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Abstract 

Despite tremendous change and instability during the second decade of the twentieth century 

due to modernization, war, and political reconfiguration, some elements of everyday life in 

Cracow and Lemberg maintained a remarkable measure of superficial resilience. This study 

explores the resilience of newspaper advertising culture despite the violence and turmoil 

experienced during and after the First World War. It seeks to explain the ways in which 

advertising proved adaptable and the ways that it subtly, but significantly, changed. Both 

newspaper culture and advertising as a mode of social communication survived the war years 

and the unstable years in the early interwar period. This is a testament to their integral nature 

in the character of the modern cities of Cracow and Lemberg. The system of newspaper 

advertising had been in place for over a decade before the war broke out; and the level of its 

usage in the immediate years preceding the war is evidence of its familiarity, utility, and 

acceptance among the populations of Cracow and Lemberg. Though some areas of modern life 

suffered lapses that seemed to arrest the effects and benefits of modernization, newspaper 

advertising survived the war because it was an established part of urban culture prior to this 

period, and because it was able to adapt to the needs of advertisers during times of conflict. 

Further, as a reflection of the urban culture in Cracow and Lemberg, advertising as a mode of 

social communication serves as a lens to highlight changes in class and gender dynamics during 

the period from 1911 to 1921. 
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Introduction: Newspaper Advertising during a Tumultuous Period 

A citizen of Cracow who picked up a copy of the Ilustrowany Kuryer Codzienny (hereafter 

IKC) on the first Sunday in September 1912 would have been greeted with a sensational image 

of a policeman in Berlin on the ground shooting his revolver up at a man who had just knocked 

him off of his feet. Beyond this sensational image, the reader would see news from Cracow, 

from elsewhere in the region, and from other cities, such as Berlin, Vienna, Moscow, and 

Warsaw. Each page also contained a few advertisements for various goods. Banner 

advertisements for men’s razors, chocolates and sweets, and modern technologies, such as the 

gramophones sold by Józef Weksler, may have caught the reader’s eye. By the end of the 

edition, the final two pages were entirely comprised of advertisements. Eye-catching 

advertisements for everything from cosmetic goods, to women’s fashion, to jewelry, sports 

equipment from a general store, and hernia belts competed for the reader’s attention.1 Had 

that same Cracovian picked up a copy of the IKC on the same day in 1918, the major headline 

on the front page would inform them that the three former partitions of Poland were now 

united with the subheading “at what cost?” Reading their way through the articles in this 

edition, most of which reflected the uncertainty of life in Galicia late in the war, the reader 

would have seen far fewer illustrations than in prewar editions. The advertising interspersed 

throughout the articles and in banners at the top and bottom of the pages was reduced to a 

minimum. Reaching the end of the issue, however, readers would have found themselves 

concluding with the familiar, two final pages devoted solely to advertising. The advertisements 

there would be similar to those in 1912. Cosmetics, shoes, general stores, and even hernia belts 

                                                        
1 Ilustrowany Kuryer Codzienny (IKC), 1 September 1912. 
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were still being advertised, with the similar use of varied fonts, borders, and illustrations to 

catch the consumer’s eye.2 

While newspapers and newspaper culture persisted across the war years, the 

publications were unquestionably impacted by the war. Much like other areas of life in Cracow 

and Lemberg, the newspapers reflected the trepidation felt in the early years of the war due to 

the proximity of the two cities to the front lines. In the later years of the war they were 

impacted by inflation (witnessed by rising costs), scarcity (fewer publication pages, with fewer 

illustrations), and a decline in cultural and lifestyle reporting (much of the writing present was 

devoted to war related news from around Europe and the war). However, advertising within 

these newspapers persisted in a way that reflected a culture far more adaptable and malleable 

to the situation at the time. This is not to say that the advertising culture represented in the 

newspapers emerged unscathed. As noted above, fewer advertisements appeared in the midst 

of the article pages. Additionally, advertising costs would eventually begin to rise in response to 

inflation, and the physical size of many advertisements would be reduced before the end of the 

war. That being said, as newspaper publication continued, the relatively recently established 

mode of communication of advertising proved resilient and adaptable enough to continue 

throughout the war period and into the 1920s in a form and function that was immediately 

recognizable and familiar from prewar newspapers.  

A study of advertising within newspapers in Cracow and Lemberg across the period from 

1911 to 1921 illuminates the ways in which advertising, as a cultural artifact and means of 

communication, responded to an era of war and dramatic political change. An examination of 

                                                        
2 IKC, 1 September 1918. 
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the content of the advertisements present during this period also provides a window into the 

socioeconomic and cultural shifts that occurred or persisted across the war and into the 

interwar period. 

Despite tremendous change and instability during the second decade of the twentieth 

century due to modernization, war, and political reconfiguration, some elements of everyday 

life in Cracow and Lemberg maintained a remarkable measure of superficial resilience. This 

study explores the resilience of newspaper advertising despite the violence and turmoil 

experienced during and after the First World War. It seeks to explain the ways in which 

advertising proved adaptable and the ways that it subtly, but significantly, changed. In order to 

do so, it is necessary to situate the subject of this study within several historiographical fields, 

including Habsburg, Galician, Polish, urban, and First World War history.3 

The Habsburg, Urban, and Galician Nature of this Study 

 The history of Galicia, and its major urban centers of Cracow and Lemberg, from the 

turn of the century to the early post-World War I era, is one that exists firmly within the history 

of the Habsburg Empire. John Deak’s Forging a Multinational State, for instance, examines ways 

in which the Habsburg authorities increasingly worked to mediate relationships between the 

government and various politically active nationalist groups in the empire. Deak highlights the 

willingness of the government to concede that the bureaucracy itself needed reform in the final 

                                                        
3 A note on place names. Throughout this study, I have chosen to refer to Cracow by its commonly accepted 
spelling in English, and its citizens as Cracovians. For the city of Lemberg, I have chosen to keep the German 
spelling, as it was the official name of the city for the majority of this period (from 1911 to 1918). I have chosen to 
refer to the citizens of Lemberg as Lvovians for ease of reading and pronunciation; this term is far more appealing 
than referring to the local populace as Lembergers, in my opinion, and it allows me to still convey the sense of the 
use of the Polish language in the city and its newspapers that choosing to use Lemberg over Lwów does not. I hope 
that the reader will forgive me for any potential confusion.  
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decade before the First World War and he notes the efforts made to enact those reforms.4 In 

his masterful new history of the Habsburg Empire, Pieter Judson takes this approach and 

extends it to other areas of Habsburg history. Judson avoids the pitfalls of inevitability, and 

instead highlights ways in which the empire was effective at statecraft, sometimes in altogether 

surprising ways. Of particular interest is his assessment of those areas of state building that 

persisted within the successor states after the empire itself ceased to exist.5 In Judson’s 

estimation, it was the military-run government during the war that hastened the empire’s 

collapse.  

 Cracow and Lemberg were distinctly Habsburg spaces before, during, and after the war. 

As such, the history of these cities shares a heritage and narrative with the Vienna and 

Budapest of Carl Schorske’s Fin-de-Siècle Vienna, John Lukacs’ Budapest 1900, and Peter 

Hanak’s The Garden and the Workshop.6 These histories of the imperial capitals were followed 

by urban histories of Galicia such as Habsburg Lemberg by Markian Prokopovych and Nathaniel 

Wood’s Becoming Metropolitan. Prokopovych’s book is a comprehensive work chronicling the 

Habsburg-ness of Lemberg’s architecture and public space from the partitions to the outbreak 

of war, while Wood’s serves as a provocative history of the complex identities of Cracovians not 

                                                        
4 John Deak, Forging a Multinational State: State Making in Imperial Austria from the Enlightenment to the First 
World War (Stanford: Stanford University Press, 2015). 
5 Pieter M. Judson, The Habsburg Empire: A New History (Cambridge: Belknap Press, 2016). 
6 Carl E. Schorske, Fin-de-siècle Vienna: Politics and Culture (New York: Knopf, 1980); John Lukacs, Budapest 1900: 
A Historical Portrait of a City and its Culture (New York: Weindenfeld & Nicholson, 1988); Peter Hanak, The Garden 
and the Workshop: Essays on the Cultural History of Vienna and Budapest (Princeton: Princeton University Press, 
1998). 
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merely as members of national or ethnic groups, but also sharing a distinct urban identity more 

in common with the citizens of Vienna, Budapest, Berlin, and even London.7  

 While Cracow and Lemberg reside within an established urban narrative, they also 

belong to a distinctly regional narrative. Larry Wolff reminds us that the crownland of Galicia 

was born both as geopolitical unit and as an idea after the partitions. Under Austrian control, 

Galicia developed its own regional and cultural identity, which outlasted the region itself after 

its incorporation into the Second Republic.8 The citizens of these two cities who were reading 

the newspapers examined in this study inhabit this Habsburg, Galician, and distinctly urban 

space. 

World War I and the Early Interwar Period 

 In addressing the tumultuous decade of the First World War, this study enters into a 

particularly vibrant area of recent scholarship. Alexander Watson seeks to add a discussion of 

the German and Austro-Hungarian strategies in the east and southeast to the already vast body 

of scholarship, which focuses on western Europe and the American entrance into the war.9 

While Watson is not the first to focus on the German-Habsburg alliance, he is far more 

successful at telling the story of the Eastern Front than his predecessors.10 In a growing field of 

                                                        
7 Markian Prokopovych, Habsburg Lemberg: Architecture, Public Space, and Politics in the Galician Capital, 1772-
1914 (West Lafayette: Purdue University Press, 2009); Nathaniel D. Wood, Becoming Metropolitan: Urban Selfhood 
and the Making of Modern Cracow (Dekalb: Northern Illinois University Press, 2010).  
8 Larry Wolff, The Idea of Galicia: History and Fantasy in Habsburg Political Culture (Stanford: Stanford University 
Press, 2010). For additional assessments of the nature of Galicia, see Sean Martin, Jewish Life in Cracow, 1918-
1939 (Portland: Vallentine Mitchell, 2004); Joshua Shanes, Diaspora Nationalism and Jewish Identity in Habsburg 
Galicia (Cambridge: Cambridge University Press, 2012); Keely Stauter-Halsted, The Nation in the Village: The 
Genesis of Polish Peasant National Identity in Austrian Poland, 1848-1914 (Ithaca: Cornell University Press, 2001). 
9 Alexander Watson, Ring of Steel: Germany and Austria-Hungary in World War I (New York: Basic Books, 2014). 
10 Holger Herwig, The First World War: Germany and Austria Hungary 1914-1918, 2nd ed. (London: Bloomsbury, 
2014). Herwig’s first edition was published in 1996, and while it attempts a joint approach from the German and 
Austro-Hungarian perspective, it still focuses largely on the Western Front, and to a lesser extent Austrian troubles 
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scholarship regarding the Russian Empire’s role in the war, Joshua Sanborn’s Imperial 

Apocalypse stands out. His assessment views the Russian experience of the war through the 

lens of decolonization in Eastern Europe.11 Robert Blobaum’s recent work, A Minor Apocalypse, 

chronicles the immense disruption in everyday life experienced in Warsaw during the war, 

sometimes unnecessarily so due to German occupation policies.12 For Galicia, recent studies 

have focused on the interethnic and inter-confessional violence in the region, while a number 

of previous works focused on military actions in the region.13 Bartosz Ogórek has recently 

drawn the focus to everyday life in Cracow during the war and the long-term impact the war 

years had on a generation of Cracovian children.14 Within the historiography of the war, this 

study seeks to be a spiritual successor to the entries in the Cambridge series begun by Jay 

Winter and Jean-Louis Robert’s, Capital Cities at War.15 To date no work in English has 

                                                        
at home. Herwig gives very little space and consideration to the Eastern Front, uses no sources in languages other 
than German, and accesses no records from archives further east than Berlin and Vienna. 
11 Joshua A. Sanborn, Imperial Apocalypse: The Great War and the Destruction of the Russian Empire (Oxford: 
Oxford University Press, 2014). 
12 Robert Blobaum, A Minor Apocalypse: Warsaw during the First World War (Ithaca: Cornell University Press, 
2017). 
13 Christoph Mick, Lemberg, Lwów, L’viv, 1914-1947: Violence and Ethnicity in a Contested City (West Lafayette: 
Purdue University Press, 2016). This work originally appeared in German as Kriegserfahrungen in einer 
multiethnischen Stadt (Weisbaden: Harrassowitz Verlag, 2011); Alexander Victor Prusin, Nationalizing a 
Borderland: War, Ethnicity, and Anti-Jewish Violence in East Galicia, 1914-1920 (Tuscaloosa: University of Alabama 
Press, 2005); Mark von Hagen, War in a European Borderland: Occupations and Occupation Plans in Galicia and 
Ukraine, 1914-1918 (Seattle: University of Washington Press, 2007); Graydon A. Tunstall, Blood on the Snow: The 
Carpathian Winter War of 1915 (Lawrence, KS: University Press of Kansas, 2010) and Written in Blood: The Battles 
for Fortress Przemyśl in WWI (Bloomington: Indiana University Press, 2016); R.L. Dinardo, Breakthrough: The 
Gorlice-Tarnow Campaign, 1915 (Santa Barbara, CA: Praeger, 2010). 
14 Bartosz Ogórek, “The Unobvious Impact of the First World War on the Height of Pupils in Cracow Schools in 
1919-1933,” Acta Poloniae Historica 113 (2016):171-194; “Feeding the City, Feeding the Fortress: Cracow’s Food 
Supply in World War I,” Journal of Urban History (March 30, 2018). DOI: 10.1177/0096144218766015; and 
Niezatarte Piętno? Wpływ I wojny światowej na ludność miasta Krakowa (Kraków: Universitas, 2018). 
15 Jay Winter and Jean-Louis Robert, Capital Cities at War: Paris, London, Berlin 1914-1919, vol. 1 (Cambridge: 
Cambridge University Press, 1997). This series also includes Vejas Gabriel Liulevicius, War Land on the Eastern 
Front: Culture, National Identity and German Occupation in World War I (Cambridge: Cambridge University Press, 
2000), Maureen Healy, Vienna and the Fall of the Habsburg Empire: Total War and Everyday Life in World War I 
(Cambridge: Cambridge University Press, 2004), and Roger Chickering, The Great War and Urban Life in Germany: 
Freiburg, 1914-1918 (Cambridge: Cambridge University Press, 2007). Not included in the Cambridge series, but just 
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addressed advertising and everyday life in Cracow and Lemberg during the period from 1911 to 

1921. 

 Temporally this study is situated so that it spans not only the war, as is common in other 

works, but roughly three years before and after it. This is in an effort to grasp the ways in which 

commerce changed and the ways in which it maintained continuity across a worldwide event. 

Many studies end in 1914, span 1914 to 1918 and treat the war as its own subject, or begin in 

1918; my study will present a continuous narrative of the region. In this way, the First World 

War appears more as an event along the continuum of history, rather than a disruptive break in 

the historical narrative. This allows for connections to be made between prewar developments, 

changes and consistencies during the war, and assessments of how they relate to the early 

postwar period. Likewise, examining trends in newspaper advertising across an eleven-year 

period allows the study to focus in on nuances and complexities of apparent changes and 

continuities.16 While the war certainly represents a pivotal moment in the history of this region, 

structuring this study in a way that develops the narrative across the war years better enables 

us to consider the role of print advertising, a relatively modern institution, and to observe the 

ways in which it was adaptable and persistent. The culture of newspaper advertising, unlike the 

four land empires of Europe in which it had increasingly appeared, was not a victim of the 

war.17 

                                                        
as influential on my work are Belinda Davis, Home Fires Burning: Food, Politics, and Everyday Life in World War I 
Berlin (Chapel Hill: University of North Carolina Press, 2000), and Jesse Kauffman, Ellusive Alliance: The German 
Occupation of Poland in World War I (Cambridge: Harvard University Press, 2015). 
16 The reader will forgive me if I occasionally refer to the period of this study as a “decade.” I decided early on to 
include at least ten years in this study, and bookending the war years with roughly three pre- and postwar years 
allowed for an extra level of continuity in the structure of this project. 
17 This last sentence was suggested by my advisor, Nathaniel D. Wood. I would be remiss should I claim it as my 
own, given how much I enjoy the juxtaposition within it. 
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A Brief Overview of Cracow and Lemberg, 1911 to 1921 

 In the first decades of the twentieth century, the province of Galicia was the poorest 

within the Austro-Hungarian Empire.18 Despite this, Cracow had begun to see many of the 

improvements associated with becoming a “modern” city including plumbing, electricity, 

incorporation of suburbs into a greater metropolitan area, and a better transportation network 

comprised of roads and tramlines. The citizens of Cracow increasingly desired to identify 

themselves with the urbanites elsewhere in the empire and Europe, rather than merely with 

their ethnic brethren in the countryside.19 Similar developments had begun in the regional 

capital of Lemberg in the 1890s and continued to progress as the new century unfolded.20 

Lemberg would see population growth across this time period, reaching 207,000 in 1910.21In 

the urban centers of Galicia the intelligentsia was the second highest tier within the social 

stratification, only behind aristocrats. Members of the intelligentsia were typically well 

educated, and the most prominent individuals within this group often held professional 

positions, such as doctors, lawyers, professors, and administrators. Just behind them, and ever 

seeking to maintain their position as inteligentny/a were large numbers of lower level civil 

servants, teachers, writers, and clerks. In Becoming Metropolitan, mentioned above, Nathaniel 

Wood notes that many of those in the lower level of the intelligentsia in Cracow were members 

of the country gentry that had settled in the city in an effort to find steady work that also 

                                                        
18 Wood, Becoming Metropolitan, 8.  
19 Ibid, 128. 
20 Markian Prokopovych, Habsburg Lemberg: Architecture, Public Space, and Politics in the Galician Capital, 1772-
1914 (West Lafayette: Purdue University Press, 2009), 36. 
21 Paul Robert Magocsi, Historical Atlas of Central Europe (Seattle: University of Washington Press, 2002), 96 and 
Helena Madurowicz-Urbańska, “Presidents of the Autonomous City of Lvov (1870-1918),” in Mayors and City Halls, 
ed. Jacek Purchla (Kraków: International Cultural Center Cracow, 1998), 53. The population would drop during the 
war, but then rise again afterwards, reaching to 220,000 by 1921. 
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allowed for ample leisure time.22 To identify oneself as inteligentny/a was to announce a 

heightened level of both education and participation in culture. 

Life in these provincial cities often mimicked life in the imperial capital, Vienna.23 The 

Polish leadership of the region largely supported the Austrian government after being granted 

autonomy in 1867. Repression of Poles within the German and Russian Empires reinforced this 

loyalty to the Austro-Hungarian crown. Though nationalism began to arise in Galicia in the first 

decade of the twentieth century, it was by no means a widespread political movement. 

Internationally, the tensions driven by the desire for expansion by the smaller empires (German 

and Austro-Hungarian) and their larger neighbors (the British, French, and Russian) were ever 

present, so much so that they became a part of everyday life. Jan Słomka, village mayor of 

Dzików, near Tarnobrzeg, recounted the atmosphere of the pre-war years in Galicia in his 

memoir, “[e]verything looked like war as early as the spring of 1909, and still more on account 

of the Balkan troubles in 1912 and 1913….In the face of repeated tales and prophecies of war, 

the common people became used to it all and were not greatly disturbed.”24  

Słomka’s statement draws attention to the fact that in the years before the war life in Galicia 

experienced a normality that had included the international tension and threat of war for some 

time.25 

                                                        
22 Wood, Becoming Metropolitan, 44. Wood notes that many of these individuals would be land holders, 
connection-rich, but also cash-poor. Moving to the city, earning a steady wage, and establishing oneself as a 
member of the intelligentsia allowed a social mobility inaccessible to those that remained in the countryside. 
23 Ibid, 49; Prokopovych, Habsburg Lemberg, 6-7. 
24 Jan Słomka, From Serfdom to Self-Government: Memoirs of a Polish Village Mayor 1842-1927. (London: Minerva 
Publishing Co., Ltd., 1941), 203. 
25 Wood, Becoming Metropolitan, 6-7; Kann, A History, 444-445; Myślyński, “Prasa Polska…,” 114-15. 
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 As Galicia shared a relatively long border with the Russian Empire, it is no wonder that 

people living in the region would feel unease upon the outbreak of the war. In the end, though, 

the major military encroachment would not come from the territory of Russian-controlled 

Kingdom Poland, but rather along the easternmost borders of Galicia, where the region 

bordered Russian Ukraine.26 By August 27, Imperial Russian forces were close enough to the 

city of Lemberg to warrant fears that they would invade overnight. Three days later the 

Austrian administration of the city evacuated the majority of state offices and banking officials 

without warning the city’s population.27 This was followed by the evacuation west of between 

forty and fifty thousand of the city’s residents, nearly 25 percent of the total population. By 

September 3, the Russian troops entered the city to the sounds of a military band playing. They 

were met by the acting mayor, Tadeusz Rutowski, and the city was handed over in relative 

peace.28 During the occupation of the city there was little violence directed at the Polish 

population. Most of the physical violence was perpetrated against the city’s Jewish population, 

largely at the hands of Cossack Russian troops, while the city’s Ruthenian population was 

suppressed politically and socially in an attempt to curb any Ukrainian nationalist sentiments 

that might spread to Ukrainian citizens of the Russian Empire. The city’s new masters 

attempted to implement russification policies, both in schools and signage on the streets, but 

their success was limited. The Lemberg newspaper industry came under a much harsher 

                                                        
26 This is due, in large part, to the early successes of the German military pushing into Kingdom Poland.  
27 Christoph Mick, Lemberg, Lwów, L’viv, 1914-1947: Violence and Ethnicity in a Contested City (West Lafayette: 
Purdue University Press, 2016), 22-23; Bohdan Janusz, 293 dni rządów rosyjskich we Lwowie: 3.IX.1914-22.VI.1915 
(Lwów: Księgarnia Polska, 1915), 1-2. 
28 Henryka Kramarz, Samorząd Lwowa w czasie pierwszej wojny światowej i jego rola w życiu miasta (Kraków: 
Wydawnictwo Naukowe WSP, 1994), 36; Henryka Kramarz, Tadeusz Rutowski: Portret pozytywisty I demokraty 
galiczyjskiego (Kraków: Wydawnictwo Naukowe Akademii Pedagogicznej, 2001), 116. 
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censorship, limiting the total number of daily publications to seven titles.29 During the 

occupation, which lasted around ten months, the Russian military occupying force was 

supplemented in their administration of the city by a number of the former Habsburg 

functionaries who had not evacuated with the state administration, including police, tram 

drivers, and city government representatives. The Russian occupation force was not in place 

long enough for these officials to be replaced by Russian Imperial civil servants, and thus had to 

rely upon the local expertise to keep the city functioning.30  

 While Lemberg was occupied, the Russian army mover further west, towards Cracow. By 

November 3, the threat of Russian invasion was imminent enough that the authorities issued a 

mandatory evacuation for residents lacking enough provisions to last a potential siege.31 After a 

successful counter offensive by Austro-Hungarian forces, the Russian forces never took the 

ancient Polish capital. Momentum shifted and Habsburg forces, reinforced heavily by German 

forces, retook the strategic fortress at Przemysł by March 1915 and won a decisive victory in 

the major battle of Gorlice-Tarnów in April. By June, Austrian and German forces had reached 

Lemberg, and on June 22, the Russian occupying forces retreated.32 

 Requisitioning occurred early in the war, with both the Russian forces in Lemberg and 

the Austrian forces in Cracow purchasing horses and war materials from each city’s residents. In 

terms of food within the cities, Cracovians experienced shortages much sooner than Lvovians. 

The traditional supply lines that brought in foodstuffs from abroad were largely disrupted in 

                                                        
29 Janusz, 293 dni, 121-25. 
30 Mick, Lemberg, Lwów, L’viv, 4, 26-27. 
31 Nathaniel D. Wood, “Plenty of Food in a ‘World of Electric Light’? Unfulfilled Dreams of Technical Civilization in 
Cracow during WWI,” Unpublished article, cited with author’s permission, 11. 
32 Mick, Lemberg, Lwów, L’viv, 57. 
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western Galicia. Historian Bartosz Ogórek has written that much of the food brought into 

Cracow originated either in nearby districts in Kingdom Poland, where trade lines were cut off 

by Russian Imperial border authorities upon the outbreak of war, or from further east in Galicia, 

where shipments were disrupted by Russian occupation.33 These shortages would not affect 

Lemberg until after the Russian withdrawal and the return of Habsburg control. Requisitions 

and shortages would reach critical levels in both cities as the war continued into its later 

years.34 Life in the cities was heavily disrupted, though some modern amenities were never 

completely lost. The electric tram systems only experienced minor lapses in service, and other 

city utilities like water, gas, and electricity continued to function, albeit with periodic 

limitations.35 

 Though Russian forces would attempt to retake Galicia in 1916, during the Brusilov 

Offensive, they were unsuccessful in gaining any major territory in the region. Cracow and 

Lemberg were never under direct military threat for the remainder of the war. Poles and 

Ruthenians in both cities carried out pogroms during the last stages of the war, largely as the 

result of scapegoating the Jewish population for the shortages experienced. Upon the end of 

the war in 1918, the new Polish state began formally incorporating both cities into their 

structure. This was met with major resistance in Lemberg, where Ruthenian citizens 

                                                        
33 Bartosz Ogórek, “Feeding the City, Feeding the Fortress: Cracow’s Food Supply in World War I,” in Journal of 
Urban History (2018). DOI: 10.1177/0096144218799015. 2-3. It should be noted here that, even when German 
forces took the countryside in Kingdom Poland, they did not allow the shipments of goods to resume to Cracow, 
but rather directed those resources to their own army. This trend can also be seen in the German occupation 
policies of Warsaw and surrounding areas in Blobaum’s, A Minor Apocalypse, cited above. 
34 Ogórek has recently published Niezatarte Piętno?, cited above, in which he compares food shipments into the 
city before and during the war, and evaluates the long term health impacts on a generation of Cracovian school 
children born shortly before or during the war. 
35 Wood, “Plenty of Food in a ‘World of Electric Light’?” 17; Stanisław Rossocki, Lwów podczas inwazyi (L’viv: H. 
Altenberg et al., 1916), 249; S.A. An-sky, 1915 Diary of S.A. An-sky: A Russian Writer at the Eastern Front. Polly 
Zavadivker, trans. (Bloomington: Indiana University Press, 2016), 62-63. 
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(increasingly referred to as Ukrainian by themselves and others) launched an uprising on 

November 1, taking over and occupying the majority of Lemberg. By November 22, however, 

Polish forces, strengthened by the transfer of many troops from the former Polish Legions to 

the area, took the city back and promptly accused the remaining Jews in the city of 

collaborating with the Ruthenians.36 This pogrom resulted in the deaths of many Jews, while 

the Poles killed no Ruthenians after retaking the city. Fighting would continue between Poles 

and Ruthenians in the countryside into 1919.37 Within both Cracow and Lemberg, however, the 

task of rebuilding and returning to life outside of war began. 

Advertising and Consumer Culture 

Advertising has become a great vehicle of communication in industrialized societies. It 

permeates the lives of the populace in ways previously reserved for sermons, political 

speeches, and the opinions of elder family members. The content of its messages often speaks 

to our deepest concerns. The mediated communication of advertising emerged as a means to 

fill the gap in consumers’ ability to ascertain which goods and services best fit their needs. 

Examining advertising is not without pitfalls, though, as “content analysis [of advertising] can 

say nothing about the audience’s interpretation of the message….[b]ut this is not necessarily a 

weakness, as long as one does not try to use it to demonstrate the effect on the audience.”38 

                                                        
36 There was no apparent basis for this allegation.  
37 Wood, “Plenty of Food in a ‘World of Electric Light’?” 20-21; Mick, Lemberg, Lwów, L’viv, 104-05, 144-45; 
Jadwiga Rutkowska, Pamiętnik Lwowianki. 1914-1919, Wojciech Polak and Sylwia Galij-Skarbińska, eds. (Toruń: 
Wydawnictwo Naukowe Uniwersitetu Mikołaja Kopernika, 2017), 166-67. 
38 William Leiss, Stephen Kline, and Sut Jhally, Social Communication in Advertising: Persons, Products, & Images of 
Well-Being (Toronto: Methuen, 1986), 3, 69, 174. These concerns are represented by the authors as “interpersonal 
and family relations, the sense of happiness and contentment, sex roles and stereotyping, the uses of affluence, 
the fading away of older cultural traditions, influences on younger generations, the role of business in society, 
persuasion and personal autonomy, and many others.” 
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David Ciarlo notes that “[w]hen the analysis shifts away from such an imagined juxtaposition of 

a single (autonomous) observer and a single (extracted) image, and looks at larger 

patterns…over time, the dilemma over the precise relationship…fades in significance.”39 In the 

examination of the overall trends in advertising in the popular press in Cracow and Lemberg 

this approach is used. While individual impact and motivation cannot be derived from 

commercial advertisements, trends in advertising can tell us a great deal about the urban space 

in which they exist. However, in one particular category of advertising, the classified, the 

agency of the individual can be seen, as we will see in later chapters.  

According to Marjorie Hilton, consumer culture not only denotes the “structural and 

mental shift…from societies preoccupied with the production of goods to societies focused on 

consumption,” but also societies that have developed “promotional techniques and attitudes 

that glorify the acquisition of consumer goods as the means to achieving happiness and 

establishing identity.”40 The presence of a consumer culture elsewhere in Europe and in 

bordering states, along with the rise of local newspaper publication set the stage for similar 

development in Galicia. In 1881, there were 107 periodical publications in the region of Galicia. 

By 1910, the number had risen to 392.41 Thus by 1911 newspaper culture was already well 

established in urban areas, which saw circulation of a number of daily editions from Vienna, but 

more importantly had begun to publish their own spectrum of daily newspapers, from the 

                                                        
39 David Ciarlo, Advertising Empire: Race and Visual Culture in Imperial Germany (Cambridge, MA: Harvard 
University Press, 2011), 16. Ciarlo applies the method of examining advertising for its broader significance on 
culture rather than on the individual in a historical setting. 
40 Marjorie Hilton, Selling to the Masses: Retailing in Russia, 1880-1930 (Pittsburgh: University of Pittsburgh Press, 
2012), 6. 
41 Jerzy Myśliński, “Prasa Polska w Galicji w Dobie Autonomicznej (1867-1918),” in Prasa Polska w Latach 1864-
1918, Jerzy Łojek, ed. (Warsaw: Państwowe Wydawnistwo Naukowe, 1976), 120.  
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political to the boulevard, or gutter.42 Advertising around that time represented a reasonably 

large portion of what the newspapers printed in their editions, even in the smaller titles. For 

example, the Sunday, February 5, 1911 edition of Głos Narodu in Cracow had a total of six 

pages, with slightly more than two dedicated to advertisements.43 The ratio of space was even 

higher in the Cracow daily Czas, which on the same day had four total pages, two of which were 

devoted entirely to advertising.44 This amount of advertising strongly suggests a developed 

consumer culture in Cracow similar to the consumer cultures in the British, Russian and German 

empires at this time and its continuation throughout this turbulent decade suggests that 

newspaper advertising in Galicia both promoted and sustained consumer culture. This 

expanding consumer culture reached into many areas of the lives of Galicians, including the 

formation of their identities and the highly personal areas of marriage and the home. 

 The presence of a consumer culture in urban Europe, mentioned above, is key to 

understanding the trends presented in the following chapters. It is important to see the 

consumer culture that developed in Cracow and Lemberg before the war as a part of greater 

trends that had begun elsewhere in Europe, which by 1914 had spread not only to the 

continental capitals, but also to the regional cities. Thomas Richards chronicles consumer 

culture, which he calls “commodity culture,” in Victorian England. He highlights the importance 

of advertising and spectacle in this new “capitalist culture.”45 Richards traces advertising in 

England from its infancy to the middle of the nineteenth century, when advertisers and 

                                                        
42 Wood, Becoming Metropolitan, 52-53. 
43 Głos Narodu, 5 February 1911, 1-6. 
44 Czas, 5 February 1911, 1-4. 
45 Thomas Richards, The Commodity Culture of Victorian England: Advertising and Spectacle, 1851-1914 (Stanford: 
Stanford University Press, 1990), 1-2. 
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companies began to understand the power of spectacle and use it to their advantage. As 

businesses began to use advertising on the street, and later in the press, the spectacle of new 

technologies, techniques, and exotic or desirable goods could now move from the exhibition 

space, into the public space of the street, and the private space of the home.46 Lori Anne Loeb 

looks more closely at the relationship between the Victorian middle-class, women, the 

household, and advertising, in her book Consuming Angels.47 The consumer culture that 

developed in England was almost simultaneously coming to the continent. David Ciarlo 

(mentioned above), establishes that a similar culture existed in the German Empire before its 

collapse. Both Richards and Ciarlo highlight the connections between the advertising in the 

center and goods from the imperial territories. These advertisements often involved racist 

themes, especially regarding the depiction of African peoples and cultures. Stephen Gross 

examines trends in German exports to Southeastern Europe from the turn of the century to the 

conclusion of the Second World War.48 What is most notable from Gross’ work, for the 

purposes of this study, is that the German Empire had not only developed a consumer culture 

by the early 1900s, but it had also begun to use consumerism to exercise political power 

elsewhere in Europe. Leora Auslander firmly establishes that consumer culture was present and 

thriving by this period in France in her book detailing the role of furniture in French culture.49 

Further east, Sally West illuminates advertising culture in the Russian Empire, and Marjorie 

Hilton traces consumer culture and the retail industry in the late Russian Empire and early 

                                                        
46 Richards, Commodity Culture, 43, 53. 
47 Lori Anne Loeb, Consuming Angels: Advertising and Victorian Women (Oxford: Oxford University Press, 1994). 
48 Stephen G. Gross, Export Empire: German Soft Power in Southeastern Europe, 1890-1945 (Cambridge: Cambridge 
University Press, 2015). 
49 Leora Auslander, Taste and Power: Furnishing Modern France (Berkeley: University of California Press, 1996). 
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Soviet periods.50 This study demonstrates that consumer and newspaper advertising culture 

were firmly established in the years prior to the outbreak of the First World War. While it 

serves as a microhistory of advertising culture in two metropolitan areas in a corner of the 

Habsburg Empire across a decade that included the First World War, it also represents a 

microcosm of the spread of modern metropolitan advertising culture as a means of 

communication that served multiple purposes and adapted to local conditions.  

The Structure of this Study 

 The first chapter introduces the reader to the newspaper titles analyzed and to the 

textual nature of the Galician cityscape. It then moves into a brief discussion about the pricing 

of advertising throughout the period. It concludes with an examination of individual pages of 

advertising, primarily commercial, from the largest newspaper in each city at points before the 

war began, in the middle of the war years, in the later war years, and after the war ended, 

supplemented by evidence from other titles. Specific brands or companies that may be familiar 

to the reader, as well as local trends, are considered. Qualitative evidence from these pages 

begins to tell the story of advertising as a mode of communication that persisted across the war 

years, despite changes in the content of the advertisements themselves. 

 While the first chapter can be described as a qualitative, macro-examination of 

newspaper advertising in Cracow and Lemberg, the second chapter is much more quantitative 

in nature, but no less macroscopic. Specific numerical trends regarding total length of editions 

and total space and number of advertisements within the eight newspaper titles examined 

                                                        
50 Sally West, I Shop in Moscow: Advertising and the Creation of Consumer Culture in Late Tsarist Russia (Dekalb: 
Northern Illinois University Press, 2011); and Hilton, Selling to the Masses (cited above). 
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show that the continuation of advertising as a mode of communication was adaptable and 

resilient across the period, even while everyday life, and the newspapers, reflect the disruption 

of war. 

 The third chapter delves further into the cultural phenomenon of piano ownership 

within the upper and middle classes in Galicia. A micro-level examination of the buying and 

selling of pianos from 1911 to 1921 in this chapter tells us more about how war affected 

individuals and families during the period. Pianos and music were examples of one way in which 

those ascribing the idea that they belonged to the intelligentsia could show to the outside 

world their family’s level of education and culture. After examining the relationship between a 

person’s source of income and their relative stability, the chapter asserts that those members 

of society on fixed incomes (primarily in the service of the local government or empire) suffered 

far more at the hands of inflation than those in professions that could set their own wages. The 

former were often in a position where they would need to sell items of worth in order to make 

ends meet, while the latter actually had the opportunity for upward social mobility during the 

war (by buying status symbols, such as pianos). This is one micro-level example of how the 

surface persistence of a particular type of advertising, piano classifieds, actually represents a 

great deal of change. What persisted, however, was advertisement as a mode of 

communication through which citizens sought to negotiate the vicissitudes of their economic 

situation and class status. 

 The final chapter gets even more personal, through the examination of marriage 

classified advertisements in the popular press in Cracow and Lemberg from 1911-1921. This is 

yet another micro-level look at how one type of advertising represents both resilience and 
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change across a turbulent period. The chapter considers overall trends in marriage, alongside 

trends in marriage advertising. The picture that emerges is that marriage advertising had 

become an accepted and viable mode of communication before the war to find spouses, and 

this communication persisted throughout the war and afterward. Here, again, we see the use of 

the term inteligentny/a both as a description of oneself, and of a desired quality in a potential 

partner. Just as piano advertisements illuminate shifts in socioeconomic and class status, 

marriage advertisements serve as a lens to witness how individuals see themselves, the 

characteristics they find appealing in others, and changes in gender dynamics within the cities 

of Cracow and Lemberg. 

 During the First World War the citizens of Cracow and Lemberg experienced a period of 

remarkable instability. In the initial year of the war, Lvovians experienced the violence of the 

frontlines firsthand, while Cracovians lived under the nearby threat of that violence as troops 

moved back and forth across Galicia. Once the imminent threat of physical violence had passed, 

urban citizens had to confront increasing levels of scarcity, requisitions, and inflation that made 

daily survival more difficult. City services in both metropolitan areas seldom ceased to function 

completely, but they often operated at a fraction of prewar levels. As the war dragged on few 

families had not experienced the loss of kin, either to death, conscription, or the breakdown in 

lines of communication as their family members fled the region. The Habsburg authorities, both 

regional and imperial, were increasingly unable to hold the empire and its multi-ethnic citizenry 

together. The daily newspapers in both cities reflected this instability in the prices of editions, 

breaks in publication, and the types of stories reported on. Advertising within newspapers also 
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reflected the turbulent nature of the time. However, advertising culture and its use as a means 

of communication suffered no interruption.  

Citizens and businesses in Cracow and Lemberg continued to use advertising structures 

put in place before the war to engage in communication with other urban inhabitants in an 

unchanged manner. Individuals continued to use classifieds to buy and sell things, look for jobs, 

and advertise for spouses. Advertising proved adaptable and resilient as evidenced not only by 

its overarching persistence, but also in the ways in which it accommodated individual agency. 

Members of the intelligentsia who needed money to survive could sell symbols of their status, 

namely pianos. Likewise, petit bourgeois merchants, shopkeepers, and artisans who found 

themselves in a position to advance economically during the war could advance their socio-

cultural status by purchasing the pianos sold by those less fortunate. Cracovians and Lvovians 

used the relatively recent addition of marriage advertising classifieds to look for spouses across 

this period. This new form of matchmaking provided men and especially women more agency 

in the choosing of their potential spouses. The culture of marriage advertising was firmly 

established enough before the war that its use continued throughout the war and into the 

postwar period. Men and women could be as specific in their search for partners and their 

descriptions of themselves as they sought fit, often including the indicators of social status 

(such as inteligentny/a), age, hair color, salary, etc. The following chapters, and this work as a 

whole, show that even as we approach the study of wars as disruptive and destructive to 

everyday life, we should not overlook those cultural forms, some of which might be relatively 

recent, that prove to be adaptable and useful.. Such is the case for newspaper advertising as a 

culture and mode of communication. Advertising culture proved adaptable and resilient enough 
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to weather the storm of a period of extreme change. The continued participation of Cracovians 

and Lvovians in this culture shows that this area of everyday life remained a familiar constant 

while many other facets of life experienced disruption. This encourages future studies not only 

to focus on the ways in which war interferes with everyday life, but also to take a more 

nuanced approach to aspects of life and culture that were persistent and adaptable.   
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Chapter 1. The Visual Page:  

A Qualitative Assessment of Commercial Advertising in Cracow and Lemberg 

On 6 May 1917, a notice for an artistic embroidery exhibition appeared in the 

advertisement section of Ilustrowany Kuryer Codzienny. This exhibition opened on 15 May and 

benefitted the local Red Cross, and it was an event readers could bring the whole family to for 

50 hallers (cents) a person, or 30 hallers, on Sundays and holidays. This type of entertainment, 

and advertising for it, was not unheard of during the war, and people in Cracow were no doubt 

interested in anything that might take their minds off the current food shortages and the 

ongoing war. What is of note, however, is that the exhibition was to take place within the 

Singer Sewing Machine Company’s storefront at 40 Szpitalna Street.51 While the choice to have 

the exhibition may have been strategic (this storefront was across the street from the main 

entrance to the grandiose Municipal Theater), what is most interesting is that Singer Sewing 

Machine Company stores were even open at all. The United States had been officially at war 

with the Central Powers for exactly one month at the time of this advertisement’s appearance, 

and while outright Singer advertisements had disappeared from the pages of the popular press 

for the time being, the American company still had its doors open in the city. 

 In a discussion of advertising in the newspapers in Cracow and Lemberg during the 

second decade of the twentieth century, it is probably best to begin with what the 

advertisements actually looked like. What did the readers of these daily newspapers see when 

they reached the pages, typically near the end of each edition, that were filled with largely 

commercial advertising? This chapter endeavors to elucidate the textual landscape of each city, 

                                                        
51 IKC, 6 May 1917, 6. 
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to explore the nature of the periodical titles discussed throughout this project, and to bring the 

focus specifically to the commercial advertising found on typical individual pages of the 

newspapers.  

After laying the groundwork of discussing the cities as text, providing a background 

about the eight main titles used in this study, and discussing how much advertising cost, the 

focus will largely shift to the commercial advertising on the pages of IKC and Wiek Nowy, with 

supplemental information from the more conservative newspapers Czas and Kurjer Lwowski. 

The study describes and compares advertising pages from 1912, before the war, 1916, in the 

midst of the war, 1918, near the end of the war, and 1921, after the war. All of the editions 

chosen for comparison fall between the last day of August and the fourth day of September for 

each year. All editions of IKC are Sunday editions, which were the largest of the week for any 

newspaper in Cracow, while those from Wiek Nowy were from the largest editions in Lemberg 

and published on Saturdays. These dates were chosen for comparison because of their 

consistent availability, and because choosing the same weekend across the years and in both 

cities allows for the best comparison. This relatively small sample size was chosen to focus on 

narrating what was on each page in relative detail. This allows for more qualitative detail, 

whereas the next chapter will use a much larger, quantitative sample to discuss overall trends. 

 In addition to the individual pages compared, this chapter also highlights well-known 

international advertisers during the period, unique advertisements, and advertisements for 

culturally significant businesses from a number of titles in an effort to provide a well-rounded 

picture of commercial advertising in Galicia’s two major cities. The comparison of individual 

pages and the vignettes of specific brands and industries provide an added layer of illustration 



24 
 

of the overall adaptability and resilience of advertising as a mode of communication across an 

unstable period. 

Textual Urban Galicia 

 The citizens of Cracow and Lemberg were surrounded by text, something their fellow 

Galicians in the countryside did not necessarily experience. When the average Cracovian or 

Lvovian engaged in the act of walking down the street they encountered signs of all kinds. 

Street signs were crucial to navigating the city. Storefront signage advertised the kinds of shops 

they strode past. Posters advertised businesses, goods, and spectacles. If they dined in a 

restaurant, they would have seen written menus. In his study of Berlin around 1900, Peter 

Fritzsche observes that “[t]he great text of the big city around the turn of the century had a 

wide range of authors,” and that “[a]ny number of genres…represented the metropolis,” 

including advertisements.52 He argues that no medium was as important to the city as the 

mass-circulation newspaper. Newspapers “calibrated” readers to the rhythms of the city, they 

“fashioned” ways of looking, and they “trained” inhabitants how to navigate the city space.53 

Fritsche further argues that the burgeoning consumer culture that Berlin began to experience 

around the turn of the century was cultivated and encouraged by the use of advertising in the 

newspapers.54 When readers of the papers reached the advertising they were confronted with 

“well-designed and often fetching pages,” and to them, “the city appeared as a luxuriant 

garden of possibility,” of places to visit and goods to purchase. It was only around the turn of 

the century that consumer culture and newspaper circulation began to interact in this way. The 

                                                        
52 Peter Fritzsche, Reading Berlin 1900 (Cambridge: Harvard University Press, 1996), 15. 
53 Ibid, 15-16. 
54 Ibid, 64. 
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rise in available goods and services corresponded to an increase in newspaper readership that 

allowed retailers and businesses to take advantage of the “increasingly large public of 

consumers.”55 Nathaniel Wood has highlighted the development of a similar newspaper culture 

in Cracow around the same time.56 The literacy rate in Cracow had risen from 75 percent in 

1900, to 78.32 percent in 1910.57 By 1921, the literacy rate had risen even further to 80.8 

percent. In Lemberg in 1921, the literacy rate was even higher at 82.3 percent.58 The next few 

sections of this chapter will describe the environment of newspaper culture in Cracow and 

Lemberg before the war, discuss the readership of each of the relevant titles to this overall 

study, and examine the overall trends in advertising pricing from 1911 to 1921. After setting the 

stage, the remainder of the chapter will focus on what the advertising pages looked like in the 

each city’s major illustrated daily newspaper, followed by some of the general trends in 

commercial goods and services across all titles before, during, and after the war. 

The Press in Cracow and Lemberg 

 In 1881 there were 107 periodical publications in the imperial crownland of Galicia. By 

1910, the number had risen to 392.59 Thus by 1911 newspaper culture was already well 

established in the urban areas of Galicia, which saw circulation of a number of daily editions 

from Vienna, but more importantly had begun to publish their own spectrum of daily 

                                                        
55 Ibid, 140-143. 
56 Wood, Becoming Metropolitan, 52-53. 
57 Miejskie Biuro Statystyczne, Statystyka Miasta Krakowa (Kraków: Gmina Miasta Krakowa, 1912), 35-36. 
58 Pierwszy Powszechny Spis Rzeczypospolitej Polskiej z Dnia 30 Września 1921 Roku: Województwo Krakowie 
(Warsaw: Główny Urząd Statystyczny, 1927), 44-45; Pierwszy Powszechny Spis Rzeczypospolitej Polskiej z Dnia 30 
Września 1921 Roku: Województwo Lwowie (Warsaw: Główny Urząd Statystyczny, 1927), 54-55. There is no 
indicator in this census that notes whether or not literacy was purely gauged on the abilty to read Polish, or if it 
referred to the ability to read any of the languages spoken in either city at the time. 
59 Jerzy Myśliński, “Prasa Polska w Galicji w Dobie Autonomicznej (1867-1918),” in Prasa Polska w Latach 1864-
1918, Jerzy Łojek, ed. (Warsaw: Państwowe Wydawnistwo Naukowe, 1976), 120.  
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newspapers, from the political to the sensational, sometimes called the boulevard, or gutter 

press (prasa brukowa).60 The relatively large amount of publication space devoted to 

advertising noted in Czas and Głos Narodu in the introduction is reflected in many of the 

popular daily publications in the two large Galician cities, which makes it a particularly valuable 

window into everyday life in urban Galicia. To develop the most comprehensive picture possible 

of advertising trends in the popular press in Cracow and Lemberg I have examined a wide 

spectrum of popular daily titles which ran for all (or most) of the period under study, from 1911 

to 1921. 

 The trends discussed in this chapter, as well as in the larger work as a whole, 

predominantly rely on work completed using the eight following newspaper titles. Ilustrowany 

Kuryer Codzienny (Illustrated Daily Courier, henceforth IKC), Głos Narodu (Voice of the Nation), 

Czas (Time), and Nowa Reforma (New Reform) from Cracow, and Wiek Nowy (New Century), 

Kurjer Lwowski (Lvovian Courier), Gazeta Lwowska (Lvovian Gazette), and Дїло (The Cause, 

henceforth Dilo) from Lemberg. While the inclusion of Dilo represents the significant Ukrainian 

presence in the city of Lemberg, there are no German or Yiddish language newspapers 

represented. Exhaustive efforts to locate newspapers in both of these languages to represent 

the Jewish and German inhabitants in these two cities (primarily residing in Lemberg) ultimately 

proved unfruitful, as well.61 That is not to say that ethnic Germans and Jews do not appear 

                                                        
60 Wood, Becoming Metropolitan, 52-53. 
61 While German and Yiddish language newspapers existed and can be located for both Cracow and Lemberg, 
digital, microfilm, and records of physical holdings all fell outside of the decade examined in this study. While 
German, or dual language, editions of Gazeta Lwowska could be found, they did not contain any different 
advertising than the Polish versions of those editions. Efforts were exhausted searching for holdings in any format 
at US and Canadian university libraries, and the Library of Congress, as well as The National Library of Poland, the 
Jagiellonian University Library, the University of Warsaw Library, the Małopolska Digital Library, the National 
Archives of Poland, the Ossolineum Library in Wrocław, and the Vasyl Stefanyk Lviv National Scientific Library of 
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within the material for this study, however, as they appear in both commercial and classified 

advertising in a number of the included newspapers. Their presence in Polish and Ukrainian 

language newspapers represents a readership that was comprised of other minorities, at least 

in part.   

The Nature of the Titles 

 In Cracow, Głos Narodu, a popular nationalist and anti-Semitic daily with ties to the 

Christian Socialist party, had around 4000 subscriptions at the turn of the century. Czas, a 

conservative and pro-government daily, was less popular, never reaching more than 2500 

subscriptions during the same time period. Nowa Reforma catered to yet another political 

audience, the liberal democrats, and as such continued to increase in circulation as that stance 

grew in popularity. All three were amongst the four most popular politically motivated 

newspapers by the beginning of the twentieth century, print runs of which totaled around 

8000.62 IKC claimed to be apolitical, and strove to market itself as an informative, popular 

supplement to the more politically focused newspapers of the time.63 This strategy seems to 

have been successful, as IKC was the most popular of all three of the papers examined in this 

study, boasting print runs of 20,000 in 1910, and an even higher number just before the war at 

67,000.64 Subscriptions to these newspapers were taken primarily by those within the city, but 

                                                        
Ukraine. Additionally, Yiddish language newspapers were sought at YIVO, The Institute for Jewish Research in New 
York. Many of these titles and editions are available digitally or on microforms. Access to physical copies of certain 
relevant materials has been limited, though every effort was made to include relevant titles in the discussion that 
follows. 
62 Wood, Becoming Metropolitan, 53; Myślyński, “Prasa Polska…,” 121-27; Jerzy Myślyński, Prasa Galicji w Dobie 
Autonomicznej, 1867-1918 (Warsaw: Institut Badań Literackich, 1972), 40-42. The fourth popular daily newspaper 
was Naprzód, a socialist paper, which was unavailable for this study. 
63 Wood, Becoming Metropolitan, 64. 
64 Ibid, 57. 
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also by readers in nearby towns. It should be noted that the overall population of Cracow was 

around 150,000 at this time. The number of subscriptions sold was supplemented by the sale of 

individual newspapers on the street, which was officially illegal, but nevertheless played a large 

part in the dissemination of the press in both cities.65 The total number of subscriptions is an 

indicator of how newspapers became a part of everyday life in Cracow, carrying advertising 

with them. 

In Lemberg, Gazeta Lwowska played a similar role to that of Czas in Cracow. Modelled 

after popular Viennese newspapers at the time, it was the only popular daily newspaper to 

receive direct state funding, and was thus often a carrier of conservative, state-supporting 

opinions. In the last 20 years of the nineteenth century its subscriptions rose to around 2500.66 

In the decades prior to the turn of the century Kurjer Lwowski was taking subscriptions of 

around 4000. Kurjer Lwowski was a popular daily being published twice a day by 1911 that had 

ties to peasant movements in Galicia, though later it would also have ties to the state.67 Dilo 

began publication in 1880 and represented the first, and most widely read Ukrainian language 

daily newspaper in the city.68 After 1899 it became an organ of the Ukrainian National 

Democratic Party.69 Wiek Nowy was founded in 1901 and was directly modeled after the 

popular Viennese daily Illustrierte Kronenzeitung.70 It was similar to IKC in its intended audience 

(mass) and its apolitical stance, though the newspaper did occasionally overtly support one 

                                                        
65 Ibid, 54-55. Wood notes the significance of printing runs which were often many more than that of the 
subscriptions as evidence of the importance of street sales.  
66 Jerzy Jarowiecki, Prasa lwowska w Latach 1864-1918 (Kraków: Wydawnictwo Naukowe Akademii Pedagogicznej, 
2002), 25; 31-32. 
67 Kurjer Lwowski (henceforth KL), First available Saturday editions, 1911; Jarowiecki, Prasa Lwowska, 31; 44. 
68 Ю.Г. Шаповал, Поступ Української Суспільної Думки (Львів: Національна академія наук, 1999), 3-4. 
69 Myślyński, “Prasa Galicji…,” 34. 
70 Wood, Becoming Metropolitan, 54. 
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political view over another, as we will see during the occupation of Lemberg by Russian 

forces.71 These titles represent a wide variance of political leanings, as well as titles that were 

billed apolitical by their staffs. This allows for a comparison of advertising to be made across 

differing political viewpoints and enables the evaluation of whether or not advertising was 

affected by the stance of each title. 

The Relative Costs of Advertising 

 Any discussion of the number and content of advertising in the popular daily 

newspapers of Cracow and Lemberg is best prefaced by a brief overview of how much 

advertising cost during the period in question. The costs for advertising are usually included in 

each edition, most often on the first page, near the price lists for the various methods of buying 

the newspaper. In the event that the advertising costs did not appear near the other price lists, 

if was often located just before the area of the newspaper where most of the advertising was 

printed, for example the classifieds, or the first full page of business advertising. Each editorial 

staff determined how best to sell the advertising to be published in the pages of their 

newspaper, as a result advertising was sold in a number of different categories. These 

categories differed from title to title, but the most common categories were the general 

advertisement, ogłoszenia, and the classified, drobne ogłoszenia. Additional common 

categories included professional or business announcements (nadesłane), obituaries 

(nekrologia), public announcements of family news (doniesienia or głosy publiczności), and 

separate inserts (załączniki). The basic advertisement could often also cost more if was larger 

                                                        
71 Jarowiecki, Prasa Polska, 39. 
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than one column (such as a banner) or if it contained tables, numbers, or was deemed 

otherwise complicated.72  

Figure 1. Price list for advertising in IKC, 1 January, 1911, 1. 

Due to the varied nature of these categories I have used the costs listed for the most 

basic type of advertisement in each newspaper. In some titles, where less distinction is made, 

these ogłoszenia could include business advertising along with classifieds, and anything that did 

not warrant a chart, table, or other complicated printing. In other titles, the most basic form 

from the list of the types that could be bought was the classified. These basic advertisements 

were sold in two ways, either by the word (in IKC, Wiek Nowy, and Kurjer Lwowski), or by a set 

price for the whole advertisement (in Nowa Reforma, Czas, Gazeta Narodowa, and Gazeta 

Lwowska).73 The prices used in this comparison not only represent the most basic type of 

advertisement, but also the most basic options within that category of advertisement as well. 

                                                        
72 For lists of available types of advertising see: IKC, 1 Jan 1911, 1; Wiek Nowy (henceforth WN), 6 Jan 1911, 1; KL, 7 
Jan 1911, 1; Nowa Reforma (henceforth NR), 1 Jan 1911, 1; Czas, 1 Jan 1911, 1; Głos Narodu (henceforth GN), 1 Jan 
1911, 1; and Gazeta Lwowska (henceforth GL), 8 Jan 1911, 1. Throughout the study other occasional distinctions 
appear, however these are the most frequent categories used across the titles.  
73 Dilo is not included in this discussion because its publication in exile during the Russian occupation of Lemberg 
and later its closure do not provide a consistent source base with which to trace overarching trends to compare to 
the other titles.  
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For example, advertisers often had the choice to bold words for an extra price, and 

advertisements purchased for holiday, Sunday, or weekend editions often also cost more. The 

prices used hereafter do not include any of these options. On a similar note, newspapers that 

sold advertisements by the whole advertisement often charged a set price for the first purchase 

of that advertisement, and a subsequent lower price for each additional run of that 

advertisement. It follows then that the trends described in this section rely on the most basic 

type of advertisement, in its most basic form, for its first run, on a non-premium day.   

To adjust for the increasing trend of inflation that occured during the war years, and 

continued exponentially in the post-war period, the trends in this section are derived by 

comparing the cost of advertising (using the method above) to the cost of the individual 

editions (non-subscription prices, noted on the front page of each edition). Using the 

percentage that the advertising cost in relation to the edition price allows the reader to trace 

the relative cost of advertising as compared to the newspaper edition costs themselves across 

the years in question. This also allows for an understanding of how the staffs of the newspapers 

reacted to the increasing inflation, and to what extent each staff was willing to match the cost-

transfer to advertisers proportionate to the cost-transfer to the customers who bought the 

newspapers. I will first look at trends for the three titles in which the staff sold advertising by 

the word, then at the four titles where advertising was sold at a set price per ad.  

In IKC the overall trend in advertising costs shows a rise from 1911 to mid-1914. From 

July 1914 to September 1916 there was a gradual increase in the cost of the newspaper, but no 

change in the cost of advertising, thus resulting in a relative drop in advertising costs during 

that period (from the cost of advertising per word being the same as the price for one edition of 



32 
 

the paper, 6 hellers, to 60%, or 6 hellers per word compared to 10 hellers for the edition). From 

October 1916 to December of 1921, the prices for the editions of IKC and the prices for 

advertising in that title both rose, but the editorial staff raised the prices for each of these at 

different rates. Usually the price of the edition went up first, followed a few months later by the 

price of advertising. This results in trends that are relatively difficult to trace, as the percentage 

of edition cost that advertising made up shifted multiple times in each year. What is clear, 

though, is that the relative percentage of advertising costs reached the highest rate just before 

the outbreak of war (167 percent) and it would never reach that rate during the war, or after. 

By then end of this study, in 1921, the cost per word was 75 percent of an individual issue.74 

The editors of the Lvovian illustrated daily Wiek Nowy did not change advertising prices 

from January of 1911 to November 1917, despite raising in the price of the newspaper itself 

across the period from 4 hellers to 8. After November of 1917, both the price of the newspaper 

and the cost of advertising continued to rise with inflation, though, like the trend in IKC, the 

cost of the newspaper was usually raised first, followed by the cost of advertising later. By 

February of 1920 the newspaper staff ceased publishing advertising costs altogether. 

Advertising continued to be bought by both business and individuals even after the prices were 

no longer listed. The overall relative costs of advertising dropped from 150 percent of the cost 

of an edition in January of 1911 to 50 percent in January of 1920.75 

The administration of Kurjer Lwowski, the last of the three titles in which classified 

advertising was bought by the word, seems to have attempted to maintain the model of a one-

                                                        
74 Advertising prices traced from IKC, First available Sunday editions January 1911 – December 1921. 
75 WN, First available Saturday editions January 1911 – December 1921. As noted in the text, advertising price lists 
were not published after January 1920. 
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to-one ratio of edition costs to per-word advertising costs from January 1911 to December of 

1916. When they raised the cost of the edition, they would likewise raise the cost of advertising 

within a few months (similar to the titles above). From January 1917 until December 1921 the 

cost of the editions was increased by a slightly higher rate than that of the advertising costs, so 

that by the end of 1921 the ratio was two-to-one (50 percent).76  

In the newspapers in which the editorial staffs sold advertising at a set rate per 

advertisement, the relative percentages of edition cost to advertising costs are understandably 

higher, as the rate per word in the previous three titles was always lower than the rate per 

advertisement in the remaining four. Because of that increased ratio, advertisements sold in 

this way often cost two or three times as much as the daily price for a given title. These higher 

percentages do not result in a less effective method for relative comparison, however, as they 

still allow for trends to be traced across the period.  

In Nowa Reforma advertising began the period at a set price two times the rate of the 

cost of the newspaper. The cost of the paper and the cost of the advertising increased over the 

next few years, though the rate of increase was slightly higher for the advertising. By October 

1917, the cost of an advertisement had raised to three times that of the edition price. From 

November 1917 until December of 1921 the relative cost of advertising was gradually 

decreased by the administration as prices for the newspaper and advertising rose at different 

rates. In 1920 and 1921 the rate of advertising was often be less than double the cost of the 

edition, and by the end of this study it was 150 percent of the cost of the edition. 77 

                                                        
76 KL, First available Saturday editions January 1911 – December 1921. 
77 NR, First available Saturday evening editions, January 1911 to December 1913, Saturday (single) editions, 
January 1914 to April 1914, and Sunday editions, May 1914 to December 1921. 
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A similar trend is seen in the nationalist daily Głos Narodu. Here the staff began 1911 

with a set price for advertising that was 160 percent of the edition price and that percentage 

was raised until February of 1916. After March of 1916 the prices of both the paper and 

advertising was raised at different rates, resulting in an overall decrease of the relative 

percentage down to 150 percent by the end of 1921, nearly the same percentage that existed 

in 1911.78 

The advertising price of Gazeta Lwowska was set at double the cost of an edition price 

by their staff from January of 1911 until the Russian occupation began in August of 1914. The 

title was not published during the occupation period, but when it returned after the city was 

retaken the advertising price was set at a little over two and a half times the cost of an edition. 

It remained there until the end of the war. In December of 1918 the cost of an edition of 

Gazeta Lwowska was raised by the staff by almost four times the cost of the previous month, 

while the advertising cost was kept the same. This resulted in an immediate drop in the relative 

cost from 250 percent to 75 percent. The staff continued to raise the cost of the editions at a 

steeper rate than advertising, the cost of which remained nearly constant from December of 

1918 until November 1920. After that month the staff no longer printed advertising costs. The 

relative cost in November of 1920 was barely over 13 percent, at 40 fennigs per advertisement 

while the newspaper cost a full 3 marks.79 

The only newspaper to have a higher relative cost for advertising to the edition price in 

1921 than in 1911 was Czas. The editors of Czas did not change the edition price, nor the price 

                                                        
78 GN, First available Sunday editions January 1911 – December 1921. 
79 GL, First available Sunday editions January 1911 – December 1921. 
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for an advertisement from January 1911 until early 1918. The relative cost of advertising, 

therefore, stayed at two times the cost of the edition throughout that time period. Beginning in 

March 1918, the administration rasied the prices for both advertising and the editions at 

different rates and at different times, leading to a wide variance of relative cost percentages, 

though by late 1921 the relative percentage remained consistently over 200 percent, and in the 

last two months of that year advertising cost 250 percent of the edition cost. For the same two 

months, November and December, Nowa Reforma cost the same per edition (20 marks) but 

only charge 30 marks for an advertisement (150 percent), compared to the 50 marks per 

advertisement in Czas.80 

In general terms, examining the cost advertising within these seven newspapers leads to 

the following conclusions. First, that pricing before the onset of war was relatively stable, with 

the exception of IKC whose editors seem to have discovered that they could gradually raise the 

relative price of advertising without affecting sales. Second, that the staffs of the newspapers 

tried to maintain the costs to advertisers at the same relative levels as pre-war costs well into 

the war years, to varying degrees of success. Third, when the relative cost of advertising in each 

title began to become unstable, the majority of newspaper administrations raised the costs of 

the edition first, followed by the cost of advertising. Fourth, over the course of time the cost of 

advertising was not raised at the same rate as the cost per edition. This resulted in lower 

relative costs by 1921 than in 1911 for every title except for Czas. Advertising costs in that title 

were kept the same from 1911 until July, 1918, and the relative price in December of 1921 was 

                                                        
80 Czas, First Sunday morning editions January 1911 – December 1921. NR, 6 November 1921 and 4 December 
1921. 
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two and a half times the cost of the edition, compared to two times in January of 1911. These 

four themes lead to conclusions about how the newspaper publishers changed the transfer of 

costs in the face of inflation to the advertisers and consumers of the newspapers. While the 

publishers did not go so far as to not raise the prices at all for advertising, they did attempt to 

maintain relative stability of pricing during the minor inflation in the early war years. Later, as 

inflation increased at a frantically rapid pace, the administrations of the newspapers all 

followed a pattern of increasing the cost to consumers first, then later raised the cost to 

advertisers. Perhaps most telling is that, with the exception of Czas, every title saw the costs of 

editions go up at an increased rate compared to the costs of advertising. This signals that the 

publishers were more willing to raise the costs for consumers while they were more reluctant 

to do so with advertisers. 

What Readers Saw 

1912: Before the War 

 The sixteenth, and last, page of IKC on 1 September 1912 was completely made up of 

commercial advertising (see Figure 2, at the end of this chapter)81. This began with a full 

horizontal banner for the Reim i Społka general store. In addition to stretching the entire width 

of the page it fills roughly one-fifth of the total vertical space of the broadsheet. In true general 

store fashion, it espoused outdoor equipment, such as tennis supplies (with an illustration of 

two men volleying across a net), soccer balls, hammocks, and outdoor chairs, next to soda 

water making equipment, perfume, soaps, and powders, paints, floor lacquers, and school 

supplies (including a chalkboard on an easel). “All articles needed for the home” could be found 

                                                        
81 All of the pages discussed in this chapter can be found at the end of the conclusion. 
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at their store on the Main Square (Rynek Główny) in the center of Cracow.82 The middle of the 

page is filled with advertisements for other various goods and services. These included the 

therapeutic salt baths in Szczawnica, a salt mining town in the nearby Tatra mountains, 

Stanisław Zientkiewicz’s funeral home located in Bochnia, around 40 kilometers east of Cracow, 

and the J. Kulka rubber company in distant Prague. An illustration of a finely dressed woman 

appeared in the advertisement for E. Szancer’s women’s clothing store on fashionable 

Floryańska Street. The advertisers took the unusual approach of having white letters on a black 

background, undoubtedly to draw the readers’ attention. This page also included two 

advertisements for hernia rupture bandages (one in Cracow proper, the other across the bridge 

in Podgórze), W.  Zakrzewski’s watch and jewelry shop, the “Aksmann,” American typewriter 

office and store on Szewska Street, and “Tryumf,” powder for the cleaning and care of blond 

and dark hair. The final two advertisements on the page are “Mr.” W. Bełdowski’s 

manufacturer of cigarette making supplies, and the S. Renisch goose feather company in 

Deschenitz, in the Czech lands. There were 12 total advertisements, and they represented not 

only businesses in Cracow, but also in other towns within Galicia, and the Habsburg Empire.83 

One of the hernia bandage companies mentioned above noted that they also had an office in 

Warsaw.84 Despite this outlier, the advertising in 1912 mostly reflected a clear connection to 

trade networks within the Austrian side of the empire. 

                                                        
82 IKC, 1 September 1912, 16. They also advertise insect repellent and freckle and sunburn preventatives. The 
advertisement contains two illustrations, as well. One of two men playing tennis, and the other of a chalkboard for 
school.  
83 Ibid. 
84 This is the M. Kantorowicz store located in Podgórze. They also note that they have offices in Sosnowice and 
Vienna. 
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 On the same weekend in 1912 in Lemberg, the publishers of Wiek Nowy printed thirteen 

commercial advertisements on the eighteenth page of their Saturday edition (see Figure 3). The 

first advertisement to appear in the uppermost left-hand corner of the page was purchased by 

Józef Karrach selling “Tomasyna,” brand fertilizer. Similar to Cracow, there is an advertisement 

for Czech goose feathers from Deschenitz, though here they are sold by Maks Berger, rather 

than Renisch. The Brothers Krejcar, fabric sellers also located in the Czech part of the empire, 

purchased an illustrated advertisement with two fighting tigers under a beaming sun. Paul J. 

Frisch offered “Juliette” brand bust cream (complete with an illustration of a voluptuous 

woman), and H. Avera advertised various hygienic products, both from Vienna. Being that this 

edition was from late-August, it is no surprise that G. Seyfarth advertised school supplies for the 

upcoming year available at his store on the main square (Rynek). The Variete Bristol theater 

advertised its upcoming variety shows, while Kino Helios advertised the movies it was currently 

showing. The Hotel Boulevard on Grodecka Street (the main thoroughfare from the city center 

to the train station with its newly completed grand carriage house) advertised  room rates. 

There was also a rather strange advertisement for one Dr. G.C.H. Hasakari in London, who 

offered to predict one’s future if one sent him information about one’s life. From Prague, I. 

Kukel offered his “Kolonia” brand rubber, and Diego Fuchs offered a number of musical 

instruments, including the “Austria Originalla Fortepian.”85 A local competitor to Mr. Fuchs, J. 

Bedenstein, offered a “fourteen day trial” on instruments sold from his factory on Karl Ludwig 

Street in Lemberg. His advertisement contained small illustrations of various instruments.86 

                                                        
85 Fuchs also advertised that his firm had offices in Zagreb, Budapest, Budweiser, Rjeka, Graz, Lubljana, Lipsk, 
Lemberg, Marburg, Pilsen, Warsaw, and Zadar.  
86 WN, 31 August 1912, 18.  
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 The more conservative titles of Czas and Kurjer Lwowski seemed to contain similar types 

of advertising, though without advertisements for enhancing creams with illustrations of busty 

women. However, these titles were far more likely to contain luxury goods or goods related to 

luxury items, such as new Michelin Clincher tires for cars in the shop of F. Lord.87 They also 

tended to contain fewer advertisements, with larger illustrations. Kurjer Lwowski featured an 

illustrated advertisement for women’s boots that occupied over a quarter of the eighth and 

final page on 1 September 1912.88 

1916: In the Midst 

 In the midst of wartime, IKC edition from Sunday, 3 September 1916 reflected less 

overall space dedicated to solely commercial advertising (see Figure 4). The twelfth page of this 

edition carried 15 classified advertisements for various goods alongside 16 commercial 

advertisements. Reim i Spółka, the general store that appeared in the 1912 commercial 

advertisement page, is here as well. While their advertisement was much smaller, only around 

one inch wide by two inches long, it was no less eclectic. They offered mountain boots, sandals, 

cosmetics and insect repellants all within the same small space. There is an advertisement for 

school supplies, though this time it is W. Poturalski’s printing press and bookstore that has 

them on offer in their Cracow and Podgórze locations. There is still a strong imperial trade 

connection represented in many of the other advertisements. The fabric selling Brothers Krejcar 

from Bohemia, mentioned above, had an advertisement on this page (without any spectacular 

illustrations), as did the watchmaker Jan Konrad whose company was located in Brux, also in 

                                                        
87 Czas, 1 September 1912, 2. 
88 KL, 1 September 1912, 8.  
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Bohemia. Z. R. Bergmann in Vienna offered a “pocket cinema apparatus,” with 50 short films on 

decorative cassettes. The L. Buchsbaum bookstore in Morawska Ostrawa (near the border 

between Galicia and Moravia) offered a Polish-German dictionary, and an advertisement for 

foot cream from Hungary also appeared.  

 Closer to home, the Ignacy Cypres company, located on Szewska Street, advertised 

watches and a number of musical instruments, complete with renderings of a pocket watch, 

and accordion, and a violin. R. Czopp, a cobbler, fittingly sold his shoes on Szewska, as well. The 

restaurant, delicatessen, and breakfast room on the Main Square owned by L. Lewicki offered 

pilsner style beer, excellent food, and daily concerts, and it was open until midnight. There was 

an advertisement from D. E. Friedlein offering maps of the war front in Romania, and two 

businesses, Józef Tobiczyk’s and Stanisław Burnatowicz’s, offered courses in bookkeeping and 

accounting. Burnatowicz also offered courses in stenography and the German language, as well. 

Perhaps tellingly for a city at war, Jan Wolno advertised that his funeral home “Concordia,” was 

the only in Cracow that also made its own coffins, and that they would transport corpses to all 

regions of Europe.89 

 While there are still advertisements for many of the same type of goods and services in 

1916 that were present in 1912, some of the 1916 advertisements directly related to the war. 

The war maps and the specific mention of corpse transportation services are directly war 

related, while the Polish-German dictionary, the German language courses, and perhaps even 

the escapism of the “pocket cinema” all carry undertones of significance in the midst of war. 

                                                        
89 IKC, 3 September 1916, 12. There were also advertisements from the City of Wieliczka, selling bricks, and from 
an anonymous advertisers selling beer and spirits in barrels.  
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The transport of the dead across Europe could have been for displaced civilians and for military 

casualties from the war. Advertisements from companies and bookstores for maps of war 

fronts were common  during the war years. Civilians were no doubt have been interested in 

where the fighting was taking place, which direction the fronts were moving in, and where their 

loved ones serving in the military might be. Sellers marketing the German language, either in 

written or spoken form, were most likely trying to capitalize on the influx of German speaking 

officials into the region, and the assumed use of German as a lingua franca within the military. 

 Czas around this time contained notable advertisements for American style desks, 

restaurants, a commercial piano advertisement, and “ideal” wrought iron fences from Prague.90 

This is in striking contrast to the trends in advertising tied to the war in IKC. 

 In Lemberg, the twelfth page of Wiek Nowy on 2 September 1916 reflected similar 

trends to IKC during the middle of the war (see Figure 5), including the type and number of 

classified ads. A total of 38 small classifieds ran on this page alongside the five commercial 

ones. It had been a little over a year since the Russian occupation of Lemberg had ended, and 

the commercial advertisements that did appear reflected the revitalized imperial connections. 

Of the five advertisements, two appeared from Vienna businesses, one from Budapest, one 

from Lemberg, and the last from the newspaper’s printing press itself. Maxim Kolmer’s 

Viennese electronics store advertised batteries for pocket flashlights and contained a large 

illustration of a battery with the side view of a man’s head in a winged helmet, while Dr. Heim 

advertised his “Yohimbine” tablets which were available in Vienna, but also at M. Ettinger’s 

drugstore in Lemberg. This medicine was to treat “premature weakening” in men, most likely 

                                                        
90 Czas, 6 August 1916, 2. 
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the ailment known as erectile dysfunction in today’s terms.91 Józef von Torok in Budapest 

offered medication for urethral pain, “without injection.” The local advertisement was for 

three-course home cooked meals on Wałowej Street, while the final advertisement was for the 

“Prasa,” printing press.92 On the same weekend Kurjer Lwowski contained advertisements from 

confectioners, movie theaters, and chemical laundromats.93 

 Similar to the advertising in Cracow for this weekend, we see electric devices, as well as 

the advertisement for meals, which is most certainly tied to the war, rationing, and inflation. 

The advertisement for Yohimbine tablets is interesting, not only for its sexual nature, but also 

because there is a possibility that it was war-related. Could this have been a product that 

received wider advertising due to the number of men returning from fighting unable to share 

intimacy with their partners? The more conservative papers, once again, reflected no 

advertising of an overtly sexual nature, instead seeming to advertise life as usual. 

1918: On the Edge of Collapse 

 By 1 September 1918 the seventh and penultimate page of IKC was devoted to printing 

nineteen commercial advertisements (see Figure 6). Two different sellers in Vienna advertised 

their shoes, the first was Leo Wallisch, and the second, B. Gottfried, specifically advertised 

“Durable leather boots,” and “Tall women’s boots.”94 Three advertisements sought workers in 

specific fields. The first sought a qualified salesperson to work at a farm store in Biało. The 

second was looking for carpenters to work in a farm implement factory in Cracow. The last 

                                                        
91 This supplement, derived from the Yohimbe tree in Africa, is still marketed as a sex-drive enhancing herbal 
supplement today. It is also used as a reviving drug by veterinarians to bring animals out of anesthesia.  
92 WN, 2 September 1916, 12. 
93 KL, 2 September 1916, 3-4. 
94 IKC, 1 September 1918, 7. 
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asked for foresters to help manage land in the village of Oleszyce. These advertisements were a 

little out of the ordinary, as help wanted advertisements typically appeared in the smaller 

classifieds.95 Sellers purchased an almost extraordinary amount of advertising for cosmetic 

creams in this edition. L. Vertes, in Lugos, Hungary, as well as L. Decker and A. Jelinek, both in 

Vienna, each purchased advertising for their facial products, though only Vertes notes where to 

buy their products in Cracow. A Dr. Flesch advertised his cures for skin ailments, which were 

available at a number of listed locations throughout Galicia. Similarly, the “Fussol,” brand 

treatment for sweaty legs, arm pits, and hands was advertised throughout pharmacies and 

stores in regional cities, including Reim i Spółka in Cracow. Dr. A. Rixa’s bust enhancing cream 

was advertised with a small illustration of a voluptuous woman promising guaranteed results, 

“or your money back.”96 There were also two advertisements for occupational training courses, 

one from Stanisław Burnatowicz on Floryańska Street, and the other from A. Baraniecki on 

Karmelicka Street. There was also an advertisement for the examinations needed to become a 

tile and brick maker. One gimnazjum instructor offered his services to individuals or groups, 

while a school in Leżajsk run by one Father Antoni Tyczyński, announced the upcoming term. 

There were familiar goods being sold by M. Polaczek, who advertised his hernia belts, and Irma 

Haldek, who offered her Czech goose feathers from a storefront in Prague. The Tintner general 

goods store in Vienna occupied the final advertisement at the bottom right hand corner of the 

page, selling automatic mouse traps, complete with a small mouse rendering. Advertisements 

selling mouse traps were particularly prevalent near the end of the war. A number of 

                                                        
95 The odd appearance of these outside of the normal classified advertising was potentially a response to a 
shortage in male workers at the time. 
96 Ibid. 
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advertisers used the technique of shadow boxes around their spaces on this page. This seems 

to be an alternative to the other trend of stylized borders to catch the reader’s eye. Czas 

continued to contain advertisements for piano stores, cheese and sausage sellers, and 

advertisements from sellers in other imperial cities at this late stage of the war. Advertisements 

for building supplies and to buy antiques and precious metals began to appear, though, 

somewhat cracking the façade of normalcy and subtly reflecting the impact of war.97  

 Page fifteen of Wiek Nowy on 31 August 1918 began with a banner for a variety show 

held at the “Colosseum,” by S. Gabriel on Karl Ludwik Street (see Figure 7). This show included 

comedians, jugglers, plays, and dancers. This type of enjoyment is mirrored in the page’s 

ultimate advertisement, another banner for a “night of singing and dancing.” In between these 

two banners, there were advertisements for a number of different goods and services. The 

Mund Brothers sold building supplies and included a drawing of a half-shingled roof, while Jan 

Sudhoff and Ludwik Noszowski both sold painting supplies from nearly adjacent stores on 

Akademicka Street. An anonymous independent accountant offered his services, while Dr. 

Kazimierz Petyniak-Sanecki taught business courses for adults. Stanisław Adamski advertised his 

new translation of an H.H. Ewers novel, entitled “The Possessed,” available at the bookstore in 

the Hotel Europejski.98 A number of advertisements appear for health care products. The 

Apotheke zur Hoffnung pharmacy in Pecs, Hungary offered Sigorin brand bed bug repellant, 

while Dr. Heimerich’s antiseptic ointment was available at the M. Ettinger pharmacy in 

Lemberg. The Gero Sandor pharmacy in Nagykoros, Hungary offered treatments for itching and 

                                                        
97 Czas, 4 August 1918, 2. 
98 This would have been either of H.H. Ewers’ novels The Sorcerer’s Apprentice (1910), or Mandrake (1911). Since 
the Polish title has been rendered as The Possessed it is difficult to know which.  



45 
 

tingling skin, and L. Vertes, seen above in the Cracow advertisements from this weekend, 

offered bust cream that was sold in Hungary, at the Adler pharmacy in Lugos. There were also 

two advertisements for food products. The first was for Hirsch Rath brand herbal teas, sold by 

Kazimierz Ludwiński on Bracka Street, and the second was for honey, various sheep’s cheeses, 

and mushrooms from the Uniwersum store in Belina, in present day Slovakia.99 Aleksander 

Malimon used a tiny rendering of a sewing machine and table in his advertisement for those 

goods. In Lemberg there seemed to be a focus on building and improvement advertisements, 

while both cities showed advertising for health care products and bust enhancing creams 

(complete with the requisite picture of a busty woman). By this time in 1918 Kurjer Lwowski no 

longer refrained from selling bust enhancing cream, and even included the illustrations more 

often seen in the boulevard papers. Movie theaters, however, were a continued staple in this 

title, that contained advertisements for three separate locations.100 

1921: In the New Nation-State 

 The final page examined from IKC in Cracow was from 4 September 1921, after the end 

of the war, and as things began to normalize in Western Galicia (see Figure 8). On this day 

twenty one advertisements appeared on the tenth page. The page begins with a wide, but 

short, banner advertising women’s hats for work. P. J. Nowak was the seller of the “Antonina” 

brand of headwear.101 This is followed by an advertisement for “Atlas” brand rubber carriage 

tires from Manchester, sold in their storefront in Warsaw, which used at least six different fonts 

to catch the attention of readers. Five advertisements appeared on the page for stores in 

                                                        
99 WN, 31 August 1918, 15. The Uniwersum store in Belina also sold birch branch brooms. 
100 KL, 7 September 1918, 3, 5, 7-8. 
101 IKC, 4 September 1921, 10. 
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Cracow selling various building materials or construction implements.102 Two estates appear for 

sale, as well as an advertisement selling land, cattle, and horses being sold on behalf of 

individuals to “return from America.”103 Along those lines, another advertisement was bought 

by someone with corn to plant, looking for investors. S. Ellenberg took out an advertisement to 

sell peat from Gdańsk, and A. Zembrzycki sought to sell his paper bags, which he specifically 

noted came from the “first Catholic manufacturer of paper bags in Cracow.”104 School related 

advertisements, common for September, take the form of Panerle and Ratz’ general store on 

the main square offering school supplies, and a provincial school in Zamarztynów (near L’wów). 

Jan Porębski sold his “Derma” skin cream, and Franciszek Budziaszki offered his hair coloring 

cosmetics. Reder’s pharmacy offered help with trembling veins on Karmelicka Street. Professor 

Bogusław Butrymowicz sought to train teachers in his courses, also on Karmelicka, and there 

were two advertisements seeking office help. The Varsovian confectioner P. Flancman 

advertised a number of sweet treats from afar, including molded chocolate and cocoa butter. 

Advertisers relied solely on creative borders and stylistic fonts to draw the reader in on this 

page, as no single advertisement contained an illustration.  

The most drastic change in Czas, a longtime conservative and monarchist title, was seen 

in the shift from advertisements for businesses located elsewhere in the former empire to an 

increasing number of transportation companies located in the new Poland. This is most likely 

due to the fact that these companies could rely on previous commercial ties to former 

                                                        
102 Ibid. These included saws, polished aluminum, lime, gravel, and roofing supplies, as well as general “building 
materials.” 
103 Ibid. 
104 Ibid. The specificity here is definitely meant to appeal to Catholic Polish nationalist sentiments.  
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Habsburg lands in an effort to navigate trade across the new international borders.105 Kurjer 

Lwowski had been supported by the Habsburg state before the collapse of the empire, and 

therefore was largely marketed to a similar audience as Czas. In a marked difference from that 

title, Kurjer Lwowski reflected the shifting borders by containing significantly less commercial 

advertising in the postwar years, shifting more to classifieds.106 

 Commercial advertisements in Wiek Nowy in 1921 were no longer separated from their 

smaller classified cousins. This makes it difficult to distinguish whether or not many of the 

advertisements that appeared on the fourteenth and fifteenth pages of 3 September 1921 were 

purchased by individuals or businesses. Due to this fact, this section will focus on clearly 

commercial advertisements and goods for sale from businesses.  

In the banner on page fourteen, A. Bardach advertised books for sale from a storefront 

on Krakowska Street, including books for school children, soon to return to studies (see Figure 

9).107 Another bookstore, on Krzywa Street, advertised that they were the “First Polish Christian 

Book Store and Antique Store.”108 The Doliński printing press in Kolomyja was selling an 

automatic Fotoplastikon (panoramic stereoscope). Kazimierz Turlik offered inexpensive jewelry 

from his store on Sykstuska Street. The Import Sukna shop on Pańska Street advertised their 

English material for men’s and women’s clothing. The M. Kierski blacksmith shop advertised 

building products, while Edmund Riedl sold wine, tea, and coffee “at the lowest recommended 

price.”109 On page fifteen, there is a banner from the Laokoon chemical company offering 

                                                        
105 Czas, 7 August 1921, 4. 
106 KL, 3 September 1921, 8. 
107 This, of course, is a theme seen in many of the pages examined for this chapter, since late August/early 
September was the prime time to begin preparation for the return to the school year. 
108 Here again we see the use of specifically “Polish,” or “Christian,” notations to draw Polish nationalist clientele.  
109 WN, 3 September 1921, 14. 
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“Nervosan” brand medicine for rheumatism and nerve pain (see Figure 10). Jan A Schumann, an 

engineer by trade but apparently in the shipping business, advertised that he had just received 

a new shipment of dishes and other kitchen equipment and offered it wholesale at the lowest 

price. Schumann drove the point home about his kitchen goods by including a rather blocky 

illustration of a stove. The Mieta company advertised their recent shipment of leather 

transmission belts from abroad.110 H. Guttermann had two advertisements on this page, the 

first sold wedding rings, while the second offered to buy gold and jewelry, at his shop on 

Sykstuska Street. Likewise, Leopold Targalski and S. Altholz, both watchmakers, purchased 

advertising as well. The Reder pharmacy advertised dried Calamus root available at their 

storefront in Cracow.111 A women’s hat store on Fredro Street in Lemberg also purchased an 

advertisement. The final advertisement of note from these two pages was purchased by D.H. 

Józef Tarnawski i Spółka who advertised that they carried “Bristol” brand shoe polish from Jan 

Urbanek in Warsaw.112 In like fashion to the advertisements in IKC for this weekend, advertisers 

seem to have mostly relied on artistic fonts, borders, and the occasional (literal) pointing hand 

to direct potential customers to their advertisements. 

While many of the goods and services offered in 1921 were similar to those offered 

before the end of the war in 1918, there is one major notable difference between the pages 

analyzed before and after the end of the First World War. The advertisements for businesses 

outside of Cracow and Lemberg shifted from originating predominantly from cities within the 

Austro-Hungarian Empire, to being largely from the new Polish state. While this is not 

                                                        
110 Abroad carried a new meaning by 1921, with the recent shift in borders. 
111 Calamus, or Sweet Flag, is an herb that can be used to calm the nerves. 
112 WN, 3 September 1921, 15. 
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surprising, it does show how quickly advertising as a system could adapt to accommodate new 

borders. 

Brands and Trends 

 As mentioned in the opening paragraph of this chapter, Singer Sewing Machine 

Company had a presence in both Cracow and Lemberg before the war. In Cracow, the company 

purchased advertising in IKC most often, and by the first couple of months of the war in 1914 

advertisements appeared that noted two locations in the city, one in the center on Szpitalna, 

and the other in Kazimierz.113 The advertisement also noted locations elsewhere in Galicia, 

including Chrzanów, Sanok, Nowy Sącz, Tarnów, and Tarnobrzeg. In Lemberg, Singer purchased 

advertisements in Kurjer Lwowski and Wiek Nowy. By 1911, they noted two locations, and by 

1912 there were three storefronts in the city, one on Halicki Street, another on Grodecka (the 

main avenue between the train station and the city center), and the last on Lyczakowska (the 

main thoroughfare into the city center from the east/southeast). In addition to the other 

Galician locations mentioned in IKC, the 1912 advertisement in Wiek Nowy notes locations in 

Stryj, Sambor, Rzeszów, Jarosław, and Przemysł.114 Advertisements from Singer persisted into at 

least 1916 in Galician newspapers, as well, despite the United States’ support of the British, 

French, and Russian war efforts again Germany and Austria-Hungary.115 Though outright 

advertising ceased after the entry of the US into the war, the company was clearly still 

operating within the region, as seen above. The large presence of an American sewing machine 

company in the region was not a purely Galician phenomenon, by any means. Gabor Gyani 

                                                        
113 IKC, 6 September 1914, 8. 
114 WN, 2 August 1912, 16. 
115 WN, 5 August 1916, 12. 
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notes that by the 1930s the company had 33 locations within Hungary. He ties this popularity to 

the nature of sewing in Eastern European middle class culture. Sewing was an acceptable skill 

for middle class women to have and use, and therefore it did not carry a negative connotation 

when middle class women produced the clothing for their families, or even if they made money 

on the side by taking on sewing work.116 

 Canadian-Pacific Railway is another well-known company that appeared in the 

advertising pages of Cracow and Lemberg newspapers prior to the war. The company’s 

advertisements were relatively common, particularly in Cracow until 1913.117 Tara Zahra 

recounts the fate of the Can-Pac company during the immediate pre-war period. Prior to 1912 

Can-Pac had been a part of a large shipping cartel in Europe, the Continental Pool. In addition 

to Can-Pac, this cartel also included a number of other major European shipping lines, including 

the Cunard Line, the Holland America Line, and German Lloyd line. At the beginning of January 

1913 Can-Pac withdrew from the cartel and set up a new route from Trieste to Canada, in direct 

competition with its former cartel mates. Zahra recounts that this resulted in a massive 

campaign by the cartel to discredit Can-Pac, and potentially even resulted in the arrest under 

false pretenses of the General Representative of Can-Pac in Austria, Samuel Altman. Released 

on bail in May 1914 Altman was allowed to travel to America with the expectation that he 

would return for his trial.118 In the end it was not the war, nor any allegiance to respective 

                                                        
116 Gabor Gyani, Identity and the Urban Experience: Fin-de-Siècle Budapest (New York: Columbia University Press, 
2004), 126.  
117 Despite its misleading name, CPR was also a shipping company, and offered trans-Atlantic travel to Europeans. 
WN, 3 August 1912, 19; NR, 5 April 1913, 5; IKC, 6 April 1913, 15; GN, 7 September 1913, 6. 
118 Tara Zahra, The Great Departure: Mass Migration from Eastern Europe and the Making of the Free World (New 
York: W.W. Norton and Co., 2016), 57-59. Other members of the Continental Pool shipping cartel were the 
Hamburg-America Line, the Red Star Line, and the Austro-Americana shipping firm. Almost all of these firms 
appear in advertising within the newspapers in Cracow and Lemberg, so it is no wonder that the advertisements by 
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crowns or empires that made Can-Pac cease advertising, but rather their vicious commercial 

competition. By 1921, however, Can-Pac once again advertised in the Galician newspapers, 

even on the front page of IKC, and capitalism during the early interwar period seems to have 

won out.119 

 These two companies were not the only well-known brands to appear during the period 

between 1911 and 1921. The Swiss firm Nestle appeared frequently in advertising in both cities 

before the war, as did the German company Stollwerck, both of which marketed chocolate.120 

Nestle appeared during the war, as well, including appearances in both Głos Narodu and IKC in 

September 1915 on the same day.121 The National Cash Register Company, while perhaps not 

as well-known as some of the previously mentioned companies, was an American firm that 

openly advertised while Austria-Hungary and the US were at war.122 Other advertisements 

appeared from global brands such as International Harvester, Moet and Chandon, both Austro-

Daimler and Benz automobiles, and after the war the Italian automobile company Fiat (over a 

decade before the establishment of Polski Fiat, the company’s licensing agreement to build Fiat 

cars in Poland).123 

 Locally, general goods companies in Cracow seem to have had the most resilience. Reim 

i Spółka, mentioned above appeared in multiple newspapers before and during the war, and 

                                                        
Can-Pac ceased after the cartel’s attack on them. Samuel Altman was a Hungarian born, naturalized American 
citizen, which is why he returned to America upon paying his bail (which was an incredibly steep thirty-thousand 
dollars). Ultimately, he would never go to trial for transporting draft dodgers (what he had been charged with) 
because of the outbreak of the First World War. 
119 IKC, 4 September 1921, 1. 
120 See KL, 1 June 1912, 5 and NR, 5 April 1914, 4 for Nestle, and GN, 2 February 1913, 4 for Stollwerck.  
121 GN, 5 September 1915, 4; IKC, 5 September 1915, 7. 
122 IKC, 6 May 1917, 1917 and 1 July 1917, 8. 
123 For International Harvester, see Dilo, 3 June 1911, 6; for Austro-Daimler, see Czas, 2 August 1914, 1; for Benz, 
see IKC, 4 June 1911, 2 and NR, 1 July 1911, 4; for Fiat, see IKC, 7 September 1919, 10. 
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continued to be advertised in IKC after the war ended.124 Ignacy Cypres, another general goods 

company owner and importer in Cracow, also advertised throughout the period, primarily in 

IKC.125 Another major commercial area of advertising that persisted across the war years in 

both Cracow and Lemberg was the movie theater business. In Cracow, Kino Wanda advertised 

before, during, and after the war, while another movie theater, Kino Lubicz, advertised during 

the war years of 1916 through 1918.126 This trend is also present in Lemberg, with at least one 

movie theater that remained open during occupation, Kino Lew.127 Kino Helios, another movie 

theater, advertised both before and during the war.128 In addition to Lew and Helios, the Apollo 

and Kopernik movie theaters also advertised in the later part of the war years.129 The 

continuation of movie theater advertising suggests that this remained a recreational event that 

people in Cracow and Lemberg had become used to attending, perhaps as a form of escapism 

through entertainment, or a way to see what was happening elsewhere during the war years 

during the newsreels that often accompanied feature films. 

Conclusion 

 This chapter sought to acquaint the reader with the textual nature of both Cracow and 

Lemberg during the period from 1911 to 1921. From street signs to posters, from restaurant 

menus to newspapers, navigating life in the city required inhabitants to become increasingly 

                                                        
124 NR, 4 February 1911, 7, 5 April 1913, 7, 5 April 1914, 10; GN, 7 December 1913, 8, 2 August 1914, 4, 3 
December 1916, 4; IKC, 4 June 11, 16, 2 March 1913, 4, 6 May 17, 8, 6 July 1920, 12.  
125 IKC, 4 June 1911, 11, 3 December 1916, 8, 1 July 1917, 8, 7 August 1921, 10. 
126 For Kino Wanda advertisements, see IKC, 2 March 1913, 4; GN, 1 March 1914, 3, 3 March 1918, 4; and NR, 5 
June 1921, 3. For Kino Lubicz advertisements, see IKC, 3 December 1916, 12; GN, 4 March 1917, 6, 3 March 1918, 
4. 
127 KL, 3 October 1914, 2. 
128 GL, 3 December 1911, 6; KL, 24 July 1915, and 7 April 1917, 6. 
129 KL, 7 April 1917, 6-9. All four theaters advertised in this edition. 
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literate. It also introduced the titles used throughout this study and attempted to explain their 

relative significance in each of the two cities. After a discussion of advertisement pricing in this 

period the commercial advertisements themselves were discussed from the two largest 

newspapers used in this study. A qualitative examination of commercial advertising from pages 

in 1912, 1916, 1918, and 1921 reveals a number of changes throughout the period. 

Advertisements for food products wane in during the war year, which is no surprise given the 

level of scarcity experienced in the region. Advertisements for general goods stores appear 

throughout the period, most likely owing to the wide variance of goods they sold. 

Advertisements for soaps and beauty products seem to have been the most common type of 

goods advertised, and within that category bust enhancing creams seem to have been 

particularly in abundant supply. Commercial advertising for pianos also persisted across the 

war. This trend in particular will be examined in more detail in Chapter 3. Many advertisers 

were located within Galicia, but before 1918, there was a distinct trend of advertisers located 

elsewhere in the empire. These not only included Vienna, Budapest, and Prague, but also 

smaller cities in both the Austrian and Hungarian territories of the empire. After 1921, this 

trend shifted to a combination of transportation company advertisements and advertisements 

from businesses within the new Poland. What the overall analysis of these commercial 

advertisements begins to show is that advertising as a mode of communication was rather 

resilient and adaptable across the war years and into the interwar period. While some 

individual goods or services may have appeared or disappeared depending on the political or 

military situation in Cracow or Lemberg, and others, such as movie theaters or general stores, 

may have persisted alongside the turbulence urban Galicians experienced, the advertising 
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culture carried by the daily popular press showed a remarkable ability to adapt and persist. The 

next chapter will focus on a more detailed quantitative assessment of advertising in the eight 

titles mentioned from 1911 to 1921. 



55 
 

 

Figure 2. IKC, 1 September 1912, 16.  
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Figure 3. WN, 31 August 1912, 18. 
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Figure 4. IKC, 3 September 1916, 12.  
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Figure 5. WN, 2 September 1916, 12. 
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Figure 6. IKC, 1 September 1918, 7. 
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Figure 7. WN, 31 August 1918, 15. 
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Figure 8. IKC, 4 September 1921, 10. 
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Figure 9. WN, 3 September 1921, 14. 
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Figure 10. WN, 3 September 1921, 15. 
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Chapter 2. A Turbulent Decade:  

Quantitative Advertising Trends in Urban Galician Newspapers 

Advertising in the newspapers in both Cracow and Lemberg was increasingly present in 

the stable period from 1911 until the outbreak of war. Cracovians reading a Sunday edition of 

Głos Narodu  or Nowa Reforma in March 1911 saw advertisements for food goods such as 

Alfred Stepek’s “award winning” raspberry juice, Wojciech Olszowski’s “one-time offer to 

convince everyone of the quality” of the French wine he sold, or Juliusz Meinl’s new shipment 

of tea which had “already arrived.” Advertisements for building supplies, bicycles, jewelry or 

watches, Roman-Catholic church goods (i.e. prayer books, statuaries, etc.), furniture, 

bookstores, banks, and medical remedies or pharmacies were also prevalent. Cloth and clothing 

were likewise common, such as the different types of fine cloth available from the Brothers 

Krejcar in the Czech lands, which “no woman could resist.” Their advertisements tended to 

make use of the increasingly illustrated nature of printing, as mentioned in Chapter 1. For this 

particular advertisement, the Brothers Krejcar depicted a serpent wrapped around a tree, 

holding what is presumably their folding catalog, alluding to the temptation of Eve in the 

Garden of Eden (See Figure 11).  Occasional advertisements for weapons, record players, 

sewing machines, and “want” advertisements for people, services, or goods also appear.130  

                                                        
130 GN, First available Sunday editions January-December, 1911, See 5 March 1911 as an example. The Stepek and 
Wojciech advertisements appear on page 5, and the Brothers Krejcar illustrated advertisement appears on page 6. 
Juliusz Meinl’s coffee and tea import business advertisement appears in NR, Saturday Evening edition, 7 January 
1911, 6. 
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Figure 11. The Brothers Krejcar advertisement for varying types  

of cloth. Notable for its imagery, and for the location of the business, in Dobruschka, in the 
Czech region of the empire. 

 
While life in the urban centers of Cracow and Lemberg was impacted by the outbreak of 

war in 1914, the unfolding of that conflict, and the turbulent years following the end of the war 

as a new Polish state formed from the remnants of three collapsed empires, there was 

remarkable stability within newspaper advertising. Advertising within the popular press in both 

cities demonstrated trends of resilience that warrant a closer look. The examination and 

discussion of eight titles, four in each city, in the years from 1911 to 1921 will establish the 

overarching trend of continued publication that occurred in the realm of newspaper 

advertising, while taking into account more nuanced changes that occurred in advertising, and 

with the newspapers themselves, due to the instability during the years in question. The trends 

within the eight Galician newspapers will also be compared to overall trends in three additional 

newspapers, the Viennese daily Neue Freie Press, Russkie Vedomosti from Moscow and The 
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Manchester Guardian. This comparison offers insight into whether or not the trends present in 

the Galician newspapers were a local phenomenon, or if there is evidence to suggest that they 

might be part of a larger European trend. This chapter, taken along with the first, establishes 

that the macro level of continued advertising represents the resilience and adaptability of 

advertising as a mode of communication. 

Method 

 In an effort to standardize the sample for this study I have examined the largest issue of 

each week, which often contained the most advertising. These issues had a Saturday or Sunday 

dateline, regardless of when the edition was actually published.131 If multiple editions appeared 

on the same date, such as morning and evening editions, the larger of the two was used. One 

edition per month was examined, using the above criteria. In the event of a missing edition, or 

the lack of publication on the first Saturday or Sunday of the month, then the next available 

Saturday or Sunday edition was used. This resulted in a maximum possible sample of 144 

editions per title for the time period of 1911 to 1921.132 As mentioned previously, this study 

spans the decade from 1911 to 1921, which allows it to transcend the common scope of 

narratives that end in 1914, span 1914 to 1918, or focus on the interwar years. The publishers 

of IKC, Głos Narodu, and Gazeta Lwowska printed the largest weekly edition with a Sunday 

dateline. Czas appeared at its largest in the Sunday morning edition. Saturday datelines were 

used for Wiek Nowy, Kurjer Lwowski (evening edition) and Dilo. Publication of Nowa Reforma 

                                                        
131 Wood, Becoming Metropolitan, 63. In an effort to always appear on the forefront of news, publishers would 
issue editions the day before their printed dateline, one example being IKC which would appear at midday the day 
before its printed date.  
132 Actual numbers were often smaller for all titles due to some cessations in publishing and incomplete archival 
holdings. 
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changed twice during the decade in question resulting in a largest edition being published on 

Saturday evening from 1911 to 1914, a single Saturday edition from January to April of 1914, 

and a Sunday edition from May of 1914 to 1921.133 

 While examining each edition, care was taken to count the total number of 

advertisements (including commercial and classified), to note the total number of publication 

pages, the total amount of publication space devoted to advertising, and the price per edition, 

including the currency used. Also, a general assessment of the types of goods were noted, the 

location of the advertisers, the last names of the advertisers when present, and any specific 

noteworthy advertisements.   

As noted previously, the beginning and end dates of this study were chosen to allow for 

a discussion about trends across a decade, spanning major events in the world, and region. It 

allows for a baseline of the pre-war period to be compared to the war period and immediate 

post-war years (which included the Polish-Ukrainian and Polish-Soviet conflicts). 

Advertising Trends from 1911 to 1921 

The Calm 

In the last few years before the outbreak of war, life had been relatively stable in 

Galicia. Growing Ruthenian (ethnic Ukrainian) participation in the regional politics had caused 

some interethnic tension between that group, representing 42 percent of the population, and 

ethnic Poles, who represented 46 percent. Poles, the predominant landowning and politically 

                                                        
133 It should be noted here that editions of Gazeta Lwowska were unavailable for 1915 and most of 1916, Kurjer 
Lwowski contained few advertisements during Russian occupation, and Dilo was published in exile in Vienna during 
occupation, and was later banned from publication by the Polish government after November of 1918. These 
occurrences will be addressed further below. 
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active group in the region had long guided the region’s politics with official imperial support. As 

Ruthenians became more of a political presence in the province, they began to demand more 

official support for Ukrainian-language schools and cultural institutions, particularly in its 

eastern half. Newspapers in both Cracow and Lemberg openly supported or condemned these 

efforts, though they were subjected to the same governmental censorship directed at political 

and moral material as the rest of the empire. Daily newspapers often overstepped the 

boundaries set with little to no repercussions. The high volume of titles, the structure of the 

censorship (daily newspapers had often already been printed by the time the copy arrived in 

the censorship office for review), and the wide variation of languages of the press contributed 

to the imperial government’s inability to maintain total surveillance and control.134 Despite this 

potential catalyst, further regional conflict was at least for the time being resolved by the 

central government’s concessions allowing for around 27 percent of the seats in the regional 

Diet to be held by Ruthenians, as well as plans to develop a separate Ukrainian-language 

university in Lemberg.135 With the exception of this situation, Galicia continued to experience 

stability while its urban centers continued to modernize.  

In 1911 the average longest edition of Głos Narodu was six pages in length, sometimes 

longer on special occasions, such as New Year’s Day. On average six publication pages with 

roughly two pages of advertising including 60 to 100 total advertisements (including classified 

advertisements) was standard from 1911 to the beginning of the war. The amount and type of 

                                                        
134 Wood, Becoming Metropolitan, 54-56; Andrea Orzoff, “The Empire without Qualities: Austro-Hungarian 
Newspapers and the Outbreak of War in 1914,” in A Call to Arms: Propoganda Public Opinion, and Newspapers in 
the Great War. Troy R. E. Paddock, ed. (London: Praeger, 2004), 167. 
135 Sked, Alan. The Decline and Fall of the Habsburg Empire, 1815-1918 (London: Longman, 2001), 228-29. 
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advertisements remained roughly the same into the first half of 1914 and up until the outbreak 

of the war.  

An increase in the number of advertisements for services appeared from 1911 to 1912, 

which continued into 1914. These advertisements were often for hotels, schools (dance, 

language, private boarding, etc.), funeral services, and travel, etc. though they never exceeded 

more than fifteen per edition. Geographically, local businesses in Cracow, Lemberg, or 

elsewhere in Galicia took out most of these advertisements, though advertisements for food 

goods and services from other places within the Austro-Hungarian Empire such as Vienna, 

Prague, Budapest, and smaller cities were not uncommon, such as the Brothers Krejcar 

mentioned above. Very occasionally advertisements for businesses elsewhere in Europe also 

appeared.136  

From 1911 through the first half of 1914 Czas maintained a steady production of four 

pages per morning edition and two pages per evening edition on Sundays.137 Advertisements 

occupied a little over two pages of total available space in each four-page publication, 

representing roughly half of the total publication space. Between 65 and 90 advertisements of 

various sizes were printed within this area. In content, the advertisements were largely for the 

same products as those listed as present in Głos Narodu.138 One noted difference between the 

two was the advertisements for services. The majority of advertisements for services in Czas 

                                                        
136 GN, First available Sunday editions January 1911 – July 1914, See 5 March 1911, 4 February 1912, 5 November 
1913, and 1 March 1914 as examples of these trends. 
137 Much of the content and virtually all of the advertising overlapped between editions. As most of the advertising 
appeared in the longer morning editions evaluation is focused on those, rather than the evening printings. 
Additionally, Sunday editions were often printed only in the mornings. 
138 As noted above, these include food goods, clothing, building supplies, jewelry or watches, church goods, 
furniture, bookstores, banks, and medical remedies or pharmacies. As well as advertisements for weapons, record 
players, sewing machines, and “want” ads for people, services, or goods. 
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were for travel destinations and hotels, rather than the larger variation of services being 

advertised in Głos Narodu. A second difference between the two arises in an examination of 

the origin point of the advertisements for businesses outside of Cracow. While both 

publications had advertisements from a number of cities within the empire and abroad, Czas 

had a greater number proportionately from Vienna and Budapest, the imperial capitals. These 

differences highlight the pro-Imperial, upper-class nature of Czas’ audience. Many of the same 

advertisements appear in both papers from businesses within Cracow.139  

 In its longest edition of the week, Nowa Reforma (the title geared toward liberal 

democrats) was published in average lengths of eight to ten pages from 1911 until the outbreak 

of war, with around half of the total publication space being occupied by advertising. Within 

this space often appeared more than 200 advertisements of a similar nature to that of the 

above newspapers.140 Perhaps owing to its readership being the fastest growing and most 

popular political group, the liberal democrats, this title seemed to encompass the trends 

represented in both the nationalist Głos Narodu and the pro-imperial Czas in regards to the 

types of goods, and the location of their purveyors. It also contains similar trends to both 

newspapers in terms of types and locations of services proffered. The two notable differences 

between Nowa Reforma and the other two politically inclined newspapers seem to the much 

larger number of advertisements, and a greater occurrence of advertisements for automobiles 

                                                        
139 Czas, First Sunday morning editions January 1911 – July 1914, See 5 February 1911, 3 March 1912, 7 December 
1913, and 7 June 1914 for examples. 
140 NR, First available Saturday evening editions, January 1911 to December 1913, Saturday (single) editions, 
January 1914 to April 1914, and Sunday editions, May 1914 to August 1914. 
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and servicers of them.141 American companies such as Studebaker and Canadian companies 

such as Canadian Pacific Railway Company also appeared.142 

 The average Sunday edition of the boulevard paper IKC in 1911 ranged from 12 to 16 

pages, with 45 to 70 advertisements from businesses or individuals published on four to six 

pages of total advertising space. This increased to a steady 16 pages, with an average of 75 to 

100 advertisements on five to seven pages from 1912 until August of 1914.143 Similar to Głos 

Narodu the total ratio of advertising space in IKC was around one-third publication area in each 

edition. The types of goods proffered in IKC fell into the same categories as those being 

advertised in Głos Narodu, Czas and Nowa Reforma and the businesses ranged from all over the 

empire. The primary differences between advertising in IKC and the often smaller, more 

political papers were twofold. First, there are a greater number of classified advertisements in 

IKC, sometimes up to half of the total number of advertisements.144 Second, there are more 

advertisements from businesses outside of the empire, and even outside of Europe, namely 

American and Canadian companies, such as Singer and Canadian Pacific, which appear with 

even greater frequency than in Nowa Reforma.145 

In Lemberg, Kurjer Lwowski was published in two daily editions from 1911 to 1914. The 

Saturday midday edition of this conservative title was four pages, and the evening was usually 

eight pages, rising to 12 pages in late 1913 and remaining there until the Russian occupation of 

                                                        
141 NR, Saturday evening editions, 4 March 1911, 6 May 1911, 5 April 1913. 
142 NR, Saturday evening editions, 5 April 1913 and 7 June 1913. 
143 IKC, First available Sunday editions January 1911 – July 1914. 
144 IKC, See 5 February 1911 and 2 March 1913 for examples. 
145 IKC, See 4 June 1911 and 6 April 1913 for examples. 
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Lemberg in September of 1914.146 The larger evening edition of each day contained an average 

of 80 to 145 advertisements of various size, comprising around three pages of publication 

space, roughly 38 percent. The goods being advertised in these editions was very similar to 

those in the Cracow newspapers, occasionally they even contained the same advertisements, 

such as from the Brothers Krejcar (see figure above).147 Advertisements were predominantly 

from Lemberg, but also appeared from elsewhere in the empire, such as Tarnopol, Vienna, and 

Brno. 

Gazeta Lwowska (the state-funded, middle and upper class conservative title) appeared 

in its longest form on Sundays. It averaged 14 pages with a median of around five pages, or 36 

percent devoted to advertising. Even though that percentage and the number of pages 

represented quite a lot of space devoted to consumerism and services, there usually only 

appeared in that space 30 to 50 advertisements. These advertisements, however, mirrored 

some of those found in the Kurjer Lwowski and the newspapers in Cracow, particularly the 

similarly minded Czas. Advertisements for wine, travel, and theater productions often appeared 

in its pages, for example. 

The Ukrainian language daily, Dilo, usually published eight pages in each edition from 

1911 until the Russian occupation in 1914. These pages contained 45 to 85 total advertisements 

inhabiting around two and a half publication pages on average. This comprised 31 percent of 

the total publication space of each edition.148 Advertisements were often for the same types of 

                                                        
146 KL, First available Saturday evening editions January 1911 – August 1914. In Lemberg, there was seldom 
publication of newspapers on Sunday. This often made the Saturday (or Saturday evening) editions the largest of 
the week. Saturday editions of both Kurjer Lwowski and Dilo were examined for this paper. 
147 KL, Midday Edition, 4 February 1911, for example. 
148 Dilo, First available Saturday editions January 1911 – August 1914. 
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goods and from the same companies and businesses from Lemberg and elsewhere in the 

empire as those that appeared in Kurjer Lwowski. The most notable difference was the use of 

the Ukrainian language and Cyrillic alphabet (most of the time). All three of the titles in 

Lemberg contained classified advertisements, often for jobs, goods being sought or sold, and 

matrimonial advertisements, though neither title approached the number of classifieds 

appearing in Cracow in IKC. 

The popular daily Wiek Nowy was Lemberg’s illustrated boulevard press equivalent to 

IKC in Cracow, both in content and size. From 1911 to 1914 this popular Lvovian newspaper was 

even larger than IKC with publication length averaging 23 pages. Most editions evaluated were 

either 20 or 24 pages, with occasional editions ranging between 16 pages on the low end and 

up to 32 pages on the high end. Across these years, advertising represented an average of 39 

percent of the publication space, ranging between seven to 12 pages within each edition. The 

number of advertisements appearing in its pages consistently exceeded 300 and occasionally 

even exceeded 400. Many of these advertisements were individually purchased classifieds. The 

purveyors, commercial and individual, offered goods such as juices, dairy products, bicycles, 

clothing, furniture, jewelry and watches, and even more exciting items, such as linoleum! 

Advertisements appeared from all over the empire, and Europe. Services such as travel and 

translations, and leisure activities like the movies all appear frequently.149  

Consumer culture was present and thriving in prewar Cracow and Lemberg. Advertising 

made up one-third to one-half of the total publication content within these eight newspapers 

during the period of 1911 to mid-1914. This represents a large amount of the social 

                                                        
149 WN, First available Saturday editions January 1911 – August 1914.  



74 
 

communication of advertising being brought into the homes or workplaces of those who 

bought the newspapers. The varied types of goods and services proffered in the years before 

the war reflect the increase in globalization, and modernization that the region was 

experiencing around and after the turn of the century. The thriving press in both Lemberg and 

Cracow carried consumer culture to the populations of the cities and often the countryside as 

well. At least one newspaper, IKC, realized the opportunity to increasingly charge more for 

advertising in this period, potentially increasing their own revenue by capitalizing on the use of 

newspapers as an advertising and consumption medium by their readership. The advertising 

appearing in the pages of the newspapers is representative of the relative prosperity of the 

time, despite the growing threat of instability in the region and in Europe as a whole.  

Turbulent Times 

Joseph Conrad recounted his initial reaction to the death of the Archduke Franz 

Ferdinand in his short essay, The Shock of War. “My friend told me it was in Serajevo, and 

wondered what would be the consequences of that grave event. He asked me what I thought 

would happen next. It was with great sincerity that I answered, ‘Nothing,’ and having a great 

repugnance to consider murder as a factor of politics, I dismissed the subject.”150 

Conrad, of course, was wrong. Recent literature has highlighted the complexity of the 

European diplomatic situation between the assassination and the declarations of war. The 

leaders of all countries involved had made plans, some as far back as the turn of the century 

and beyond, to fight exactly a war such as this.151 In August of 1914, not long after the war 

                                                        
150 Joseph Conrad, The Shock of War: Through Germany to Cracow (London: Private Circulation, 1919), 7-8. 
151 There is much recent literature on the subject, and the following works present multiple viewpoints about the 
outbreak of war. For the Central Powers, see Geoffrey Wawro, A Mad Catastrophe: The Outbreak of World War I 
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began, food staples began to be rationed in Galicia.152 The front lines between Austro-

Hungarian troops and Russian troops quickly moved across the region. By September, Russian 

troops were occupying much of the region of Galicia including Lemberg. In Cracow, the threat 

of Russian occupation grew to the point that the government began a voluntary evacuation of 

the city on September 28, 1914. Signs were placed throughout the city’s districts informing 

citizens where they could find “train tickets for evacuation and information on matters of 

departure.”153 Subsequently, officials ordered a mandatory evacuation in early November, 

when Russian troops approached the eastern boundaries of the city. Though the evacuation did 

not last long, a mere two days, the rationing continued throughout the war. 

Despite Cracow’s proximity to the front line of battles between Austro-Hungarian and 

Imperial Russian troops neither Głos Narodu, Nowa Reforma, nor Czas ceased publication 

during the war and IKC experienced only a brief, two-month hiatus in mid-1918. Though the 

titles showed the effects of the conflict, businesses continued to advertise throughout the war. 

Głos Narodu reduced its overall number of pages at the outbreak of the war from six to two; in 

June of 1915 it rose to four pages, and remained there until well after the war ended. The 

editors at Czas reduced their morning editions from four to two pages, but continued to publish 

both evening and morning editions. They maintained this level of publication until the end of 

                                                        
and the Collapse of the Habsburg Empire (New York: Basic, 2014); and Alexander Watson, Ring of Steel: Germany 
and Austria Hungary in World War I (New York: Basic, 2014). For an overview of the situation, see Sean McMeekin, 
July 1914: Countdown to War (New York: Basic, 2013); and Sir Max Hastings, Catastrophe 1914: Europe Goes to 
War (New York: Knopf, 2013); and for Russian involvement, in particular, see Sean McMeekin, The Russian Origins 
of the First World War (Cambridge: Belknap Press, 2011).  
152 Marian Michalik, ed., Kronika Krakowa (Warzawa: Wydawnictwo Kronika, 1996), 287. 
153 Printed sign for evacuation information, undated. ANK: 29/669/10, 447.  



76 
 

the war.154 The Sunday edition of Nowa Reforma, which had become the week’s largest edition 

in the months just prior to the war, was reduced from eight pages to four. Publication remained 

between four and six pages throughout the remainder of the war.155 IKC saw its overall length 

reduced to eight pages from August, 1914 until June of 1916, when it rose to 12 pages for seven 

months. From January of 1917 until the end of the war, it was reduced back down to eight 

pages (See Graph 1). 156   

  

Graph 1. Average number of printed pages per edition 1911-1921 

It was normal for Głos Narodu to print around 40 advertisements in their most common 

intra-war edition length. Likewise, roughly that amount was often also published in shorter 

editions. Advertisements continued to represent half of the total publication space in Czas, 

which published an average of 30 advertisements in their editions. Similar to Czas, Nowa 

                                                        
154 GN, 2 August 1914 and 3 January 1915 and Czas, First available Sunday morning editions August 1914- 
December 1918; GN, First available Sunday editions August 1914-December 1921. 
155 NR, First available Sunday editions, September 1914-December 1918. 
156 IKC, First available Sunday editions, August 1914-December 1918. 
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Reforma continued to dedicate around half of its publication space to advertising, after the first 

few months of war. Fifty to 100 advertisements ran in four-page editions, and up to around 200 

appeared when the edition was six pages in length.157 Advertising in IKC reduced to between 20 

and 40 advertisements on one to two pages from the end of 1914 through 1915. It then rose to 

an average of 40 to 60 (occasionally rising above 100) advertisements on a median of two pages 

from 1916 to the end of the war, representing around one quarter of total publication space 

(See Table 1). 

On September 3, 1914, just over a month after the breakout of war, the Russian army 

“marched on Łyczakówska Street to the sound of music,” and occupied Lemberg without a 

single gunshot being fired.158 The city remained under Russian occupation until July 22, 1915. As 

can be expected, the impact of the war was felt to a greater extent by the newspapers in 

Lemberg. All of the newspapers in Lemberg that continued publication during occupation were 

subjected to a much more rigorous censorship than experienced under Habsburg rule. This 

censorship was carried out in one of two ways, either by the direct supervision of an officer in 

the Russian army, or by ethnically Ukrainian sympathizers employed by the Russians, possibly 

for their better reading knowledge of the Polish language.159 Gazeta Lwowska, as mentioned 

above, was at least in part funded by the Austro-Hungarian government and as such ceased 

publication during the occupation months. It was published again after the city was retaken by 

Austrian forces, first at an average length of six pages in 1916, then eight pages in 1917, and 

                                                        
157 NR, First available Sunday editions, September 1914-December 1918. 
158 Henryka Kramarz, Tadeusz Rutowski: Portret pozytywisty I demokraty galicyjskiego (Kraków: Wydawnictwo 
Naukowe Akademii Pedagogicznej, 2001), 116. 
159 Jerzy Jarowiecki, Prasa lwowska w latach 1864-1918 (Kraków: Wydawnictwo Naukowe Akademii Pedagogicznej, 
2002), 107. 
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eight to ten pages in 1918. Though the paper never reached its pre-war lengths, its subscription 

levels rose as the war continued.160 Publication of Dilo, the daily Ukrainian language newspaper, 

was shut down by the Russian occupying force because of its appeal to ethnic Ukrainians.161 It is 

important to recall that the Ukrainians in Galicia had recently made significant advances in the 

political and social arenas of the city and region under the Habsburg system. While it is most 

certainly the case that many Galician Ruthenians sought ties, or even unification, with their 

ethnic Ukrainian counterparts within the Russian Empire, the invading agents of that empire 

sought to quell any potential unrest that might be agitated because of the increased freedoms 

that those Galician Ruthenians had enjoyed prior to invasion. After the Russian authorities shut 

down Dilo, its editors fled to Vienna and began to publish a small edition there. It was published 

in exile in a daily, eight page (on average) edition, though it only contained a few 

advertisements, all for businesses located in the Austrian capital. The newspaper returned after 

the occupation ended and Austrian forces retook the city, at which point it resumed a four-

page edition until late 1918.162  

Some newspapers overtly supported the occupying force, for example the daily Słowo 

Polskie, which the historian Jerzy Jarowiecki claims had long been associated with Russophile 

leanings in the prewar years. That title’s editorial support for the Russians was further 

evidenced by the fact that daily editions began to cease publication towards the end of 

occupation as it became apparent the Russian forces would be leaving. The editors themselves 

                                                        
160 GL, First available Sunday editions September 1914 – December 1918; Jarowiecki, Prasa lwowska, 108. 
161 Józef Białynia Chołodecki, Lwów w czasie okupacji rosyjskiej (Lwów: Wschód, 1930), 88. 
162 Dilo First available Saturday editions September 1914 – December 1916; Шаповал, Поступ Української, 347. I 
did not have access to published editions of Dilo beyond December of 1916, though I was able to supplement my 
research with statistics within the monograph on the publication written by Yurii Shapoval for the remainder of the 
years covered in this study. 
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fled with the retreating Russian army, eventually making their way to St. Petersburg.163 Other 

newspapers were more subtle in their support, merely appearing sympathetic to the occupying 

force. This is the case of Wiek Nowy, the popular boulevard newspaper had often followed 

whatever political sentiments were most beneficial to it, and also Gazeta Narodowa.164 Kurjer 

Lwowski also continued to be published in the city under occupation, though it was less 

sympathetic to the Russians. This reluctance to support the occupying force, while not forceful 

enough to warrant closure, did increase the popularity of the title and gained it many 

readers.165 The editors reduced the total number of pages to an average of four in one daily 

edition.166 After the occupation, publication resumed two editions per day, initially both at four 

pages, with the evening issue rising to eight pages in 1916 and remaining there until after the 

war. The departure of Słowo Polskie’s managing staff after the Russian withdrawal resulted in 

its closure. Since Russian support had meant that it had one of the larger circulations during this 

period in the war its closure resulted in an increased circulation of other daily titles. Wiek Nowy 

saw circulation increase to 20 thousand, Kurjer Lwowski to 14 thousand, and Gazeta Lwowska 

to six thousand after it resumed publication.167 The newspapers from Lemberg also saw further 

increases in circulation after 1916 when German and Austrian forces set up governing bodies 

within Kingdom Poland while occupying the former Russian territory.168 

 

                                                        
163 Jarowiecki, Prasa lwowska, 107; Henryka Kramarz, Samorząd lwowa w czasie pierwszej wojny światowej i jego 
rola w życiu miasta (Kraków: Wydawnictwo Naukowe WSP, 1994), 56. 
164 Jarowiecki, Prasa lwowska, 107. 
165 Ibid. 
166 KL, First available Saturday evening editions September 1914 – July 1915. 
167 Jarowiecki, Prasa lwowska, 108. 
168 Ibid, 109. 
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 Years 
Avg. Total 

Pages 

Avg. 
Advertising 

Pages 
% Space 

Advertising  
Głos Narodu 1911-1914 6 2 33%  
 1914-1918 4 1.5 38%  
 1918-1921 4 1.5 38%  
          
Czas 1911-1914 4 2 50%  
 1914-1918 2 1 50%  
 1918-1921 4 1 25%  
          
IKC 1911-1914 16 6 38%  
 1914-1918 8 2 25%  
 1918-1921 12 4 33%  
          
Nowa Reforma 1911-1914 9 5.25 58%  
 1914-1918 4 2 50%  
 1918-1921 4 1.5 38%  
          
Gazeta Lwowska 1911-1914 14 5 36%  

 
1914-
1918• 8 2 25%  

 1918-1921 8 1.5 19%  
          
Kurjer Lwowski 1911-1914 8 3 38%  

 
1914-
1918† 6 2 33%  

 1918-1921 8 2.5 31%  
          

Dilo (Дїло)* 
1911-
1916‡ 8 2.5 31%  

 1916-1918 4 1 25%  

 1919-1921 
Publication banned from late November 1918 until 
1922. 

      
Wiek Nowy 1911-1914 23 9 39%  
 1914-1918 11 2.5 23%  
 1918-1921 16 6 38%  
      
Russkie Vedomosti 1911-1914 9 3 33%  
(Moscow) 1914-1918 8 3 38%  
 1918-1921 Publication banned beginning in early 1918. 
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Manchester 
Guardian 1911-1914 16 5 31%  
(Manchester) 1914-1918 13 4.5 35%  
 1918-1921 14 6.5 46%  
      
Neue Freie Presse 1911-1914 66 35 53%  
(Vienna) 1914-1918 35 15 43%  
 1918-1921 36 23 64%  
      
 * Note different dates    

 
• Reflects a lack of publication data for occupation, and most of 
1916. 

 
† Does not reflect publication during occupation which contained 
few ads.  

 ‡ Does not reflect publication from Vienna (during occupation).  
 Less than 5 advertisements per issue appeared during this period. 

 

Table 1. Total Pages, Advertising Pages, and Percentage of Advertising Space 

During the period of occupation Kurjer Lwowski published fewer than 10 advertisements 

per edition. After the occupation was over as overall publication length increased so did the 

number of advertisements, eventually representing 33 percent of publication space on average 

until the end of the war.169 The editions of Dilo published in Vienna during the occupation of 

Lemberg seldom contained more than a few advertisements. After returning to Lemberg the 

newspaper reduced to a four-page edition with roughly 25 percent devoted to advertising, 

usually between five and 20 total advertisements; this continued throughout 1915 and 1916.170 

Advertising information was unavailable for Dilo for 1917 and 1918, though the total number of 

pages in the daily editions remained at four.171 After publication began again of Gazeta 

Lwowska, advertising saw a corresponding reduction to that of the total pages. Editions often 

                                                        
169 KL, First available Saturday evening editions September 1914 – December 1918. 
170 Dilo, First available Saturday editions September 1914 – May 1915 and January 1916 – December 1916.  
171 Шаповал, Поступ Української, 347. 
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contained five to 15 advertisements, and occasionally up to around 30.172 Save perhaps Kurjer 

Lwowski, Wiek Nowy seems to have weathered the war better than most titles. During Russian 

occupation, Wiek Nowy was reduced in size to eight pages, though occasional editions surveyed 

were up to 16. These pages contained one to one and a half pages of advertising, usually 

between 30 and 40 advertisements. Immediately after the occupation ended, the editors of 

Wiek Nowy increased the title’s standard length from eight pages to 12. Twelve pages remained 

the standard length until the second half of 1918. Most often the number of pages devoted to 

advertising was two and a half pages, with the number of advertisements normally ranging 

from 70 to around 100.173 

The majority of content in the advertisements in all titles did not change drastically 

during the war. The same general mix of consumables and services continued from pre-war 

advertising, with the noted addition of goods specifically tied to the war or to the instability 

that came with it. One example of this is the bookseller S.A. Krzyżanowski selling copies of the 

decrees circulated in the streets of Lemberg during the Russian occupation in 1914 and 1915. 

This advertisement appears in the February 6, 1916 edition of Czas in Cracow, indicating that 

the seller saw a market for these goods in the years following the enactment of the decrees 

themselves.174 All titles in both cities, while in publication, did not see a drastic reduction in 

advertisements from elsewhere in the empire, and continued to see occasional businesses 

elsewhere in Europe, though most of the American and Canadian advertisements ceased. The 

continued inclusion of advertisements from other cities within the empire suggests that trade 

                                                        
172 GL, First available Sunday editions September 1914 – December 1918. 
173 WN, First available Saturday editions September 1914 – December 1918. 
174 Czas, 6 February 1916. 
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networks within Austria-Hungary did not break down despite the war effort and troop 

movements within Central Europe. At the very least, the presence of these advertisements 

represents the continued desire of businesses throughout the empire to use advertising 

connections and titles in geographic locations that they had established before the war began.  

 Advertising in Cracow was uninterrupted by the war and continued to form a substantial 

part of what readers were seeing in the newspapers they bought. Advertising in Lemberg was 

affected to a greater extent, but returned relatively quickly after the occupation to comprise a 

substantial part of the newspapers there as well. While advertising certainly accounted for a 

meaningful portion of the annual income of each newspaper, it was by no means the largest 

source of income. That position was held by the subscriptions and other sales. According to the 

personal papers of Bolesław Wysłouch, editor of Kurjer Lwowski in Lemberg, during the years 

from 1914 to 1918 the accounts for the staff of the newspaper showed that advertising sales 

made up no higher than 24 percent of total income. That peak was reached in 1914, while in 

1915 sales dropped to just below 18 percent. In 1916 and 1917 advertising sales climbed back 

to roughly 21 percent, and in 1918 they accounted for just over 22 percent of annual income.175 

Though advertising is subject to a number of differing factors in relation to its sale and 

purchase, namely the income that it provides the newspaper publishers and the fiscal needs of 

the companies doing the advertising, the continued presence of advertisements in the pages of 

the press during the war represents the persistence of consumer culture. This assertion is 

reinforced, at least in the case of Kurjer Lwowski, by the fact that advertising sales were 
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relatively stable throughout the war.  It is possible that if the advertisers knew for certain that 

consumption did not continue during the war, they would not have spent the money to 

advertise. After all, advertisers do not advertise because they know it will work, but because 

they “do not know for sure that it will not.”176 Consumer culture persisted in Cracow despite its 

geographic position near the front lines and it returned shortly after the end of occupation in 

Lemberg. This suggests that consumer culture in these cities was not easily dislodged from the 

collective culture of the press or the people. Scholars often assert that war is disruptive to all 

areas of life. Advertising in Cracow during the war does not follow that trend. Despite food 

rationing and evacuation, the newspapers kept publishing, and sellers advertising. Though 

advertising in Lemberg was briefly altered, it returned with relative ease after the occupation 

ended, especially in Kurjer Lwowski and Wiek Nowy. Consumer culture was so entrenched in 

the social structure that it continued, despite the ongoing war. 

A Shortage of Food (Advertising) 

 “One never knew when the Russians might spill over the Tatras and the Capathians, in 

which case it would all be over,” recalled the American war correspondent George Abel 

Schreiner about the sentiment in Vienna early in the war. As he saw it, despite the threat, the 

Viennese remained phlegmatic about their impending doom. “So long as there was food 

enough, champagne to be had, and women to share these,” he wrote, “the Russians could have 

the rest.” While Schreiner’s observations paint the Viennese as rather indifferent to the 

sufferings of their countrymen in Galicia, they also convey the importance of food supplies in 

                                                        
176 Leiss, et al., Social Communication, 39. 
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maintaining a sense of normality during a period of war. So long as there was food – and 

champagne! – enough, life would go on.177  

If advertising did not wholly disappear, and indeed carried many of the same 

characteristics before and during the war, how do we reconcile this fact with our known 

understanding of the increasing rationing, food shortages, and decline in the ability of the 

Habsburg government to ensure the welfare of its citizens? Maureen Healy and Belinda Davis 

have excellently conveyed the ever-present shortages and their ramifications in Vienna and 

Berlin respectively, while broader works, such as Alexander Watson’s Ring of Steel have 

touched on how wartime scarcity impacted Galician cities.178 Outstanding recent work by 

Bartosz Ogórek has focused in on the steadily decreasing food supply in Cracow, its causes, and 

its long-term impact on the health of a Cracovian generation.179 In a recent article, Robert 

Blobaum discusses the barefoot movement in Warsaw, which peaked in 1917 and again in 

1918. He notes that the scarcity experienced in that city began in the early stages of the war, 

but that the results of compounding scarcity were felt most acutely in the war’s final years.180 In 

Galicia, at least, the scarcity articulated by the authors mentioned above did not seem to be as 

serious as elsewhere in the empire in the early years of the war, though as it neared completion 

                                                        
177 George Abel Schreiner, The Iron Ration: Three Years in Warring Central Europe (New York: Harper & Brothers, 
1918), 45. 
178 Maureen Healy, Vienna and the Fall of the Habsburg Empire: Total War and Everyday Life in World War I 
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179 Bartosz Ogórek, “The Unobvious Impact of the First World War on the Height of Pupils in Cracow Schools in 
1919-1933,” Acta Poloniae Historica 113 (2016):171-194; “Feeding the City, Feeding the Fortress: Cracow’s Food 
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scarcity in Galicia became acute and compounded, as elsewhere within the Central Powers. The 

journalist George Schreiner, quoted above, highlights the how the policies of the Habsburg 

government sought to keep resources near the front lines. He recounts that while travelling 

across the Austro-Hungarian Empire in 1915, he ran into a “veritable land of plenty” outside of 

Cracow that he had not experienced in any of the urban centers he had previously been to 

(Berlin, Vienna, and Budapest).181 Another quotation from Schreiner simultaneously exemplifies 

how the unbalanced nature of food distribution favored the areas near frontlines, and draws 

attention to the growing scarcity in the German and Habsburg lands. The hotels that he stayed 

at in his travels would cash in ration cards on behalf of their guests and leave the goods (in this 

case bread) at the doorstep of their patrons. “Each morning I would find at my door-provided 

nobody had stolen it-my daily ration of bread, of varying size-300 grams in Germany, 240 grams 

in Budapest, 210 grams in Vienna. At the front I fared better, for there my allowance was 400 

grams and often more if I cared to take it.”182 While Schreiner was undoubtedly given special 

consideration as a foreign journalist, the implication here is still clear, that food rationing 

benefitted those at the front (in Galicia in 1915, at least) at the detriment of the population 

further from fighting. Even with food scarcity perhaps less of a problem in Galicia, one must 

also note that Schreiner mentions theft in his quote as well. Whether this theft was mere 

opportunism, or if it was driven by a latent scarcity that Schreiner was not aware of is unknown. 

While reduced scarcity may have been the case in the early years of the war, inflation 

was a problem that soon affected every Habsburg citizen, including those in Galicia. As prices 
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for everything increased those individuals whose income was a fixed salary, such as civil 

servants, had a much harder time buying what they needed. This is the case of Aleksandra 

Czechówna who confided in her diary in 1916 that she and her family occasionally went without 

food.183 Inflation continued to grow as the war continued, making it more expensive to buy 

goods. To quantify this rise in inflation, the price of a single edition of Nowa Reforma in Cracow 

was 10 hellers in June 1913. By August 1916 it had risen to 12 hellers, and by August 1919 the 

price was at 50 hellers. In Lemberg, the increase was even greater. Kurjer Lwowski editions cost 

four hellers in June 1913, six hellers in August 1916, and 60 hellers in August 1919. This inflation 

was not solely reserved for the newspapers, but also reached basic goods, such as milk. The 

Galician politician Marian Dydyński reported in his diary on December 7, 1915 that “[a] liter of 

milk now costs 34 hellers, which is still cheap, because in Cracow it costs 54 hellers.”184 

Dydyński lived in Raciborsko, a small town about 14 miles southeast of Cracow city center. On 

September 16, 1917, he reported that in Wieliczka (about nine miles outside of Cracow, and 

five miles from Raciborsko) a liter of milk was 90 hellers on June first. In November of 1917, it 

had risen to 1 korona and 50 hellers in Wieliczka for the same volume.185 Efforts were made, of 

course, to keep the price of basic goods reasonable, with city governments enacting maximum 

prices or taking over the sale of goods.186 By the end of the war, however, Habsburg citizens 

from Vienna to Lemberg were fully aware that the government could not provide for their 

needs any longer.  

                                                        
183 Watson, Ring of Steel, 333. 
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How does this trend of increased scarcity manifest in advertising in the daily Galician 

newspapers? The story of scarcity can be seen in two ways. First, the inflation impacting the 

region can be seen in the rising edition prices for each title. In 1914 before the war single 

edition prices in Cracow stood at the following rates: Czas, four hellers for four pages; Głos 

Narodu, ten hellers for eight pages; Nowa Reforma, ten hellers for ten pages; and IKC, six 

hellers for 16 pages. By the end of the war in November of 1918 Czas sold for 20 hellers for two 

pages, Głos Narodu at 30 hellers for four pages, Nowa Reforma at 30 hellers for four pages, and 

IKC at 30 hellers for eight pages. All four of these titles in Cracow sold at an increased cost of 

200 to 400 percent more than at the beginning of the war, for fewer overall publication pages 

per edition. Lemberg, too, witnessed this rise in costs. Kurjer Lwowski had a single edition price 

of four hellers for eight pages in 1914 before the outbreak of war. In the final months of the 

war that title still published an eight-page edition, but the charge for that edition was 20 

hellers, some 400 percent higher. Similarly, Wiek Nowy was sold at four hellers per edition in 

the month before the war began, for 16 to 24 pages. In the closing months of the war a 16-page 

edition was sold for 30 hellers, an increase of 650 percent. Gazeta Lwowska, even though it was 

not published during the occupation, still saw a 20 percent increase in the price from 10 hellers 

to 12 hellers per edition, for half the pre-war publication length.187   

                                                        
187 Publication prices for the single edition, non-subscription cost of each title, July 1914 through November 1918. 
For Czas the morning edition cost was used, as that was the edition used elsewhere in this study, and the evening 
and morning editions differed in cost. For Lwów, Kurjer Lwowski and Wiek Nowy were published continually 
throughout the war, Dilo was published in exile, then after returning was only published for a short time. Gazeta 
Lwowska ceased publication during the Russian occupation, but resumed print after the occupation ended. In the 
month before the war started the paper was published at 12 pages per edition, but by the end of the war it was 
frequently published at six pages. 
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The second, and more telling, way the story of scarcity appears is in the advertising 

pages of the press. What is notable here is not the advertisements that are present in the 

advertising, but more importantly those that are not. