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WITHIN RECENT YEARS .in the field of interna-
tional communications there has been growing attention toand discussio
of media imperialism, o he process by which modern cnmml.mlcatia‘;l
media have created. - ‘maintained and expanded world systgms of
dominance and dependence. There is by ho means complete agreement
among communication scholars and researchers on the naturf and
characteristics of this phenomenon. Indeed some commupication sear-
chers would argue such a phenomenen does not exist.’ NonethelesW the
media 1mpeg_mhsm approach, as represénted by the ‘works of Herbert
*Schifler,? Armand Mattleart,® Tapio Varis.*and others, has mndamental
Iy changed the, orientation and rqsearch agenda in the field of interna-
tional communications. Of course, such Success must. be seen in a larger
context. The growth gnd prominence of the media imperialism app}oach )
* is one reflection of the general critical agsessment and rejection by many‘
_Third World countries, of western models of development and world
‘order. Along with: calls for a “New In terpational Economic Ordet,” there
have béen calls for a “New Iiternational Inforrnation Order.” Much o the
current research within this approach has direct 4nd important relevarice’

® for communication policy formation in Third World countries.

While acknowledging the importanck of the issues raiséd by the media
imperialism approach, both -critics and adlierents havé foted that
research undertaken within this approach has failed to deal adequat,ely

, with anumber of lmporta[lt issues and areas of concern $ While 8t the em-

. Dirical ievel there has been much progess in dealmg with the concerns of
media imperialisnt. such: progress has not been matched at the theoretical
level. Very little effort has been made to articulate and déevelop media im-
perialism as a comprehensive theoretical approach by which future
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research can be guided. Moreover, while resean‘éh'on media ifiperialism

has brought to light the overwhelming role of tragsnational’ interests in

world communigations. it tends to ignore thg forees.and factors operating

on @ national and local level that tepd eit ber to'mmgate or perpetuate the
* condition of communications dependency . .

In addition to the lack of theoretical develdpment amd exammatlon of
intranational factors and forces the media.imperialism approach. as em-
!bodled in the varwus empmcal studies. lacks a sensitivity to the historicat
dimensién. Tied as it is to the pressing concerns over current problenis,
the apprdach tends to define the issues of media imperialism prlmaniy"in
the context, of the Unifed States post-World War ]I ascendancy to world
power. As such it does not have guch to offer regarding the role of com-
munications media in creatmg_dj;'mnanoe and dependenge prior to the.

,war, This is ironie. for the media imperialism approach dogés, npt repre-
seft a radical breakthrough inthe study ol communications. It is a revival
and reformulation of an glder concern {perhaps hest represented in the
works of Canadian ¢conomic historian Hdyold Innis)® of the relations that -
have existed throughout human history between the development of com-
municaions media and, ‘the extension of dominatlon by particular
societies. :

. . This present study Js intended to contribute to the development o[ an

understandlng of media imperialis;n 2s an historical phenomenen. It is
devoted to an examination of the expansion of United States communicas '

tion and media interests in Latin Asmerica -prior’ to 1945. There are a

_ humber-of reasonswhy this topic and Regjod are of special relevange to an

understanding of media imperialism. As noted above much of the em-
pirical work within the approach fends to focus en an examination of

. media imperialism as a part of the post-World War I global expansion of
United States military. economic and political pgwer. Yet the United
States jpad a great deal of éxperience in influencing and controlling the
destinjes of other nations prior to World War . In the first third of this
century, Latin America was the major arena for United States economic
and political expansion. By 1820, the United States had achieved over.
whelmlng economit and political dominance in that region. Many of the
technlques practices, and policies that the United States ernploxed after
World War II' in, expanding, its dominion over the globe were first
developed through trial and error in Latin America. As one observer

oted after World War H in commentmg upon the United Statés foreign

““policy in Latin Aimerica, “Latin AMerica is a laboratory in which rhuch of

" the application of [onfelgn pollcj,r can get s first'workout.”’

An important element in the establishment of United States power in
the hemisphere was the control of communicitions and the mass media.
The United States dpmanded that both European and Latin Amerjcan na.
tions adhere.to an “open door” policy 1n cable communications in the
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hemrsphere With the deveIOpment of radiotelegraphy, the Umted States
demanded: that all nations recogmze this countrys preeminence in
, hemisphetic radio communlcauons In time the various mass media —
first film, “then newspapers .and mlagazines, and lastly radio
broadcasting — were integrated into the media structure of the United
States. By 1945, United States hegemony in hemispheric communications
was complete, ' .
Through an exammatmn of the expansion of United étates communca-

tion interests into’ Latin America, a deeper -appreciation of media im-
perialism as a complex historical phenomenon can be achieved. Moregyer
an understanding of the historical relations between the United States
}and'Latin America can, be enriched by a knowledge oi the role eom-
mumcat:orls has played.in their development. o
p—_y

‘United States Expans:on inte Latin America . '

While the Umted States government expressed an mterest in Latm
" American affairs almost from the beginning of the Republic, liﬂvas only in
the latter.part of the 19th century that the U.S. seriodsly began t.o
develop and expand its ecenomic and political power. aht influence
, thronghout the hemlsphere With its iarms and factones

ing an increasingly impqrtant role in the American econo!
. first Pan Amerjcan Conference was held in Washmgton D.C:
¢ purpose of expanding ‘rade with Latin American nations.? In this and the
. Tollowing Pan American confgrences; the United States Strove to imple-
ment measufes that wgul n Latin American rharkets t6 American
, Boods while-assuring ifan industries supplies of raWhaterials.
Following the,Spanish A¥nerican War in 1&8 the United States began '
- . aperiod of phenomenal economic and political expansion and penetration
into, Latin America.” Between 1898 and 1913 United States trade with ~
Latin America grew 243-percent, from $240 million to $801 million:® In -
1897 United Statesinvestments in Latin Amei‘ica totaled $304 million. By
1914 they grew to $1,641 million, accounting for roughly half ofall United
States fareign investments.'* *
Much of this trade and investné®f was in Central Amencan and Canb
bean nations. World Warjl provlded additional opportunity for United
o * States: expansion into South Ame¥ica. With European production devoted
to the war ef fort “the United States took over Europe’s role as the major
supplier of manufactured'goods for the South American republics. Irf 1913 .
the United States suppliegd Latin America with only a quarter of its im:
ported goods while Britain. France and Germany together supplied half.
By 1918 imports from these three countries had dropped to a little Jess’
thag one-fifth of total Latin American imports while the I,Imted States
. was supplying the region w1t'h &4 percent of its imported goods.!! -

-
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JAlter the war the European natwns attemped to revive thelr tracfe and”
financial relations with Latin America only to discover that the United
States had established for itself a dominant position in the commerce and
finance of the Western Hemisphere, Although European trade and in-
vestment in Latin America recovered somewhat during the 192{)5 the
XUnited States succeeded in maintainitg its position as th egion’s ajor
trade, partifer and supplier of funds. By™1929, total Unelgfi State
with Latin America was $2,080 million."? In terms™s{ investinent, in th 5
year period, between 1914 and 1?;9 total United States investment in
Latin America grew from $1.614 million to $5,370 million. an increase of
233 percent. In comparison, doring the period 1913-1928, British invest-
ment increased only 20 percent. Moreover, by 1929, over half_ of total

. United States investments were in South America.!* While-on the eve of
World War I the major pértion of United States economic activity was
limited to the Caribbean and Central America by the end of the 1920s,
the United States had succeeded in penetrating and dominating the com.
merce and finance of the entire Western Hemisphere.

Such pconomlc penetration was matched by the expansion of Umted
States political potver in the regioh. Theodore Roosevelt, ‘in hls\annual

. ‘message to Congress in 1904, claimed fqr the United States under the
Monroe Doctrine the right 'to exercise internatignal police powers in
Lit:‘n America, ostensibly to forestall European ‘intervention in
hdmispheric affairs. The §lonroe Doctrine thus was transformed from a
passive warning aimed ‘2t European nations.into an active instrument .,
justifying unilateral intervertion into the affairs of any.Latin American
natign. In the first third of this century, citing reasons of political unrest,
financial instability, or violation of United States rights, the United -
States undeltook major mllitary interventions in .the Dominican
Republje. Nlcaragua Honduras. Haiti. and Mexico in addjtion to main-
taining troops in Panama and Cuba and exercising polltical suzerainty

., over Puerto Rico. The scope of the Monroe Doctrine was even further ex-
panded in 1912 to apply to the sale or transfer of strategic Latin Awerican % .
‘property, such as harbors, to corporations which were contmlled.by or
. had close relations with foreign governmeits. . - .

