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TRAVELING SALESMEN, EXPANSIONISM,
AND THE AMERICANIZATION OF EATING







similar triy

i

Fras

IN FEBRUARY 1902, SALESMAN ALEXANDER MACWILLIE OF PITTSBURGH'S H.J. HEINZ CO
sail from San Franeisco for the Far East. MacWillies sales record surpassed all bur one of rhe

traveling salesmen working at Heinz in the first quarter of fiscal yvear 1902: he had made 2
p the previous year to Puerro Rico and the West Indies. Though “loathe to

151

g0 to the Far
, as he would later recount,

Mr. Heinz said I must go and that he would take me out to San

icisco and drop me in the acean either to go or drown so determined was he that 1 make the trip.™




LONG BEFORE THE COCA-COLA
BOTTLE BECAME THE ICON OF AMERICAN
COMMERCIAL UBIQUITY, THE HEINZ KETCHUP
BOTTLE APPEARED ON TABLES AROUND THE WORLD.




Mr. Henry John Heinz

BEFORE THE EXPORT OF AMERICAN FOODWAYS
COULD COMMENCE, NATIONAL TASTES HAD TO

DEVELOP WITHIN THE UNITED STATES. PACKAGED
AND CANNED FOODS CONTRIBUTED SIGNIFICANTLY
TO THE NATIONALIZATION OF FOODWAYS.




BY THE EARLY 1890S, HEINZ EMPLOYED MORE
THAN 100 SALESMEN, MOST OF WHOM COVERED
TERRITORIES WITHIN THE UNITED STATES. IN AN
ERA WHEN WHOLESALERS, OR JOBBERS,
TYPICALLY PEDDLED THE GOODS OF A VARIETY OF
MANUFACTURERS, HEINZ SALESMEN SOLD ONLY
HEINZ GOODS.

Mr. Alexander MacWillie

AT THESE DEMON-
STRATIONS, THE SALESMAN SET UP A LONG
TABLE AT WHICH CUSTOMERS COULD SAMPLE
HEINZ GOODS, SERVED FROM SILVER CHAFING
DISHES BY A WELL-GROOMED YOUNG WOMAN,
THE "DEMONSTRATOR."




To knit the sales force more closely together, the Heinz
Co. began a newsletter for its traveling salesmen in 1897.
This monthly organ, first called Pickles and later The 57,
published articles on Heinz products and the vegetables from
which they were made, on different departments at the
Pittshurgh plant, and on branch factories around the country.
Reports on expositions, exhibirions, and conventions ran

alongside notes about personnel and social events.

Pickles kept its readership up to date on the activities of
traveling salesmen abroad. From 1902 to 1904, the
adventures of Alexander MacWillie received almost monthly
notice, from brief tidbits to lengthy accounts, as the traveler
zigzagged across the South Pacific. MacWillie arrived in New
Zealand in March 1902 after brief stops in Hawaii and the
Samoan Islands. From Honolulu, he reported that he attended
a costume party where a native woman wore an outfi
festooned with Heinz watch charms and trade cards." His
rhetorical question, *How was that for one of Uncle Sam’s
latest accessions?" communicated the broader sentiment
among Americans that newly subjugated peoples could only

benefit from exposure to American business and culture.

Upon his return, MacWillie reported at length on the
Hawaiian rrade.” He classified the retail stores in Honolulu
as “two high class stores, about a half a dozen medium class
stores and the balance of very ordinary character catering to
the Japanese and Chinese”; the high and medium class stores
were run by Englishmen, and the rest were owned by Chinese
shopkeepers, In contrast to Heinz sales in the United States,
and owing to his short supply of goods for demonstration
work, MacWillie did business with a wholesaler in Hon-
olulu. Presumably, this group included those shops that
catered primarily to rthe non-white population, since this
particular wholesaler controlled more than half of the city’s
grocery trade.'” Commenting on the competition in preserved
foods in Hawaii, MacWillie noted that “English goods are
very firmly established there |in Honolulu] but they are
losing ground now on account of the fact that the Islands are
now a part and parcel of the United States.™ The political
annexation of the Hawaiian islands in 1898, spurred by
economic motives and assisted by American Marines,
facilitated trade wich the mainland and proved to be a
commercial boon for American business,

