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The publicity was largely hospital oriented, but many Cadet Nurses chose baccalaureate programs.

use the broadcast as a nucleus
around which to recruit for their
own programs. The first ceremony
on May 13, 1944 was broadcast
from Constitution Hall in Washing-
ton, D.C. Participants included Mrs.
Franklin Roosevelt, Frances P. Bol-
ton, Congresswoman from Obhio,
sponsor of the Act creating the
Corps; Helen Hayes; and some 750
Cadets from Washington, D.C. area
schools. There were 250 local cere-
monies that tied into the national
event, with at least one in every
state.

The birthday ceremonies were
also highly publicized. On the first
anniversary of the Corps, Surgeon
General Parran presented the new
white, silver, and scarlet Cadet Corps
flag to Miss Petry. On the Corps’
second birthday, President Truman
reviewed the plans for the Cadet
Corps and Mrs. Truman cut a Corps
birthday cake. Simultaneously, in
New York City, a group of 500
Cadets gathered in Times Square
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where they sold slices of “The
Largest Birthday Cake in the World"
as part of a bond drive rally.

RECRUITMENT

In an effort to attract and hold
the attention of potentially qualified
candidates for the Cadet Nurse
Corps, a pledge program was in-
stituted for high school juniors and
seniors. Using a poster showing a
Cadet nurse pinning a pledge pin on
the sweater of a high school girl,
along with a leaflet “Pledge Your-
self,” this campaign turned into
quite a success. The names of those
who pledged were turned over to
state and local councils who car-
ried out a follow-up campaign.
Publishers of Senior Scholastic and
Education for Victory included re-
leases on the pledge pin program
and recommended it as a worthwhile
school activity.

In an effort to enroll more col-
lege women in nursing programs, a
college guidance program, under the

joint sponsorship of the Division of
Nurse Education and the National
Nursing Council for War Service,
was organized in late 1943. Thirty
special Corps representatives—all
college graduates themselves—vis-
ited 600 colleges and talked to some
60,000 college women and 800 fac-
ulty members at over 2,000 student
conferences. The representatives
stayed in dormitories overnight in
order to have informal evening ses-
sions with the girls and get a better
chance to talk with sorority groups
meet parents, and confer with
various college personnel. The fact
that this type of publicity cleared
up misconceptions about nursing i
evident in the following excerpt from
a college field representative’s re
port:

I had a long conference with President
He was terribly
uninformed as to modern nursing an

of course the cadet program. Evidently:
the majority of what he knew abo

nursing was learned from the schoo
nurses he had employed . . . T hope bY
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the time we finished our discussion he
understood more about modern nursing
and will from now on feel satisfied to
lead his students into our profession.

FRINGE EFFECTS

Whenever a potential demand for
a product exists, some manufacturer
is likely to take advantage of it.
Thus, the Lentheric cosmetic com-
pany created a special kit of lipstick
and rouge just the color of the trim
on the Cadet uniform, named it
“Rocket Red,” and marketed it
especially for purchase by Corps
members. These cosmetics were
packaged in a gray plastic con-
tainer with an eight-point Maltese
cross in red as the motif.

Naturally, some criticisms of this
Madison Avenue publicity program
were heard. Occasionally one could
open a magazine or newspaper and
find the Cadet Corps being adver-
tised by a liquor or cigarette com-
pany, even though this was greatly
discouraged by the Division of
Nurse Education. Now and then an
unfavorable editorial about the fed-
eral government running nurse edu-
cation would appear in a newspaper

*We feel
awfully good

somewhere, or news would be re-
ported incorrectly. Certain individ-
uals felt that there was too much
emphasis on “free education with
pay” and not enough on “if you
qualify,” attracting less capable
people into nursing. Highly tradi-
tional nurses complained that too
much glamour was used in selling
the Cadet Nurse Corps; they com-
plained about “hair touching the
collar” and “rings on their hands.”
In response, one advertising agency
replied:

Perhaps we should run the campaign
saying that nursing is very poorly paid,
that the working conditions are terrible
and that, if you are really very silly,
you might like to go to a very second
rate nursing school where you will live
in the most uncomfortable surroundings.

Whether one thought mass advertis-
ing for nursing education was an
embarrassment or a dynamic ser-
vice, a blessing or a curse, it was
successful.

Criticisms were rare, though, con-
sidering the magnitude of the pro-
gram, and the overall reaction of
nurses to the publicity program was
positive. The total evaluation of the
Corps’ effect should not be mea-
sured solely in terms of the num-
ber of students attracted into nurs-
ing, although it certainly passed
this test with flying colors. Admis-
sion quotas for the Corps were met
all three years, and so attractive
were the incentives that it was not
until 1970 that admissions to all
schools of nursing surpassed the
landmark 67,051 who entered in
1944; of these, over 57,000 were
Corps members. Perhaps of even
more significance was the “loosen-
ing up” of the thinking of nurses
about the advantages of publicity;
positive aspects were openly ac-
knowledged and fears of gaining pub-
lic attention began to dissipate.
Along with this change in attitude,
numerous nurse educators gained
knowledge of some of the basics of
good public relations.

The success of this huge publicity
campaign is accounted for in part
by the professional use of sophisti-

cated and highly skilled advertising
methods. After making an inventory
of the desires, hopes, and dreams of
their market, which consisted of all
women 17 to 35 years of age living
in all areas of the country in all
socioeconomic groupings, the Divi-
sion of Nurse Education skillfully
projected these pre-existing desires
into the Cadet Nurse Corps. Dreams
of obtaining an education, prepar-
ing for the future, being a nurse,
helping with the war, and being
glamorous were tapped, rather than
any attempt to create new desires or
to educate the audience. In a way,
it was not too difficult to promote
the Corps because it did offer a
great deal in the way of benefits to
those who joined, even though these
were of a long-term nature in con-
trast to the immediate benefits of
working in a war plant for good
wages.

ON THE WHOLE

Those associated with the Corps
realized that an effective publicity
campaign needed first to determine
the level of awareness of the audi-
ence. The public was generally cog-
nizant of the fact that nursing ex-
isted, but didn’t know much about
it;, many potential Cadets and their
families weren't aware that the pro-
fession offered so many advantages
or that it was so readily available
to young women. By linking exist-
ing knowledge of nursing with
knowledge of a new service, the
Corps, the publicity campaign rein-
forced the prospect's desires, sharp-
ened her mental picture of how this
action would help fulfill her hopes,
and offered a means for her to sat-
isfy those desires. A stuffy attempt
to educate the girls into choosing a
career in nursing would not have -
been nearly as effective.

In the end, the cost of recruiting
each Cadet came to a total of $92,
of which $87 represented donated
space, time, and service. Given the
magnitude of the task and the com-
peting forces present at that time,
it was a remarkably low amount
with an impressively high return. W




