the museum.  The adult program will feature a three-month speaker 

series that focuses on the rise of tourism in North Carolina and the role of the Division of 

Advertising in bringing tourists to the state. The school-age programs are based on the 

North Carolina Standard Course of Study for grades four and eight, during which North 

Carolina history is taught.  In grade four students study the impact of technology on North 

Carolina as well as understanding the historical significance of the state’s buildings and 

monuments.  By using standard 4.G.1.4 “Explain the impact of technology 

(communication, transportation, and inventions) on North Carolina’s citizens, past and 

present” students will have the opportunity to see how technological advances facilitated 

advertisements that drew tourists to North Carolina.  They will also learn how advances in 

transportation made tourism possible.  

 In eighth grade students study how local, state and national history intersects.  

Activities address standard 8.H.1.3 “Use primary and secondary sources to interpret 

various historical perspectives.” as well as standard 8.H.1.4 “Use historical inquiry to 

evaluate the validity of sources used to construct historical narratives (e.g. formulate 

historical questions, gather data from a variety of sources, evaluate and interpret data and 

support interpretations with historical evidence).”  Students evaluate and interpret the 

primary sources displayed in the Advertising the Old North State exhibit.  Students can also 

achieve standard 8.H.3.2 “Explain how changes brought about by technology and other 

innovations affected individuals and groups in North Carolina and the United States (e.g. 

advancements in transportation, communication networks and business practices)” by 

examining how technological advances in advertising and transportion affected the work 

of the Division of State Advertising.  

 

Advertising the Old North State Educational Programs: 

Adult programming: 

Three-Month Speaker Series- “Tourism and Advertising in North Carolina” 

See Appendix 

 

Children’s Programming: 

K-12 Field Trip Programs 

4th Grade Program 

 See Appendix 

8th Grade Program 

See Appendix 
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Interpretive Resources: 

Timeline Scavenger Hunt 

See Appendix 
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Digital Media Plan for Advertising the Old North State 

As the North Carolina Museum of History’s current social media accounts demonstrate 

social media provides a valuable and engaging element of visitor experience and outreach.  

Platforms such as Facebook, Twitter, Instagram, and Snapchat can extend the visitor 

experience beyond the exhibition walls.  Social media can reach audiences that otherwise 

may never be exposed to the exhibit.  People of different ages, backgrounds, and education 

levels use social media and can learn about the Division of Advertising and its effects on 

North Carolina through social media posts.  Online platforms can also help foster a 

relationship between visitors and the exhibit.  Social media posts continue to remind 

visitors of what they learned at the exhibit, or entice them to visit the exhibit in person.  

One of the main benefits of social media is community engagement.  It provides the 

opportunity for visitors and followers to participate in dialogues about topics in the exhibit.  

Through these dialogues, a visitor continues to engage with the museum and with other 

visitors even after they have left the museum’s walls. 

 

Since social media is such an important tool, it is essential that Advertising the Old North 

State be well represented on the North Carolina Museum of History’s current social 

media platforms of Facebook, Instagram and Twitter.  This is a plan for integrating 

Advertising the Old North State into the museum’s greater social media content as well as 

using social media to broadcast the ideas in the exhibit.  Posting well-written, thoughtful 

posts with appealing images is the best way to engage the public.  The goal should not be 

to post something every hour, rather it should be to publish a thoughtful post once or 

twice a day.   

 

Goals 

The primary goal of this social media campaign will be to inform the public about The 

North Carolina Museum of History’s newest exhibit, Advertising the Old North State.  

The secondary goal will of the campaign is to take the exhibit beyond the walls of the 

museum, creating conversations and expanding people’s knowledge through posts.  

Publishing thoughtful, engaging posts about the exhibit will accomplish these goals every 

single day.  The posts will vary in content and images.  See the attached appendix for 

example posts.   

 

Measuring of Goals 

To ensure the museum is meeting its goal of informing the public about Advertising the 

Old North State inside and outside the museum’s walls, the social media campaign’s 

success will be measured by “reach,” how many people see and or react to a post.  The 

goal is not to gain followers, rather it is to educate and reach the greater public.  

Therefore, followers are not an effective way to measure social media success.  If social 

media is educating people and taking the exhibit beyond the museum, then it is important 

to know how many people are actually seeing posts.  Reach is the best way to measure 

success because it is impossible to know how many people are actually reading the post 

in its entirety.   

 

Audience and Platforms 

 We plan to continue using the museum’s current three media platforms that appeal to all 



90 
 

ages and interests.  Facebook is used by all ages, with adults over 30 being most active.  

Facebook also has the highest amount of adult daily users.  Instagram is used by ages 10-

40, with young adults being most active and has the second highest daily usage.  Twitter 

is used by all ages, with activity varying depending on the topic.  By creating posts with 

appealing pictures, clear titles and explanations, and relevant hashtags, we hope to appeal 

to all users of Facebook, Instagram, and Twitter.   

 

Tools 

 A social media calendar details what will be posted every day.  The main idea of the 

post, along with relevant hashtags is included on the calendar.  The main idea must be 

something that can be translated across Facebook, Instagram, and Twitter.  Each site will 

have a separate post that caters to the sites guidelines, but each post will have the same 

main idea.  A calendar is helpful in ensuring that the same subjects and topics are not 

being published every day.  Variety in posts ensures that the maximum amount of people 

will be interested in what the museum is publishing.  Advertising the Old North State 

calendar is used in addition to the museum’s other social media plans.  There could be a 

post about the Division of Advertising the same day there is a post reminding people of 

an upcoming event.  See the attached appendix for a sample social media calendar.   

 

Hashtags are a wonderful way to take part in current trends, to characterize messages and 

to brand a product.  Utilizing certain hashtags like #thursdaythoughts, #tuesdaytrivia and 

#featurefriday help readers know what the post is about.  #thursdaythoughts encourages 

readers to interact with the post, commenting about their experiences with the topic.  

#featurefriday lets the reader know that the content featured in the post is new and 

exciting.  Hashtags are mainly used in Twitter and Instagram.  The main hashtags to 

brand Advertising the Old North State exhibit will be #ncads, #retroads and #ncmh.  

These three hashtags will be used in every Twitter and Instagram post, in addition to 

other hashtags to be determined by what's trending or by how the message is 

characterized. The museum may need to increase its use of hashtags on Twitter, ensuring 

that posts are more effective.  See the sample Twitter post as an example.   

 

The best way to capture people’s attention on Facebook and Instagram is through images 

and video.  If a user sees a pretty, interesting, disturbing, or funny image, they will be 

more likely to click on and read at least part of the post.  Every Facebook and Instagram 

post should contain a picture  

 

Creating posts in advance will be key to ensuring the social media plan’s success.  

Writing posts in advance saves staff time and ensures that the posts are of good quality.  

A post created a week in advance will be proofread and edited more carefully than a post 

created in the moment.  Facebook allows one to create posts and schedule the day and 

time they will be posted.  A staff member could spend all day scheduling a month’s 

worth of Facebook posts.  Instagram and Twitter posts can be created as a document, 

with clear labeling for the day they are published.  Writing posts in advance does not 

mean that a spontaneous post cannot be published.  The North Carolina Museum of 

History should plan to use the Advertising the Old North State exhibit as a way to 

comment and educate on current tourism and advertising issues as it does with its other 
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exhibits.  

 

One way to ensure people read the post, reaching the goal of educating and informing the 

public, is to post at specific times of the day.  Studies show that people check their 

phones in the morning when they wake up, midday around lunchtime, and in the evenings 

when they are home for work, and later at night before bed.  Posting in the morning or 

around lunch ensures the maximum amount of people is reached.  Teenagers and young 

adults check their social media more frequently, so posts directed at their age group can 

be published more sporadically during the day.   

 

In order to engage the public it is essential for museum staff to be active on social media.  

This includes but is not limited to responding to comments or messages on the museum’s 

media platform’s, sharing related content published by other museums or institutions, and 

liking and commenting on other institution’s posts.  People will not engage a post if there 

is no one there to engage with.  This requires daily monitoring of all social media 

platforms by staff.  It is recommended that staff check each platform three times a day, 

once in the morning, once around lunch, and once in the afternoon before staff leaves to 

ensure nothing is overlooked.  Constant engagement also helps protect against 

inappropriate comments on the museum's page.  If staff is daily, involved on social media 

they can quickly see inappropriate comments and delete or block them.   

 

Snapchat is a growing trend among young people.  Snapchat allows a person to take a 

picture and send it to a friend.  The image then disappears after so many seconds and is 

not saved on the phone.  Various images, text, and colors can be applied to these pictures.  

Filters dependent on location can be applied to Snapchat.  It is recommended that the 

North Carolina Museum of History create a snapchat filter just for Advertising the Old 

North State exhibit.  The filter would feature the name of the exhibit as well as the name 

of the museum.  Allowing teens and adults to take pictures inside the exhibit will make 

them feel more engaged.  They can share their experience with friends using the snapchat 

feature.  Or they could post the photo to other social media sites.  
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Budget and Funding Resources 

Partners and Sponsorships 

Advertising the Old North State has many opportunities to receive funding, outside support 

and sponsorships. One of the first organizations to approach about partnering with the 

North Carolina Museum of History to fund the exhibit is the North Carolina Travel and 

Tourism Board. The board oversees tourist promotion and incentives within the state and 

may be interested in partnering with the museum if some of their literature could be 

displayed as part of the exhibit. This would not be a problem since their publications would 

help present a well-rounded picture of the history of tourism in North Carolina. However, 

approaching them for funding could be considered a conflict of interest since the exhibit is 

essentially representing their history. It is recommended that the Travel and Tourism Board 

be considered for funding only a certain portion of the exhibit, like the “Create your own 

Advertisement” station or the  comment section at the end so it does not look like the Board 

overtly influenced the creation of the exhibit. Another potential partner is VisitNC, the 

state’s digital platform for tourism. Sponsoring the exhibit would be wonderful advertising 

exposure for VisistNC and would also add to the exhibit. VisitNC is a newer effort to 

advertise the state and thus would not be a conflict of interest.  Local chambers of 

commerce or historic districts might also be interested in helping to sponsor Advertising 

the Old North State provided their information is displayed somewhere within the exhibit. 

There could be a wall in the exhibit dedicated to “Today’s Advertisements in North 

Carolina” that featured brochures or pamphlets submitted by chamber of commerce or 

districts that helped sponsor the exhibit. Duke University houses a large collection of 

advertising memorabilia so they may be interested in co-sponsoring the exhibit. While the 

exhibit is not designed as a traveling exhibit there could be opportunities for involvement 

and support of some kind from Duke. The Division of Commerce may also be interested 

in partnering with the exhibit or housing a few of the exhibit artifacts in its home office in 

Raleigh to showcase its own history.  

 

North Carolina Museum of History Temporary Exhibit Budget 

Presently there are not any specific grants for which Advertising the Old North State 

qualifies.  

Budget 

8 34’’ x 42’’ exhibit boards mounted on 

a display board from MegaPrint INC.  

$900.00 

20 Variety Vacationland Copies to 

display from approved state vendors 

$128.00 

Supplies for Create Your Own 

Advertisement from approved state 

vendors 

$100.00 

Education Programing supplies from 

approved state vendors 

$100.00 

Advertising for the new exhibit  $300.00 

Display lighting package from Pegasus 

Lighting INC 

$500.00 

Audio visual equipment to show films.  $500.00 

Total  $2,728.00 
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The chart above represents a rough budget for the exhibit project. Some of the items are 

subject to change depending on the museum’s current supplies. For example, if the gallery 

that Advertising the Old North State will be housed in has adequate lighting then the 

lighting portion of the budget could be removed. It might also be possible to ask the 

Archives of the State of North Carolina to copy the Variety Vacationland magazines at 

their own expense as part of their contribution to the exhibit. 
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Public History Project Appendix  

 

Exhibit Panel 
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Exhibit Timeline 

 

1914- WWI starts 

1915 – NC State Parks System is founded with the purchase of Mt. Mitchell. 

1922 -    North Carolina’s first commercial radio station established in Charlotte. WBT 

1925 – NC Geological and Economic Survey renamed the Department of Conservation 

and Development. 

1927- Congress authorizes the establishment of the Kill Devil Hills Wright Brothers 

Monument National Memorial.  

1929- Great Depression Begins 

1931- State takes over maintenance of all roads 

1932-1934 - Discussion in the Department of Conservation and Development reports on 

the need for a program to attract tourists. 

1934- Great Smokey Mountain National Park chartered by Congress 

1935- Construction of the Blue Ridge parkway begins 

1937 – Division of State Advertising created 

-          Variety Vacationland first used. 

-           Lost Colony drama begins in Roanoke  

1939-  WPA NC guide published 

1940- Fort Bragg is enlarged to be the America’s largest Army training post.  

1941- Pearl Harbor, US enters WWII 

1945 – WWII ends 

1946- 30 states in the Union are now advertising for tourism. 

Sept 1949- Charlie Parker appointed as the Director of State Advertising. 

Nov 1949- Bennett Advertising is awarded state advertising contract.  

1940- Civil Rights Movement Begins 

1950- Unto These Hills drama begins 

-          NC ranked 11th in ad spending, used to be ranked 3rd. 

-          Continuing the theme “accessible isolation” for industrial ads 
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-          Start making a travel package to send out to people who enquire about the state. 

- Variety Vacationland movie is created.  

- Shag dancing becomes popular in Coastal North Carolina.  

1951- State travel bureau created to handle all enquiries. 

-          “Variety Vacationland” is used as the slogan for the NC license plates. 

1952- Industrial advertising takes off 

1953- War in Korea Ends 

-          Cape Hatteras National Seashore officially established 

1954- Hurricane Hazel hits North Carolina 

- Launched the “most comprehensive tourist campaign in its history” 

- Division of State Advertising begins sending NC literature to welcome centers and 

travel depots all across the country and Canada. 

-  Start using publications that promote tourism and manufacturing together. 

1955- Division of State Advertising prepares two TV films about North Carolina  

-          3rd year in a row DSA received national awards for tourist productions. 

1956- The Grandfather Mountain Highland Games are held for the first time.  

1961- Cataloochee Ski Slopes, North Carolina’s first ski slope opened.  

1962- USS North Carolina is restored and parked in Wilmington’s Harbor.  

1967- Beech Mountain Ski Resort opened in western North Carolina.  

1980- The Great Smokey Mountain National Park is listed as the most visited National 

Park in America.  

1990- Cherokee Indian Tribe opens a casino on its tribal lands.  

1991- North Carolina Travel and Tourism Board created to advocate the sound 

development of the travel and tourism industry in North Carolina. 

1996- Tourism is the second largest industry in the state behind agriculture.  

1997- North and South Carolina work together to try and attract visitors to both states.  

2001- North Carolina begins a push to advertise itself to more foreign visitors.  

2004- North Carolina is ranked as the 6th most visited state in America.  

2006- North Carolina markets itself to residents during a time of economic recession.  
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2018- North Carolina launches its “Firsts That Last” campaign trying to reach first time 

visitors to the state. 
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Three Month Speaker Series for Advertising the Old North State 

 

Month 1: Variety Vacationland Film Showing 

Join us for free popcorn and drinks as we watch the 1941 and 1951 versions of the 

Variety Vacationland film produced by the Division of State Advertising. North Carolina 

Museum of History graphic design Chief Doris McLean Bates will discuss the 

technology involved in the making of the films at the end of the viewing.  

 

Month 2: North Carolina and the New South  

The Museum of North Carolina History is pleased to announce that Dr. Karen Cox will 

be presenting a talk on how North Carolina fits into the idea of the New South.  

 

Dr. Karen L. Cox is Professor of History at the University of North Carolina at Charlotte 

and the founding director of the graduate public history program. Dr. Cox received her 

BA and MA in history from the University of North Carolina at Greensboro, and her 

Ph.D. in 1997 from the University of Southern Mississippi.  She is the author of two 

books and numerous essays and articles on the subject of southern history and culture. 

Her first book, Dixie’s Daughters: The United Daughters of the Confederacy and the 

Preservation of Confederate Culture, won the 2004 Julia Cherry Spruill Prize from the 

Southern Association for Women Historians for the Best Book in Southern Women’s 

History. Her second book, published by UNC Press in 2011, is Dreaming of Dixie: How 

the South Was Created in American Popular Culture. She is the editor of Destination 

Dixie: Tourism and Southern History (University Press of Florida, 2012), which won the 

2013 Allen G. Noble Award for the best edited collection in North American material 

culture from the Pioneer America Society.  She has just completed a third monograph 

entitled Goat Castle: A True Story of Murder, Race, and the Gothic South set in 1930s 

Natchez, Mississippi. 

 

Month 3: Tourism in North Carolina: Then and Now 

Join us as Eleanor Talley from VisitNC discusses the current advertising techniques used 

to market North Carolina to the rest of the world. She will comment on the differences in 

how North Carolina was advertised in the 1940s versus now.  

 

Eleanor Talley is the Public Relations Manager for VisitNC. VisitNC is run by the State 

of North Carolina. The website contains information about things to do in North Carolina 

as well as news, upcoming events, travel and lodging information.  
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4th Grade Programming for Advertising the Old North State 

 By using publications produced by the Division of Advertising students will fulfill 

standards 4.G.1.4 Explain the impact of technology (communication, transportation and 

inventions) on North Carolina’s citizens, past and present. They will also fulfill standard 

4.H.2.1 Explain why important buildings, statues, monuments and place names are 

associated with the state's history as well as 4.H.2.2 Explain the historical significance of 

North Carolina’s state symbols. 

 

Activity One: Important Things in North Carolina Bingo ( 4.H.2.2 and 4.H.2.1) 

Students will receive a bingo card with pictures of state monuments, capital buildings, 

state symbols, and important people and places on it. They will then be given three copies 

of various years of Variety Vacationland and other Division of Advertising publications. 

Students will look their the pamphlets given to them, marking their bingo card every time 

they see a monument or symbol listed on their card. If a students gets 5 things in a row 

they get bingo. However, before they receive a prize they must correctly explain the 

importance and significance of the things on their bingo card.   

 

Activity Two: Variety Vacationland Movie ( 4.G1.4) 

Students will watch a ten minute clip of the 1940 Variety Vacationland Film and a ten 

minute clip of the 1950 Variety Vacationland Film. Students will then be asked the 

following questions about the two films.  

1. What examples of technology did you see in the first movie? 

2. What examples of communication did you see in the first movie? 

3. What in the first movie looked old fashioned or outdated to you? Why?  

4. What types of transportation were in the film? Who was using the transportation? 

5. What examples of technology did you see in the second movie? 

6. What examples of communication did you see in the second movie? 

7. What examples of transportation did you see in the second movie? Were more 

people using the transportation? 

8. How was the first movie different from the second movie? 

9. Which movie was most like the movies you watch at home? Why?  

10. How did both movies portray people who lived in North Carolina? Was it fair? 

11. Would the movie make you want to come visit North Carolina? Why or why not? 
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8th Grade Programming for Advertising the Old North State 

 

Through several primary source activities students will fulfill standards 8.H.1.3 Use 

primary and secondary sources to interpret various historical perspectives. 8.H.1.4 Use 

historical inquiry to evaluate the validity of sources used to construct historical 

narratives. 8.H.3.2 Explain how changes brought about by technology and other 

innovations affected individuals and groups in North Carolina and the United States. 

8.H.3.4 Compare historical and contemporary issues to understand continuity and change 

in the development of North Carolina and the United States. 

 

Activity One: Variety Vacationland Detective. ( 8.H.1.3, 8.H.1.4, 8.H.3.2, 8.H.3.4) 

Students will receive copies of different editions of Variety Vacationland. Students must 

then answer the following questions to evaluate the primary source.  

1. What is the overall message of this pamphlet? 

2. What are some themes of the pamphlet? 

3. Who wrote or published the pamphlet? 

4. What year was the pamphlet published?  

5. What was going on in the world and in North Carolina when this document was 

released? 

6. Who is this pamphlet’s audience?  

7. Why do you think the document was created?  

8. Did the document serve its purpose? Why or why not? 

9.  Are there any examples of new technology or innovations in your document?  

10. How is North Carolina represented in the pamphlet? Do you think it is a fair 

representation?  

11. How do these pamphlets relate to present day brochures and advertisements about 

North Carolina?  
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Activity Two: Vacationing 101 (8.H.3.2, 8.H.3.4) 

Students will browse the exhibit, then gather back as a group to discuss how the idea of 

vacationing has changed over time.  

- Students will then be divided into groups that represent different time 

periods.  

- There will be a 1890, 1920, 1940, 1950, 1960, and present day group.  

- Each group will have to face different challenges along their journey, 

showing how technology changed the vacation industry.  

- Students will then be asked to compare the experiences of the different 

groups and come up with a list of how vacationing has changed over time.  
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Advertising the Old North State Scavenger Hunt 

 

Directions: Use the timeline in the exhibit to answer the following questions about how 

North Carolina was advertised.  

 

1. What mountain was purchased by the North Carolina State Parks in 1915? 

2. What year did North Carolina begin taking care of roads in the state? 

3. Who chartered the Great Smokey Mountain National Park in 1934?  

4. What year was the Division of State Advertising Created?  

5. Who was the Director of the Advertising Division in 1949? 

6. Did North Carolina make a movie called ‘Variety Vacationland’? 

7. What slogan was put on North Carolina license plates in 1951? 

8. What happens in North Carolina the same year that the War in Korea ends?  

9. Where did the Division of State Advertising send information about things to do 

in North Carolina?  

10. What year did the Division of State Advertising make TV films about North 

Carolina? 
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Facebook Post 

 

 

Can you guess where in North Carolina this picture was taken?? That’s right, the Great 

Smokey Mountains. This picture was the cover of the 1945 edition of Variety 

Vacationland. The Division of State Advertising published a new Variety Vacationland 

every year. Each booklet featured things to do and see in North Carolina with a lot of 

pretty pictures to catch the reader's eye. Who wouldn’t want to visit North Carolina after 

seeing a view like this?  
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Instagram Post 

 

 

Can you guess where in North Carolina this picture was taken?? That’s right, the Great 

Smokey Mountains. This picture was the cover of the 1945 edition of Variety 

Vacationland. The Division of State Advertising published a new Variety Vacationland 

every year to show  how many wonderful places there are in North Carolina. #ncads 

#nchm #retroads #northcarolina #greatsmokeymountains #picnickingoutside  
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Twitter Post  

 

 

1945 Variety Vacationland ad featuring the lovely Smokey Mountains. #ncads #nchm 

#retroads #northcarolina #greatsmokeymountains  
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Social Media Calendar  

 

1 

Introduc

e exhibit 

on FB, 

TW, IN  

Include 

title, and 

main 

ideas. 

2 

Feature 

the main 

idea of the 

exhibit on 

FB, TW, 

IN 

3 

Explain 

logistics of 

new 

exhibit. 

Price, 

hours, etc.  

FB, TW, 

IN 

#traveltues

day 

4 

Feature 

1937 

Variety 

Vacationla

nd Booklet  

FB, TW, 

IN 

#wayback

wendesda

y  

5 

A story 

about the 

early years 

of the 

DSA.  

FB, In, TW 

6 

A short 

human 

interest 

story about 

Charles 

Parker 

FB, TW, IN 

7 

Introdu

ce 

theme 

one of 

the 

exhibit 

FB, 

Tw, In 

8 

# 

selfiesun

day. 

Museum 

staff in 

front of 

the 

exhibit.  

FB, IN, 

TW 

 

9 

Post a 

brief 

history of 

tourism. 

FB, IN, 

TW 

10 

Feature a 

1940s VV 

booklet FB, 

TW, IN 

11 

Share a 

video of 

the inside 

the exhibit  

FB, IN, 

12 

Ask 

followers 

what they 

thought of 

the 

previous 

day’s 

video. FB, 

IN 

#thursdayth

oughts 

13 

Share a 

picture of 

advertiseme

nts created 

by visitors 

in the make 

my own ad 

corner. FB, 

IN 

14 

Feature 

a 

picture 

and 

event 

from 

the 

exhibit 

timeline

.  

FB, IN, 

TW 

15 

Feature 

a book 

used in 

the 

creation 

of the 

exhibit. 

16 

Feature 

the main 

idea of the 

exhibit as 

well as all 

3 sub 

points. 

17 

Share a clip 

of the 1951 

VV movie 

on FB, IN 

18 

Share a 

clip of the 

1940 

Movie on 

FB, IN 

19 

Ask 

followers 

how the 

previous 

days videos 

were alike 

and 

20 

Feature an 

image of the 

Blue Ridge 

Parkway 

from a DSA 

publication  

FB, IN, TW 

21 

Publical

ly thank 

sponsor

s of the 

Exhibit.  
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FB, IN, 

TW 

#sunday

read 

FB, IN, 

TW 

different, 

FB, IN,  

#shouto

utsaturd

ay.  

FB, TW 

 