From New Zealand, MacWillie sailed to Australia to
catch a ship to the Philippines, and then to Hong Kong,
Shanghai, and Nagasaki. As evidence of the success of
MacWillie’s trip, Pickles reported the volume of goods
(“3609 cases of assorted goods, 133 barrels of Vinegar,

and 9 barrels of Sweer Mixed Pickles”) shipped to the
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Philippines, New Zealand, and Australia.” MacWillie re-
turned to the Philippines in August and remained there for
two months. In Manila, he visited almost every retail store.
His knowledge of Spanish came into use, as many of the

proprietors spoke only thar language.

MacWillie acknowledged that the success of the Heinz
business in the Philippines depended on the presence of the
American government (and American residents) in that
country. “The great bulk of the Filipinos,” he declared, “do
not use that sort of goods and never will.”""

MacWillie left Manila in October, spent six weeks
traveling back to Hong Kong and Shanghai, and then
returned to New Zealand and Australia. He traveled
throughout the Australian continent for six months in 1903,
hitting the cities of Kalgoorlie and Perth in the west,
Adelaide and Melbourne in the south, and Brisbane and
Sydney in the east. In July 1903, he sailed for South Africa.
He stayed in that country for almost a year, surviving a bout
with malaria, before returning to Pittsburgh and the Heinz
home office in July 1904.

The corporate boosterism surrounding MacWillie’s trip

reflected the ambitious commercial expansion undertaken by

the Heinz Co.; to motivate the sales force, the newsletter
broadcast the firm’s intentions and successes. In August
1902, under the headline “Branch Correspondence and News
from our Travelers,” Pickles prefaced a letter written by
MacWillie from New Zealand as follows: “Thoroughly in
keeping with the rapid strides in the Western Hemisphere has
been the great and broad expansion of our business in the
Eastern Hemisphere. The earth is encircled by our travelers
and on the globe alone can our branches be indicated and our
story panoramically rold. To South Africa and Australia, to
every continent on the earth, our travelers are regular
visitors, firmly establishing the ‘57°."" Such hyperbolic com-
mentary reflected American exuberance at flexing its
commercial muscle in the international arena. No longer a
backwater ex-colony, the United States had entered the ranks

of the imperials.

he Heinz Co. was not the only firm to realize the
potential of overseas markerts. By the 1890s, both political
leaders and manufacturers saw exports as the solution to
instability in the American economy. Although almost 80
percent of U. S, imports went to Europe in 1898, Americans
recognized the limitations of sending manufactured goods
to similarly industrialized nations. Many industries looked
to the east to develop new markets.'" In 1902, Pickles

reported: “The ability of America to produce more than it

Improve every food
they touch.
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AFTER CELEBRATING AMERICAN ABUNDANCE
AND ADVANTAGE, THE PICKLES ARTICLE WENT ON
TO BOAST OF HEINZ'S ACHIEVEMENT IN EX-
PORTING AMERICAN FOODS AND
FOODWAYS:

Miss Margaret M, McLeod

IT WAS MCLEOD WHO HAD THE NOTION TO
SERVE INDIA RELISH WITH BAKED BEANS, WHICH
RESULTED IN BRISK SALES OF BOTH PRODUCTS.
MCLEOD'S PRESENCE ATTRACTED ATTENTION

FROM THE LOCALS, AND EARNED MORE PRESS FOR

HEINZ THAN MACWILLIE COULD HAVE GARNERED
ON HIS OWN.