Complementing United States economic penetration of Latin America
was the expansion by American compmunication interests in the region -
and the general increase in the gantrol by Umted States companies over
Latin American ci)mmunlcanongnedla A major area of such penetration
was cable and radio corfimunicaticn.

The U.8.-owneéd Central and Soyth American “Telegraph Company -

“* {renamed All American Cables in 1920) Iz a cable‘lme in the 1880s and
1890s dowh the the western coast of the continent. The company recelved
monopoly cable concessions from the governments of Meéxico, Guatemala
Nicaragua, Colombia, Ecaador ‘and Peru. Fventually the cable company

-
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. succeeded in conngcting the Umled States with Chile and by overland ‘ .
route, Argentina, However, ail cable communication onthe eastern coast i
of the continent was domlnated by British interests. The situation was
»particu larly eritical .as the British-owned Western Telegraph Corhpany .
‘+ad ‘monopoly concessions %on underwater cable communications in
Argentina, Brazil and Uruguay. By World War 1, it was evident that such
British control could sériously hampen United States expansion in the

, fegon. Given the prospect of post-war hemispheric_rivalry between ‘Bri-

* tain and the UmLed States. United States busjness and mllnary interests
did not feel secure in lransrmltmg.commercla‘f and military information,
*often of a confidential nature. over British controlled facilities. Attempts

by All American Cables to expand were met by oﬁmsmon by Western
Telegraph. -

The United States goyernment deal’t with this situation after the war'
by establishmg an "open door” policy in cable communications. The State
Department actively opposed the_cohtinuation of any monopoly conces-
sion grant by any Latin American government in cable communication. It .

.‘ brought pressure on the British government and the various Latin
American governments to drop exclusive cable concessions. Mere im-
pertantly. it withheld from Western Telegraph and its United States ally, .
Western ‘Union, landing rights in the United’ States for: its Latin
American cables ‘Eventtually the State Department was able to force
Western Telegraph to waive its monopoly rights"in Latin American coun,
tries. United States cable companies also relinquished thgir monopoly
. concessions in Latin America. The continent was thus opened to expan-
sion By United States cable companies, an opportumty which a pumber of

- them quickly took advantage of by laying new cable lines and buying ip

" smaller existing cable companies. By 1924, it was possible to send a
message to any country in the hemlsphere over UmLed States-owned
facilities."* ’

In thie area of radio communications, it was regarded as equallj.r impor-

* tant that the” United States establish a dominant position in Latin -
America, particularly’ since this was a developing riew ‘technology in
which no company or cogntry had, as yet, esiablished a dominant posi-
tion. In.October 1915 Sedretary of State Robert Lansing. in a circular to
all’Umted States €mbassies in Latin America, noted that the State
Department, -given the war in Europe. was very concerned that the
ownershlp and controlof radio communication in the Americas should not.

** “pass beyond this hemisphere and into European or Asiatic hands.” The
" circular instructed, the embassws to coxpmunicate t® the various Latin
American governments’ that “the Dep ent would accordingly be in-
clined to look with favor, and believes.that other American governments

. share this vlew, uponh any mutually acceptable agreement whereby the

control of this vitally important method: of cothmunications between the

- []
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American continent might rest wholly in sympatheflc and dlsmterested
hands, thys reallzmg another conception of a broad and henehclal Pan
Amerlcamsm Lansing propased that an informal exchange of views on -
" this matfer take place among the representauves of the American
governments attending an upcoming Pan American Scientific Congress to -
be held in Washmgt?nﬁ‘that December.**

On Januarf 7. 1916, delegates of all the Latin Amerlcan governnfents
represented at the scientific congress met at €he Slgte Department to
discuss the issue of the control of hemispheric radio c‘ommumcatmns It
quickly became evident that the United States had something more in
mind than a general discusston of the radio’ eontrol in the Americas. " Fte | p
Lmted States representatives outlined a broad plan’for the or'gamzatmr;
and- construction of a Pan American system of radio <ommunications
which would link all the nations of thé hemisphere. This system would be
based on government ownetship and cohtrol of all radi® communijcation
fa.clhtles ang would conduct all. mlllla'ry, governmental and commercial
" radio commumcatmns within the hemisphere and with other parts of the
globe., thus allowing American nationsto bypass British control of world
cable communications. Within this system the United States would take °,
‘leadership, as government-coptrolled stations would “be repdered
svailabie for the use of all American governments in case of exigencies
demanding united action by them or by she United States.”* While all
Latin American delegates agreed informally on the need to keep control

of radio. in t};e Americas jn hemlspheric ha'nds. the}' cowd not officially -

commit-their governménts in any manner to any plan ‘ot agréement other

than to study the proposals put forward on the matter. . v .

The Umited States.plan was'given more definite formin a memorandum
crculated by the State Department to U'S. Latin American embassies in
March.1916. This:memorandum..to be formally presented ‘to the various
Latin American governments, contained: the proposals made by the
United States for a hemispheric radw relay network which would be

®entered in the Capal Zone with major relay stations in Washington.

D.C., Cuba, Guatemala, Paraguay, and Argentina. Latin.Awmerican

governments were asked to study this proposal as the basis for a planned. .

Pan American conferenoe which would establigh 4 hemispheric radio net-
- work.'" While the imniediate purpose. of-this plan was to establish a

system of radio communication for the' military defemse of the

hemisphere. the consequence oP sich a proposal was that’ it would
yorganize hemjispheric radio communicatiom on the basis of United States

+ inferests and contrgl. The Latin American governments were u.nderstan
dably not excited about the proposal. and the planned conierence never

took place . o

While its grcm"mg mvblvement in the European war shifted the United
States govkrament's attention away from Latin "America, the concern

) 12 | . \?‘;
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over North American control of hemispheric radio communications never -
_really was abandoned.and such a goal was again actively pursued after
the war. An internal State Department memorandum dated June 18,
* 1519, noting the post-war prospect of the growth of British and German
interests in Latin American radio communications, stated, "It is vital that
ﬁhe American interest dominate wireless communfCation in this
hemisphere, vital from a military, paval and communications point of *
view.” As the jssue of the ownership of radid communication had, by this
time, more or less been settled aga%hrmation of the government
_monapoly. the memorandum noted that™“The on]y practical method we
“know by exPerlence to have proven its worth i§ the selection of some
powerful American interest and persuading it to go down into that field
"\ and the rendering to it of every possible governmen} support whether it
be diplomatic or financial.” “The memorandum suggested that Latin’
" America. be divided between twp Amerlcarl radio companies: (1} The
Tropical Radio Company. the radio subsidfary of United Fruit, taking ..
Ceiitral America. the Carlbbean and Mexico, and '(2) the Pan American
_Wireless Company taking South America. It further suggested that these
" companies’ ekpansion in radio .communications be financed. in part,
" through governmeﬂ‘t funds as the companies would befulfiliing a govern-
_ mental aim "in obtaining for the United States a dominance of radio com-
.~ munjcation in the western world.”* . . .
While the Stht,g ment was* concerned about Latin American |
radic communications, wmore definite_plans were takmg shape in the
Department of the Navy. Admiral W.H.G. Bullard. chief of the Naval
Communications Service, was deeply involved in assisting the'General
. Electric Company in its planned formation of the Radio Corperation of
America tRCA) and that company's subsequent purchase of the American
holdings of the Marcom Company. a purchase designed to protect the
United States.against British tontrol of radio gommunications. Iff,the
original agreement between the Marconi Compal}and General Electric

LY

{in which the British company agreed to sell its Alnerican assets) it was,

wecognized by both parties that the soon<to-be-formed RCA and the Mar-
coni Company would work together in the development of Latin
A‘B]ertcan radio commumcanons Both companies would form and jointly *

OWN a new company ‘called thé South American Radio Corbporation that
.would build stations and conduct radio traffic 1h Latin America. In line
L With its informal compact with the United States government that alt
Amerlcan radio communications would be controlled by American
citizens, however, RCA was to dominate the new company both b;t:lh
ing sole control of the ranagement and by having fivé seats on.the com-
pany’s seyen member board.'® RCA, deeply involved in organizing its
radio service in the United States, was not ready to act in South America,
and plans for the construction of the fu-st radlo station there, to be bullt m
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Argentma. were left to the Marconi Company. Such a large measure of
North, American control over the new South Amerlcan Radio Corpora- .
tion, however, was ob_lected to by the British government. and the Mar-
coni Company asked for increased Tepresentation on the Board of Direc-
tors before proceeding with its plans for a station in Ar;gentma

The picture was further complicated by the fact that the German radio -~

company, Gesellschaft Fuer- Drahtlose’ Telegraphie (Telefupken. had
orgari; n Argéntine company for the purpose of constructmg a radio
station in Buenos Ajres for commuriication with Europe. The French
radio company, Compagnie Generale de Telegraphle (CGT). also was ex-

pressing lu rest i constructmg Latin American stations. RCA’s and
Marconi's delay and the German and Fredch plans worried the American
government. While an “open door” policy worked to American advantage

in the already established field of cable communicatioh. in'the as yet '

' undeveloped field of international radio communication it could be
disastrous. Given the expense of constructing a radio station and the pro’
bability of a low volume of commercial radio business in Latin America,
competition would mhke any Latin American radio station unprofitahle.
More importantly, ‘.a,L a time when the polentlal of shortwave radio-com-
munrcation was as yet undiscoveted and international radio communica-
tion was based on high-power. long-wave communication, there was only
very limited spectrum space available for the Trew South American sta-

- tions. To avoid probable,interference, it was ‘most likely.Latin American

vernments would give priority rights over frequencies to the first sta-
tion built. In a letter to the RCA Board of Diregtors in July 1920, Admiral
Bullard expressed his concern ‘over the.situation and appealed for
measures which would exclude Europeans from gaining control over com-
mumcatlon m the Westerh Hemlsphere ® RCA. unable to act in South
‘America, could only try to méet the British objections an®get the Mar-
coni Company, started 6n a South American station. In September. the
RCA Beard of Directors agreed to increase Marconi's representation on ™
the Board of the South American Radio Corporatlon to four (with five
RCA representatives). This, however, was still unacceptable to the
British’ .

In Noyember 1920, RCA and Marconi ofﬁcmls fnet and decided that the
best way to deal with the South American matter, %lven the progress, of
.th€ German company in constructing its radio station in Argentina, was
to recognize German and French glaims in Latin American radio com-
munication and form a consortium of the American, British, Germgn, and
Frenth radio interests for the purpose of developing Latin American
radio. The German and French interests were receptive to th®idea, and
the four companies met in Paris in August 1921 to work out the detdils of
the new orgamzatmn. Before proceeding to the South American matter,’
the cpmpe_nmes agreed to refrain from competing with _each other within
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‘thexr own natmnal boundaties or ip terntorles controlled by their respeb-
ml%rnments Thus the world'was partially carved up among the four
radio companies with the Mareopi Company receiving Great Britain and
its colonies, the CGT France and its colonies and dependencies, RCA the '
United States and its dependenvies, and Telefupken restricted to
operating primarily within Germany. South America was tobe developed
by all four of the companies through the consortium. As with the prior ar-
rangement between RCA and Marconi, however, the major point of con-
Ltention was the degree of control RCA was to exercise in the consortium.
The RCA delegation, ted by RCA’s President Owen D. Young’ argued
that given the political and military importance of radio communication
and the dominant positiorr of the United States™in Latin América,
American interests should haVe priority in the South American radio
situation. He propdsed that the board" of directors of the gonsortium

\s hould - consist of two representaflves from each company plus an
American chairman chosen by RCA but not directly associated with RCA. |
Not only would thechairman be able to break ties but he also would be
able to veto any decision made by the board. The Marconi delegation, the
principal oppovent of this plan. countered with a proposal for a board of
directors consfsting of two representatives, from each company, One of
the RCA representauves would be chairman and would have two votes in

. case of .2 tie. Alter two months of heavy argument. and only after RCA
threatened to bréek off negotiations and form a separate Sputh American
radio compiny with the German interests, the Marconi‘delegation gave in
and accepted the American proposal. The new.consortiuln, known as the
AEFG Trust, was to control all the radio facilities owned and built by the
four companies in South America. Plans were made for the completion of
. the Argentine station and for the cohstruction of new stations in Brazil,
. Chile, and Colombia. United States control thus was red over Latin
American point- t0ap0mt radio communications. Owen D). Young proudly
hailedthe creation of the AEFG Tyust as the extension of the Monroe
Doctrine into hemiipheric radio communications.?*¢

f

Paralleling the freation of the AEFG Tryst was the emergence of
another North American company in the field of Latm American elec-
tronic communication. In 1920 the North American concern International
Telephone and Telegraph Company (ITT} was organized with initial
assets consisting of telephone companies in Puerto Rico and Cuba. During
the next decade, the company ued an aggressive expahsion policy in
Lafin America. By 1930-f'i!1lp‘ﬁ acquired the principal telephone
systems int Mexico, Chile, Uruguay, Argentina, and the state of Rio
Grande do'Sul in Brazil. Although ITT’s major business was the operation
of ®lephone systems, it also quickly expanded into other areas of elec-
tronic_communications in Latin Ameriea. In 1927 it acquired controlling
interest in A}Jj American Cahles, the principal North American cable com-
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pany in Latin America and the only cable campany with facilities in every
Latin American country except Paraguay. The next year. gaining control
of the Mackay Rddio.and Telegraph Company and utilizing the newly
" discovered potential of shortwave radio communication, ITT proceeded
to organize radio communication companies in Argentina. Brazil, and
hile. This was part of a larger ITT effort to establish and operate gh in-
ternational radio commurtication system to compete with RCA. In Latin
America the Mackay éompany became the chief competitor of the AEFG
Trust.* With the Latin Américan investiments of ITT and AEFG-Trust
and the investments by smaller North American radio companies such as
“United .Fruit's Tropical Telegraph Company, United States ifiterests
orgam{:d andcontrolled the major elemients in the efitire system of Latin
American electronic point-to-point commumcatmns by !he end of the -
\. decade. The only major exceptions were the generally state-owned na-
tional telegraph systems. . ]
Although electronic point-te-poinf comimunication was the major area
of penetration by the United States interests in Latin American com-
munications. the overall growing dominance by tﬁe United States in the
hemisphere also Was reflected in the Latin American rass media, The
end of World War 1 saw the North American news agencies, United Press
and Associated Press, successfully challenge European control over fhe
distribution of fdreign news to Latin American newspapers. Until the
beginning of the war, the three major pews agencles. Reuters (Great Bri-
tain}), Havas (France), and Wolff (Germany), along with the “Associated
‘Press; agrged upon a system of news exchange among themselves which
divided the world into exclusive spheres of activity whicki ‘tended to
follow the divisions«of glohal political power and influence. The news- .
gathering and dissemination activities of Associated Press weTe limited
by this agreement to the United States and parts of the Canbbean and
Central America, with Havas having exclusive press nghts in the rest of
the Caribbean and Central America dnd on the entire southern continent.
After the qutbreak of the war, however. a number of Latin ‘American
newspapers objected to Havas’ refusal to disseminaté German war com-
muniques and to the press agency's strong bias in favor of the French war
effort. A number of papers requested international news from Associated
Press, which it could not provide due to ils agreemerft with the gther
news agencies. The Latin Amierican papers turned to Associated Press’s
main competitor, United Preds, which, not hound by the Agreement with
the European agencies, provided them with news. Moreover. as part of
its war-time propaganda campaign, the Wilson Administration actively
encouraged and supported the efforts of United Press to expand its ac-
tivities into Southern America. Associated Press, sensing the danger of
news dissemination in South American being taken over by its domestic
rival, negotiated in 1918 s change in the agreement with Havas. With’
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Frenthi-interests in Latin America experiencing a decline because of the

war,:‘the French agency, could do little but recognize the right of .
.-Associdted Press to organize a new§ dlstnbutwn system “in South
Amerlca “ 3

- . The next ypar Associated Press signed contracts for the dlstnbutlon of
news with 25.Latin American newspapers, including L2 Nacion and La -

- Prensa of Lima. Associated Press's, policy of supplying news. to rival

newspapers, however, proved incompatible with thejerce newspaper

> competition in Latin America, and a number of Associated Press's new
* clients subsequently dfopped the news agency infavor of United Press.?

Not only did Associated Press and United Press provide Latin American
newspapers with the bulk of their foreign news, they also in time cameto
operate major domestic news agencies in a number of Latin American
newspapers with bulk of thejr foreign news, they alsé in time came to
“operate major domestlc news agencies in a number of Latin American
countries, such’as Argentina, due to the unwillingness of many ‘of the
Latin American newspapers to cooperate. with one another to form
natonal newsgathering pools.

The growing tiesbetween the United States and Latin American press
were reflected in the First Pan Amerlcgn_ Congress of Journalists held in
Washington in 1926. This Congress. whose organizing committee was
headed by the president of the Amen;:ans Newspaper Publishers Associa-
tion, Was attended by over one hundfed Latin American publishers,

- editors, and reporters representing thb most powerful and influential

newspapers in the Southern HémISphere It had the status of a semi-
diplematic affair with the Latin American newspapermen belng given
diplematic privileges by United States customs. Messages of welcome
were voted by both houses of Congress and the meeting was addressed
by both President Coolidge and Secrgtary of State Frank B. Kellogg.

- Alter a week-long meeting in Washington, the-group was given a three-

-

week tout of the eastern and central United States during whick they
.were feted ‘by local newspapers, chambers of commerce, and other
groups and individuals.?

Anather area of the Latin American mass media whlch North American
interests penetratéd and controlled was the film market. Prior to World

" War I, much of the Latin American/film market was supplied by French

products, particularly films from th, French film company. Pathe. which
maintained distributjon offices in Buenos Aires, Rio de Janeiro, Havana,
and Mexico City. The war forted Efiropean producers to discontinue mak-
ing and marketing films. however, thus leaving' the Latin Amerigan
market completely open to prod cts from the United States. In 1914,

" Universal Pictures Corporation sent a film scout to investigate the Latin-

can market, and, by the end of the war, Hollywood film producers
succgsfuily captured Latin ‘American $creens. Although Hollywood’s _
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domination of Latin American film reﬂected its dommatlo‘h of the world
film market in genetal at that time. in Latin America it qu partlcularly '
overwhelming. One source estimated that in 1922 Norih American films
took up 95 percent of the Latin Americen filjp market, as ¢émpared to,
controlling 904percent of Australia’s and 85 percent of Contmentah :
Europe’s.? Little local production was attempted, and it Was rarel ¥ com-
mercially successful or popular because American films had alteady defin-

ed the style of film making popular with Latin American au&ien es. Latin
American producers and film cothpanies could rarely hope to compete -
with the techmcal’excellence and‘ pervasiveness ofthe North Amerlcan

re was growing attention given to the various Latin Ametican

a and their potential .as advertising media. The Bureau of
Foreign and Domestic Commerce of the Department of Commerce was
particularly active in exploring the use of advertising as an aid to promote
‘United States exports. As early as- 1917, when'the war' in Europe had cut
off European goods to Latin Ame\rlca, the Burkau had initiated an in-
véstigation of advertising practices and medija in the yarious Latin
American countries. The resuifs of this ll'ivestlgatmn. published in a
series of pamphlets in 1919 and 1920,%° offered the North American ex-
. porter a comprehensive and detailed fnalysm of the state of advertising in
the various Latin Aferican countries and a discussion of the advantages
and disadvantages of a hroad and diverse range of Latin American ddver-
tising media, incluciir'lg not only newspapers and magazine, but also
billboards, trolley car posters. and calendars. In general, the investiga-
tions'revealed that throughout Latin’ America. with the possiblé excep-
. tion of Buenos Aires. the practice of adyertising as a form of sales promo-
tion was very undeveloped. Most newspaper advertising consisted of -
close copy ads for patent medicine, cigarettes, and sundry personal
items. Audited circulation of newspapers and magazines was unknown,
as were rate cards and discounts. Advertising agents, . where they ex-
isted, were generally nothing more than space brokers.
* Yet this state of affajrs had promise as the entire field of Latm .
American advertising was open to development along the lines of prac-
tices and ideas in the United States A parnphlet on advertising in Argen-
tina noted: . . .

"“’d“‘ﬁ ' o
Wi United States loo"kmg'to Latin America as a market for its
mass

¥

While Europe influences them from almost every other angle. its advert:smg has scamely
ever touched them. The whole field of modern advertising is peculiarly an American
dh‘velopmnt of selling. Nowhere in this field are there better evidences of American
originality than in copy. and xllustranen and nowhere is Argentine advertising more poorly
developed. The Argenline: gives po particular indication of taking to adveriising as 2’
businkss and of becoming his own cop¥ writer. The European nations have not developed
et he}%e science of the art of advertising as has the United States, and it lied largely with
the adv rl.ising men of this counl.ry t0 take the opporiunity that the media, the intelligence,
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. and lhg purchasing power of hrgentma and turn it to good accounl for the American export
trade. N .

[

Commually stressed in all of thg Bux;eau s pamphlets on advem ing in
Latin America was the recomméndation that United States. advg tising .
_agerncies set up bradches in the principal cities of Latin America.
During the 1920s United State's advertising agencies handling the ac-
counts of large exporters such as Ford and General Motof's set up branch
offices in a number of Latin American cities. Such arrangemems
however, were exceptlontl Generally most North American companies
doing busiess.in Latin America worked thréugh Tocal sates represen-
tatives or distributors in placing theif advertiseiiients in local Latin .
, American media. Usually the advert;sing “division 0[ a company in the .
- United States would prepare advertisemients fof .a parucular Latin
American market, oftep just tranMating démestic advertiséments mtq
- Spanish and Portuguese. The advertising division_ then would send the .
advertisements to thé sales representatu‘e o ‘dlstrlbutor in. Latin -
America, who would —Tace the advertisementsj in the Tocal media. Much of
the early advertising by North American exporters was of the “hit ory-
miss” variety, with very little attemnpt to develop a consistent advert:smg
<ampaign based on the utilization of local themes or tastes and with very
litthe thought given to proper media selection or appmprlate audlence o'
Some of the larger newspapers, however, such as La Nacioh of Buenos
Aires, established offices in New York _in the edrly 1920s'in order to ad-
vise compdnies “on theni advertisements and 1o handle placement of X
advertising directly.*’ Cat. & > -
By the 19365 American advert:smg had become a‘major fma];clal $up- \
porter of Latin American Print media. Despite'the great degli nen United
States-Latin Americah'trade due to the Depression, a SUI'Vey' undertaken . s
by United States consulate officials in Brazil in the mid- 1930s revealed -,
~that apprommately 64 percent of all advertising space over a 30-day’
period in 21 of the countryis mosi prominent dajly ne wspapers and ten of
the leading weekly magazmes was devoted to productsgmported from the
United States.*
In addition to promoting Umted States advertising in Lasin Amerlcan
print media, the Bureau of. Forelgn and Domestic Commierca also was .
very interested in exploring the use of radio broadcast advertising as a
means of sales promotion. As an aid for United States exporters, the
Bureau issued a series of reports in 1932 dealing with the.possibilities. of
broadcast advertising in Asia, Africa, Europe, and Latin’ Amerlca By .
the mid-1930s, it was evident that United States exporters were beginn- |
ing to utilize advertising on the ‘local broadeast rped‘iﬁn various foreign
» markets: According to oné eftimate, foreign broadcast adverttsmg by -
United States exporters in 1935 totaled more than $10 million. a 700 per-. ...
tent increase over theamount spent the pre\nous-year and roughly one-
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tenth of Umted States domestic radio ‘advertising sales. The next Year
the amount doubled." As’in the prlnt media, there was a growmg mut‘ual
. dependency in which United States exporters depended on Latin
R American broadcasmlg media to advertise and sell their produets. Latin®
. American bréadcasters, along with the publishers, in turn depended on
American advertIS}ng dollars as a major source -of financial support. It
awas estimated that in 1835 United States sponsors’ prowded one-third of
Argentina’s total commercial advertising'Tevenye.”
Latin America was seen as a particularly good place for radio advertis- *
ing. With the exception of Radio Luxembourg. which grossed over $1
million from United States advertisers in 1935, European stations either
banned or severely restricted;all radio advertising. Qutside Shanghal. the
possibilities of radio adverﬁ/mng in Asia were. limited.*, +In contrast.” ¢,
reported Business Week i m 1986, “Central and South America are “wide
open to-exploitation, and tHe' high rate of 1ll;ter.acy 'makes radio the qply
effecfive dirett-to-cobnsumer advertising mediufn. Loudspeakers in publlc
squares help spread the advertising gospel.”s!
" . Mos1 of the’foreign radio advertising was artan ge\.by New York agen
cies specializing in such matters. Muck of the actual production Was done
in New York. where recorded transcgptions were made, and sent tos
agency representatives in foreign markets who then placed the adver-
tisements on local radio stations. In cities such as Buenos Aires where
there was a large pool of local talegt and suitable production and stud)e/"
facilities, the agency representative would arrange for live local commer-
cial productmn In 1925 Broadeast Abroad Inc.. one of the major agencies
specializing in suchgoreign radio advertising. served as the United States
(representatwe and\had contracts with 47 radio .stations in 16 Latm
American and Caribbedn countries.™ Among the commertials heard on
local Latin American radio wetre those for companies and products such as
Parker Pen. QuakerQOats. Standard Oil, Ford Motor Company. Heinz
Ketchup, Listerine, Oxydol, and over 50 other products and companies.*
In addition to the growth of a United States presence in JLatin
American print and broadecasting media, United States broadgasting com-
panies, particularly the National Broadcasttng Company tNEC), the‘Col-
ombia Broadcasting System {CBS}, and the Crosley Radio Corj 1
Ohio began in the mid-1930s to expand their shortwave broadcasting ser-
... vices to Latm America. Initially such’broadcasts consisted of simuleasts
of Tégular network programming. In the lage 1930s and early 1940s,
however, the broadeastitg companies begaglto upgrade their Latin
American service and include a substantial amount of programming
directly aimed at Latin American aldiences. Up-until 1939 such short-
wave broadcasting was-¢lassified as experimental by the Federal Com-
munication Commission (FCC), and broadeasters were not allowed to sell
time to advel‘t:sers, The Departraents of Commerce and State and the
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b
Bureau of Forelgn and Domestic imerce, however, regarded‘s]ch
broadcasting as a potentfally powerful tool to both increase United States
* exports to the region and strengthénthe polltical position of the U.S. in
the ‘hémisphere. In order to jnsure that thd shortwave broadcasters
< would maintaih and expand the levelbf activity in this region, the Federal
government tried to provide shortwave broadcasters with commercial in-
centwes"lh May 1939 the FCC announced that shortwave broadcasters
could. gell time on their shortwave services to atlvertlslers wlshing to
reach Latin American audlences 10 .

Thus by the eve of quld War II th Umted States commerc:al in-
Lerests had achjeved a ‘substantial de of penetration into: Latin
Arnerlcgn (:Ommumcatmns an media syste,ms In the case of cable.

' radiot€legraphy, and telephon this involved the ownershlp an;l control
"+ of communication facilitiés. In the case of the press and film, U.S. firms
were major suppliers of the media product: And in the ¢ase of the adver-

. tiding smiedia in general, thege was a growing reliance on the advertlsm g

dollars of United States exporters. |

An important dimension of this process of penetranon was “the role - .
played by the United States government. As evident in the activities of
the Departments of State, Comﬂterce and the Navy and the Bureau of

'Foreign and Domestic Commerce, the governittent was far from a passive
i observer in these matters. Generally the government set and defined the

»  broad aims and interests of the United. States 'in the, region and then
sought to have private companies and individuals accomplish them. For
strategic political and military reasons, the government strove to insure -

American control over hemispheric point-to-point communications. In

order to promote the expansion of Unjted States trade in the region the

+  government urged exporters to take advertf¥ing seriously and to utilitle

Latin, American media in reaching and expanding Latin American

markets. The emphasis on the media as a.means to expand trade was in- ~~

creased i%e 1930s as part of the overall government program of expan-
ding exports as one means of achieving domestic econdmic recovery.

As the world political situation worsened in the late 1930s, however,
the interests and activities of the United States jn Latin American media
-shifted. Starting in the mid-1930s Germany and Italy began to challenge

United States hemispheric dominance by energetically expanding their

trade with Latin America. By 1938 Germany had repjaced Great Britain

as the second major supplier of goods after the United States.* At first
the United States responded only Passwely to this commercia! challenge.

By 1938, however, it was becoming increasingly apparent that German

commercial expansion into Latin Araerlca was seriously threatening U.S.

economic .dominance in the region. Moreover, there wa® concern that

growing German propaganda aimed at Latin American audiences and the
increasingly visible presence of sma]l hut vocal IS,azn-orxeﬁted polltical

-
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" movements in Latin f-lmericafould have serious implicatipns both.for the .~ -
United Stafes. political wosition. in hemlspﬁenc gf{au‘ d for tlw U. S
« polty of hemispherie sohda;‘lrsl and neutrality. s>
Concom;thg:, with this perception of the wing challenge “to the,
Unlted States position was a greater apptéciation of the role _t'be Mass
medla could play in supporting and furthenng United Stgtes poh,tgal ani
econorjic interests. United States advertlslng in Datin »Anierican media
was'still prlmarﬂfsreen as a means of domméreial promotm‘fi 'Bheré wasa |
‘g growing feeling, however, that thi§ was not éno};ﬂnd moreshould he’
done to:counteract Gepmnan propaganda activilies in the' hegion and - .~
mobilize Latin American public gpinion heh’ln(f the he‘rtﬁsphenc goals and
. 1nterest§ of the United States. T . N .

- .
. ot
ho] *

- Umted States Wapr-Time Actx'.a;xes in Lamg Amgric Medra g

After the German inyasion’of Poland in Septembef of 1939, Sng,par-

ticularly“after the fall of France in the s ring of 1940, the need to %i# '

.the media to mobilize the Latin Amerfgm'l public-in sufpport of United

States policies ai'sumed priority ovér cagpmercial goals., Qﬂ.e?me spring

- of 1940 the média were seen as a political weapon to forgé-stronger

Al political ties hetween the United States and Latin America ,;Before that
time the United States go.vernm nt relied upor prn?ate col’hpanles andin- -,

* dividuals to aceomplish its braadYoreigppolicy goals,ln the region. Under

critical war-time conditjons the government had to play a far more ope

-and active role in all aspects ¢f- inker-American-relatfls. Thisgpvolved |
A% . ° thecreation in 1940 of the Ofﬁ::gb e Coordmator of Inter-Ar¥riean Al- »

- fairs (OCIAA).** The lrtdwldual who played a majo;‘ rgle in the creation

-+ and subsequent actmtles of the OCIAA was Nelson” ckefellet, the 32-

year-old grandson of Jéhn D. Rocke‘feller founder o the world- mdé

Standard Qil empire. . .
Rockefeller ;I;?eloped an early ir;teres#’ affau’s of Latin Arherlca “
C Durmg the. 19308 he made a number of trips there, in connéction mtb the ~
. aftairs -of Standard Oil which Mhajor holdmgs Jn-a nbimber of Latin
- AMmerican countries. He was impressed by the ‘numerous socjal and
economic problems of the reglan andTelt a major problem was the Jack of®
understanding between the United States dnd Latin Amn&fita. While
Latin Americans, accwdlngm Rockefeller, misunderstood the economlc_.
and political values and institutions of tfe United States, North American
businessmerand.investors knew or cared little about the culture, social
and economic needs of the region. Rockefeller a'rgued thatUmted St’ates‘
» jnvestors had a responsibility to help solve the region’s mary probl;:;ps .
Spep.klng about Standard Qil's Latin American holdlngs at.an ,ahnual
meeting of company sisckholders in the late 19305. he argued' '

- L
'
it

In th_a last analysis, the only fugtitjcation for own hxp'iS‘fhas‘it sewe;:.he bivad imtecest
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of the people. We must recognize the social responsibilities of corporations, and the corpora- ™ .
- Uion musl use 1ts owngEship of assets to reflect.the best interests of the people Uwe don-t--\ ..
they will take away our ownership.” -

Ieller a liberal Republlcan. viewed capltahsm as a, progresswe
? rce that could be directed toward socially useful ends. He félt that a
< progiam of planned.private Jnvestment and” government cooperation
*  could help-alieViate many of the problems ‘of the region and assist i
* overall econorlic, “sotial, and political development. In 1937 he met wi
" aides of President Franklin Roosevelt Jo discuss thie possibility of a joint
mdustry-government. program for inter-American econdmic develop.’
4 ment. While the admmlstratlon expressed interest, nothing came of it.*
, In Sprmg 1940 the Nazx victories in Europe’ made Latin American
. yeconontic and ‘political cooperatlon critically important,-and Rockefeller's
mterest in Latin America was remembered by administration aide Harry
* Hopkins, At Hopkins’ request Rockefeller 4nd, his aides prepared a
L . memorandim on the nieed for fmmediate United States action ini.Latin
_, America i in light of the eritical war situation. In mid-June Hopklns for-
“  warded the document to Roosevelt. ,

The Rockefeller memorandum urged that. in order to counter the Axis
threat, measures:be taken to “secure econdmic prosperity in Centra] and
- South ‘Amerjca, and, to establishi_this prosperity in the frame of
"hemispheric economlc peratwn and dependence.”™ The measures sug-
gested included efforts tdabsorb ‘surplus Latin American agricultural and .

. mineral products, the freest possille flow of trade, encouragement of
both private and government: mvpstment in Latin America, im-
provements 'm the economic stability of the region, and closer inter-

' American econotic and-political.ties.

* In addition to éonomlc measures,” Rockefeller also felt that "A
wgorous {cultural) program should”be pursued concurrently ... The
main lines of a cultural progranrare fairly obvious, but here agam. i’t isa-
questlon of personnel and the use; in a non-traditional way, of govern-
ment funds where private agencies are unable or unwilling to act, or in
matters wliereThe actjvity of private agencies.is less appropriate.”

velt was ﬂmpressed with Rockefeller’s ideas and .gave the
memorandum to variouddepartment hedds for study apd comment. On
August 16, 1940, Roose velt approvea the’officidl order creating the coor-
dinating office for inter-Americaf affairs With Rockefeller demgnated as
cdordinator, .Although the Rockefeller memoranduni emphasizéd the
thréat that geconomic problenis posed to hemispheric security, Roosevelt
. and other administration officials werejas concerned about the threat of
- Nazi propaganda, One of the major :?sponswﬂmes of 'the new QCIAA
unit was to-undertake measures to counter such a threat."In drawing up
the order estabhsﬁmg the OCIAA, Roosevelt personally saw to it that the
coord.ma}or. _am(ing his other duties, was charged . . . with the formula-
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ma, will further national defénse and strengthen th.e
tions 0[ the Western Hemisphere.""" Cor
engaged in a number of economi?:, ‘commercial,“
major activity throughout the war was in cuttusal
. and information aﬂau‘s campaigh was desigbed to ereate and mdin- - °
tain hemisphetie political and economic solidarity. As gutlined in one ear »
ly account of its actlyltles, the OCIAA’s goals were:
N oo ’

to persuade the Latin Americans to take jomnt delenslve action wlth us agamst the Ger- &

man_menace which many of thém do not admit exists . . . ito) perguade them that in the end
the Planes that are how only on our planning boards w.n conquet &erman bhombers that have
struck down eight cuntries in twenty-two months . . . ito) convihce them that we k'bow'the
answer {0 the economic & well as the military defense of the hemisphere. . . ito} coRvitl
them 1hat somehow we will help them get rid of the same agrlcultural sutplus we have no

been able to get rid qf ourselves. and . . . above all things (to! convince them. all of them,
that the "Good nghbor policy is not a temporary expedient designed lp get us out of a
tough, spot. but a sincere and permanent reversal ol our 19th century policy of “dollar
diplomacy” and “manifest destiny.™* .

To fulfill these goals, the OCIAA launched a broﬂ’ﬂ‘ and well coordmated
campalgn involving the press, radio and film industries. .
As organized in the fall of 1940, the OCIAA consisted of four m&JOI‘ sec:
tidns: Cultural atmns Conj'numcatwns. Commercial Developm
and Trade and Financial. The head of the :Communications sen:twréjl was
James Young. former chief of the Bureau of Foreign and Domestic Com-
merce. Many of the Bureau's promotion and information activities in
Latin Ameriéa were taken over by the OCIAA. Within the Comminica-*
tions section were the Radio, Movies, and Press Divisions. In line with
" Rockefeller's policy of close business-government relations, the heads of
the media divisions were Hrawn from private industry. In charge of the
..Press' Division, for example, was Karle Bickel, foriner president of
United Press and ther current chairmal of Scripps- Howard's radio divi-
Sion. John Jay Whitney, a motion picture executive and chairman of the
board of Freeport Sulphur Company. was head of the Motion Picture
Division. Don Francisco. president and part owner of the major advertis-
ing agency, Lord an;j' Thomas, was appointed head of the Radio Divi-_
sion.*> Later Francisco replaced Young as [pad of the- OCIAA’s Com-
munication activities. Also working for the Radio Division were Merlin
.Aylesworth, former president of NBC, and Sylvester Weaver, an adver-
tising executive who, after the war, ‘would play a major rolé in the
development of television programming. As with the heads of the other
OCIAA divisions and sections who came from the industry, these in-
dividuals took a drastic cut in pay to work with the OCIAA. Whitney, for
example, left an $80,000 a year posiFn‘n and Francis¢o a $120,000 a year
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position to come to work for the QCIAA in $8,000 a year posts s0
In contrast to the Office of War Information’lOWI) which broadcasted
toward war areas, OCIAA's efforts weré aimed at aidiences in nations
not actively engaged in*the war."' Before Pearl Harbor.®the aiajor aim
Whs to evoke “passive collaboratlon or a unity which emphasn&d the |
defense and solidarity of the hemlsphere This campalgn was considereda
. success. Ip-the words of Rockefeller, whe.n the critical moment =
declaration of war against this country — arrived, all the other
Americah republics, without exceptlon. volunteered some eXpresslorL of .
aliegiance tathe U.S. cause.™?  -. . ; -
After the United States entry ,into the war, the aimg became more .
specific. The information activities Saght to evoke full, active
hemispheric collaboration by making a case for the breaking of diplomatic
relations with the Axis powers, followed hopéfully by a declaratlon of
war. AlSo sought were full military [cooperation. the suppression of
subversive Axis activities lncludmg ‘propaganda. and a coordinated -
economic program for the production and contro} of critical materials.”
The emphasis ¢n these various aims-changed with the course of th¢ war,
In the first year and a half of the war, emphasis was pldved on convincing
Latin America that the United tates WOUI(LW!D News and programs
dealing with the progress of the war and the power, of the Allies were
highlighted. This was meant to.counteract any def'eatlst Axis propaganda
and to encourage Latin Ameri¢ans to-get onthe wmmng side. In ddition.
the OCIAA highlighted the part Latin’ American'was playingi the war -
by portraymg efforts aimed at the aquisition pf strategic materials and
the: developmerht of various U.S.- -supportgeeconomic projects in Latin
America: In thelatter part of 1943 and opfinto 1944: with vlct,ory in sight.
" the OCIA A, looking to the post-war fvorld. began 1o de- -emphasize the
war and ihcrease” attention to, hemigpheric economic mterdependence.
-sol:dantv. and post-war planging.* -

OCIAA's efforts, however, were compllcated‘by a number of problems. .
The Latin AmeTican media were heavily dependent on United States ex-
“port advertising, particularly since European export advertising totally
dried up after 1939, Although there were no precise figures, jt was
generally estimated.that in the early 1940s approximately 40 percent of
al} print and radio advertising revenue in Egtm America came from
United States companies doing busmess in the region®* Initially the -

, OCIAA'tried to take advantage of the Latin American media's dependen-
cy on ¥nited States advertising dollars by urmn&UnIted States ex-
porters to boycott pro- -Axis ‘media outlets and support those radio sta-
tions .and publications that were friendly to United States policy aims.
With the United States entry into the war, however, there was a decline
in U.8. exports to the region. Exporters, in turn. began to cut back on
their advertising expenditures, creating serious financial difficulties for
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' the pro-United States medla F'or dewspapers and magazine, there was
the @dditional Jproblem of a heavy dependency on North American
newsprint. shlpmems of which were curtailed due to shipping shortages

- To_ the QﬁIAﬁi this was.a majqr opportupity to.further.insure the
‘cooperation of the Latin Americin médiain its information actwltl‘es In
August 1942 Rockefé]ler persuaded the Treasury 'erartment. in liné
with its ruling on domestic advertising. to-allow companies to deduct as
business expenses all export advertising, even though they actually had -

.sno pPOd,ucts tq sell. 3 He thep contacted 0¥er 1.300 United States. com- *
"panies doing,‘busmess in Latin' Ameriea and urgéd them t6 maintain or
even ilcrease thelr pre-war level of advertrsmg in the Latin Amerifan
inedia, He argued Lhat this ‘woutd be a significant, and tax- deductible. P
'con;rlbutmn to the war effort. Also looking forward to the post-war .
. market, he:poted that it would be important for them to keep thei‘l‘ name
'before the Latin Amencan public’? ’ .

The overall response by United States export ers was very positive. A
" surtey conducted by the QCIAA in early 1943 ré vealed that ﬁgercem of -
the 376 exporters surveyed intended to maintain or increase their Latm
American advertising.** In spite of the fact that United Smtes exporters i
had little or no godds to sell, expenditures by United States ad vertisers in
the region_grew from $8 million in 1942 to $16 niillion in 1944 and $20
million in 1945.%° In order to assist exporters. the QCIAA issued thematic
guidelines anfl directions to be followed by adveriisers in writing their
copy. Thus, much of the adverusmg, in addition to keeping the exporter’s

. hame before the Latin public. also stressed the various propaganda points
(e*g., inter-American solidarity, the Allied war effort. ete.) that the
OCIAA was trying to get across. By mid:1943, the OCIAA had been in

+ contact with over 1,500 firms, assisting them in their advertising in Latin
Amenca This included both Latin American print and loca] radm adxer
* tisers.®
+ The primary task of OELAA's activities in this area was to direct
United States adyertising toward pro-Allied media and usesuch advertis-
ingto win Latin American support fof United States policy. In some in-
stances, however, newpapers and radio stations were pressured to drop
advertising ffom blackSisted firms. In- Mexico, for example, a number of
newspapers were informed that unless they discontinued advertising
from suspected pro-Axis figms. United States motion picture advertisers, "
. who purchased seveml full pages daily, would withdraw their advertis-
ing. The Mexican newspapers gave in.8*

In conjynction with its black-listing and advertising projects. the

» OCIAA'’s press sectin began to supply news releases, feature stories,
photographs and other editorial material to Latini American publications
and radio stations: By mid-1944 the OCIAA estimated that it was
c!istr_ibu,ting an average of four items'oi information daily' to eai;{h_ of over




The U ‘S} oy 'li‘nrd world Commumcaumw Latin America, 1900-1945 - :
> 1 000 1ead1‘ng newspaperg in Latin America. It also estimated that ap .
= ‘groxunate,lv 75 percent of material was bging used.s? The OCIAA also ex-

“ pedited shipment of newsprmt to those publlcatlons fnendly to the Alhe&
- warcause.

An early area of OCIAA effort was the promotmn of United States
shortwave radio broadcasting merica.** Before Pearl Harbor
the OCIAA provided the comm hortwave radio broadcasters, par-
tienlarly NBC and CBS, 'im‘ormatlon about broadeasting reception, the
¢haracteristics of the Latin American audience and suggestions for pro-
grams, Initially sueh ‘shortwave ac‘tmty consisted primarily of direct
broadcasting. Botli the OCIAA and the shortwave broadcasters however,
"sooh réalized that-aifar larger Latin Americhn audience could be reached

~tHrough rebroadcasting shortwave’ programns over local radio stations.
This req;mred that the shortwave broadeasters organize ehains of affitiate
stations in Latin Amenca to which they would transmit shortwave pro-
‘grams for rebroadcasting. In'1940\and 1941 NBC, CBS and Crosley each
ommzed their own separate I network of stations. By the end of 1941

) NBC claimed 117 stations in lts network, CBS,.76 and Crosley, 24.¢* Of
the approximately 700 Tadio srgtions ‘in Latin ﬁ(merﬂ:a.m 1941, roughly
one- third were affiliated with United.States shortwave nétworks.*

" After the United States entry into the war, the OCIAA considered a
number of plans to re-orgamze the United Statés shortwave service, The

. -sale of advertismg_ time 'on shortwave services proved to be a commercial
faﬂure. ‘and shortwave broadcasters could not run their services in-
deﬁmtely at aloss, The OCIAA, along with the OWT, finally settled on an
ari‘a ement whereby the government leased all time on the shortwave
stations. OCIAA signed contracts with NBC and CBS to do the prograrn-
ming under OCIAA program guidelines. -Such programming was then
beamed to the Latin American affiliates and rebroadeast locally. .

~An 1rnportant element in the,OCIAA s media activities, particularly in
radm. was the OCIAA rd*matm g committee that existed in each of the
Afnericdn’ repubhcs. ése committees oversaw OCIAA activities on a
local 1evel They had official government status, worked in conjunctien
with the local United States embassy, and were funded by the OCIAA.
Théir ‘connections to the OCIAA or the State Department, however,
Were not publicized. The local committees were comprised of- prominent
United’ States ¢cjtizens, mosi.‘whom were ernployees of Latin- American

- subsidiariés of Unitéd States companies. The cogrdinating committee in
Argéntina, for example, was headed by an official from the loca branch of
the Standard -Oil Company. Committee members inchided employees of
Ford, National City Bank, A¥meo and General Motors . {The press-radio

" division’ of the Ar.geﬂ'ﬁne committee was run by representatives of the
local branches of RCA, McChn,p Enckson, N. W, Ayers and J. Walter
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Thompson,*¢ In time the coordmatmg committee became an effective fleld‘

organization for the OCIAA:

OCIAA radio operations were divided between direct shortwave and
shortwave rebroadeasting and local fadto broadcasts based on transerip-
tions and local livé productions. Time on local radio stations was bought
by the,OCIAA. In the case of the shortwave rebréadeastg on the local af-
filiates of NBC and CBS. the local stations received their fee through the
networks. For transcription broadeasts. and local live productions, the
local eoordinating committee made all the arrangements, bought the time

, onythe local statien ahd checked the actual broadcast. The majority of pro:
grams transmitted over shortwave Were news ind commentary focusing

on the war. Both shortwave and transcribed programs also includled |

musical and varjety shows (including a Spanish version of the "Hit
Parade” and dramatic productions. The following example of radio
shows, taken fromn art OCIAA program “handbook, gives an idea of the
programs prodyced by the OCIAA and broadcast by shortwave.
transcription, or live local production:

Cavalcade of America — The struggle for freedonin the United States . . . Places special
emphasis on the part played by American citfzens in the fight.

Herals Tribute — Re-enacted dramatization of the American fighting men on the far-

*flung fropts of Eurepe:

The Mysterious One — Based on authentic information of pro-Axls activities . . . Takes
the form of fietionalized drama depicting a typical Latin American. his sincere adn‘nration of
the United States and the United Nathns . An extremely powerful means of makmg
clear to the masses what pro-Axis acl.wltles really mean in terms of their own in-

dependenice, their own economic welfare, and the existence.of their nations sovereign,

states. (sict -
Believe it or Nat ior_Soul.h America — These programs present interestipg facts wlth
particular reference 1o therWar and hemispheric defense effort. Y
Fighting Youth — Patterned after Major’ Bowes” Amateur Hour. Programs center
around a master of ceremonjés who interviews men in the army camps. Performers discuss
their training to defeat the enemy. describe Army llfe. and talent is demonstrated in singing
and playing of musical instruments.*’

- 0CIAA shows atternpted io achieve the overall goal of creaung Latin
Ameérican support for ﬂle war effdrt and establishing closer ties between
the United States.and ‘Latin erica. How successful the individual
shows were was never precisely determined.*® A number of the pro-
grams, however, were popular fehough that after the war regular ¢om-
mercial gponsors in Latin America took them over and continued produc‘
ing them,** {

OCIAA mvolvement in prodhcing ahd broadeasting these programs
over Latin American radio was not a secret, The OCIAA, however,
generally tried to keep as-low a profile as possible. Initially the OCIAA

prohibited local coordinating committees from seeking local commercial
sponsors for the transeribed and locally produced OCIAA radio pro
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- grams. Bv 1943 it ‘had changed that policy, however. both to save money
and to take “the sting from our propaganda message because the show is
not automatically suspected of being government inspired.""

Although the jmmediate major goal of OCIAA's information actwltles
was to counter Axis propaganda and mobilize Latin Amerjcan public opi-
nion in support of United States policy, a coricomitant. but not as well ar-,
ticulated, objective of OCIAA officials involved the “modernization” of
Latin Amenca&medla With few exceptions the QCIAA radio staff came
from backgrounds in advertising or commerical radio broadcasting. ™ In

. trying to reach Latin’ American radio audiences they applied their
* knowledge. assumptions and biases acquired from working in U.S. broad-
castinig to the Latin American radio situation, Many of {hem felt that
compared tv the United States much of Latin Amerlcan radio was vastly

_underdeveloped &nd that few Latin Americans understood or appreciated
the potential of radjo.-OCIAA radio ‘officials tied the success of their Latin
‘American activities to their abihty 40 upgradé and modernize the
medium. This attltu}!e is well expressed in a memorandum written in
1941 suggestmg a major subsidization of NBC and CBS program and net-
work activities 'in Latih America in order to corsolidate the networks'
presence in the region and'build major radio audiences. The memoran-

dum argued:

We will find ourselves. at the cost of a million dollars or so. revoluntioniZing t he radio pic-
ture in Latin America. bringing to those countries the same benefits that accrued to our nay,
tion from the development of chainTadio. We will bujld the habit of listening on one side,
and we will create the star show philosophy on the other. We will make radic not only more
desirable from the quality of offerings. but more exciting. more varied. more colorful, and
hence increase its efficiency in the sale of more sets, the greater use of sets, and as our au-
«dience builds, we will have the means of educating, influencing. znd informing the peoples of
the other republics e

. After 1943, the OCIAA emphastzed the role that advertlsmg would
play in éxpanding and developing markets in Latin America for United
States goods and saw much of its information activity as preparing for
this. Much of the information gathered®y the OCIAA on Latin American
media and markets was made available to United States advertisers and
exporters. In 1943 the OCIAA put together &*“media cost plan for
United States exporters “which.enable(d) Qﬁmanufacturér to form a quick
‘rough estimat® of the cost of an advertising program in Latin Americato
fit almost any budget.”” In 1944, the OCIAA compiled all its information
on radio, press, and magazine advertising rates and market size in Latin
America in a book made available to United States exporters. This
publication represented the first comprehensive guide to Léfip American
advertising media and was heartily welcomed by exporters.™

Overall, the impact and success of the OCIAA's information activities
in Latin America are hard to gauge. Rockefeller estimated that 'the Mo-
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tion Picture Division's material at its peak Was viewed by over 40 million
Latin Americans weekly: the Radio Division output was heard by 15 to 20
million daily, and the Pregp Blivision's material reached 40 to 60 million
Latin American’s monthly.’ No'efforts were made to study of measure
the effect of such output onLatin American public opinion. No substantial
surveys were conductéd and, other than anecdotal accounts, there is no
clear evidence that QCIAA’s efforts were successful in countering Axis
propaganda or mobilizing public opinion in favor of the United States.

" The greatest observable impatt of OCIAA’s activity was notygn public
opinion but on the structure and operation of the Latin American media,
By . exploiting the media’s dependency on United States adyertising
revenue the OCIAA strangled those publications and radio stations which
did not support United States interests or war aims and bolstered those
media which did. In the press, it.accomplished this largely through the
willingness bf United States advertisers to follow OCIA A's guidelines and
directives. In radio, this practice was complemented by direct United
States government payments to radio stations. It was estimated that by
the end of the war the United States government, through the OCIAA,
was the largest radio time user and revenue producer for Lmtin American
broadcasters.” While the QCIAA may not have won the support of the
Latin American masses, it nevertheless gained the allegiance of the Latin .
"American media ow ners. . 4 oL

Aside fromits political impact on the Latin American media, the
OCIAA information activities had the more basic effect of assisting the
development of the Latin American media, particularly the newer
medium of radio, along the lines of the*United States model. One goal of
the OCIAA was to further develop Latin Aprierican media as advertising
outlets fr United States exporters to the region. Moreover the OCIAA,
through its radio programming activities, played a great role in determin-
ing the character of Latin American radio. ®rogram formats and styleg
began to resemble those of the United States. As the Latin American cor-
respondent for Variety noted happily after the war: )

-

Ten yearsago Latin. American radio was attuned to the Old World, The tastes of its direc-
tors and listeners were altogether European. Today Latin American radio, celebrating its
25th anpiversary, is distinctly of the New World . . . . '

Advertising agencies, some local, many branches of North American firms, find radio one
of their best media. In the smaller places, the stations do the whole job themselves, getting
their own business. developing progzams and doing their own collecting . . . Bigger stations
.. . are following the trend fro United States and are producing more and-more live
programming. especially, during®vening hours. These stations and others like them time
their productions and program them as in the United States. Broadcasters who.once im-
ported their top talent, ideas, equipment and way of eperation from Europe now lock to the

.United States, They bring down yanqu/ artists and even struggle through the hot-pix-stix
language of Varfety. the U.5. radio and theatrical weekly. to catch up with what's new.
They have their programs cut and fitied to the tastes of I5cal listeners. But théyve borrow.

. el many ideas, from quiz shows {o commentators and man-in-the-street interviews.”

K "
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Soon after the war the OCIAA was disbanded and its media activities
either discontinued or transferred to other government agencies.
Nonetheless the OCIAA was successful in its attempts to gain the
allegiance of Latin American media owners for United States interests
and to remold in great part the Latin American media te better meet the
post-war advertising and marketing needs of United States exporters.

»
’

Conclusion

By 1945 the dominant position of the United States hemispheric
economic and political affairs was unchallenged. In post-waf world affairs
the United States government could safely ignore the social and economic
problems of Latin America while it turned its major attention and efforts
toward the probléms of recreating a new world order.

As a laboratory for economic policy and political practice, Latin
America served as a testing ground for United States policies and prac-
tices in the area of communications and media. Just as the modern United
States policy of free trade received its first manifestation in Latin
America in the form of reciprocal trade treaties and Export-Import Bank
loans, so also did United States policies and practices of control over in-
ternational communicatigns and cultural diplomacy receive their first
workout. The testing-ground nature ofUnited States eommunication
policies and activities in Latin America continued after the-war. At the

5 inter-American conference in Mexico City the United States called
11%1 Latin American £overnments to support the principle of the free
and unrestricted flow of comMmunications and information among nations.
This marked the first appearance of the principle upon which United
States post-war policy in international communications was based. The
final declaration of the conference embodxed the free-flow doctrine and
further committed the American republics to promoting its acceptance by
all the nations of the world bt

us by 1945, the Unitéd States had developed communications prac-
tices and policies in Latin America designed to complement and enharice
its etonoipic, military, and political contiol of the regmn In those areas
Awhere private mediz mterests were successful in penetrating Latin’
Amertean natfons, such as the film and advertising indusiries, the United -
States goverament lent assistance and encouragement. In the areas
where private interests were not successful, such as in shortwave broad-
casting, the government itself stepped in and undertook media activities.
Thus the United States faced the. post-war era of world expansion with a
partnership between government and media ipterests worked out on the
basis of the. experience in Latin America. s
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