M Presidential Scholarships valued
from $3,375 to $6,750 automatically
awarded to students who rank in the
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that has set the United States on the road to commercial
supremacy.”* MacWillie and McLeod’s methods impressed
the foreign clientele, who then extrapolated from Heinz to all
of American business. “If we may take [MacWillie] for a
typical American,” announced the Wynberg Courier of Cape
Town, South Africa, “there is bound to be before thar enter-
prising nation a great future indeed and an experience of
‘world conquest so complete as never yet seen in the depart-
ments of commerce and trade.” The article went on to “ac-
knowledge from force of experience, rather than generosity,
the superiority of American rtrade principles ... I[f] [Mac-
Willie's] visit is to have any effect on our community, it
should be that of impressing us with the great necessity of
waking up, lest the field be mown in front of our feet before
we are aware of it!"*

The success of Heinz goods in Australia and South
Africa was surprising, considering the relationship berween
those countries and England, MacWillie commented on anti-
American prejudice in South Africa in the wake of the Boer
War, and characterized the locals as extremely loyal to the
British Crown and, by extension, to its commercial products.
However, since South Africa imported a grear deal of its
goods, MacWillie recognized the opportunity for Heinz to
grab a share of the market. He frequented stores run by
proprietors of English descent but also those run by Chinese,
Indian, Dutch, and Jewish owners in attempt to build
business for Heinz, and managed to place the signature

ketchup borttle in every store.

Nonetheless,
he recommended that the company continue “to work the
whole country,” advice consistent with Heinz's expansionist

mission." He even advocated “house to house” canvassing in







IN HIS PREJUDICES TOWARD OTHER RACES
AND NATIONS, MACWILLIE WAS A PRODUCT OF HIS
TIME. MANY AMERICANS SHARED HIS BIASED
VIEWS. A SENSE OF RACIAL AND CULTURAL
SUPERIORITY HAD TAKEN HOLD IN THE LATE
NINETEENTH CENTURY AMONG AMERICANS
INFATUATED WITH THE NOTION OF
AN EVOLUTIONARY PROGRESSION
OF RACES.

Mr. MacWillie In the Palace Grounds

FROM THE EXPERIENCE OF ALEXANDER
MACWILLIE, IT IS CLEAR THAT COMMERCIAL TRAV-
ELERS AT THE TURN OF THE CENTURY SOLD MUCH

MORE THAN THE GOODS IN THEIR SAMPLE CASES.
THEY ALSO PEDDLED THE NEW AMERICAN CON-
SUMER CULTURE.
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eaturing Ligne Roset, Ralph Lauren. Tufenkian

Tibetan Rugs, Sisal & Wool Sisal Rugs, Shabby
Chic, Barbara Barry, Berber broadlooms, and
Karastan Rugs. Experience the most up-to-the-
minute home furnishings stores in rown.

SHOWROOMS DESIGN STORE

324 S. HIGHLAND 5511 WALNUT

412.441.8888 412.687.1111
a place you can call home™ SHADYSIDE SHADYSIDE

K. Goldsmith & CO., Inc.

247 Fort Pitt Boulevard
Pittsburgh, PA 15222

412-256-2300 Fax: 412-261-2434

“HAVING COME ALL THE WAY FROM : : Commercial, Industrial
BOSTON TO SHOW US WHAT WE Brokerage and Leasing

[ ]
SHOULD EAT, HOW WE SHOULD EAT
Property Management
IT, AND OUT OF WHAT PARTICULAR

®
PICKLE JAR OR CONDENSED SOUP Tenant Representation

CAN WE SHOULD OBTAIN THE SUC- ¥ °

CULENT NUTRITION."® Development
2

Corporate Services
=]

Office Leasing

JOIN US ON THE WEB
http://www.kgoldsmith.com







Pittsburghs Premier
Oriental Rug Center

French Aubusson Ferehan Oushak

SHEHADY'S CARPE & RUIGS

* Your Source for Antique and Decorative Rugs
* Expert Restorations

* Designers and Architects Welcomed

1421 PENN AVENUE, PITTSBURGH, PA 152272

412-471-6336

Fax: 412-471-6380




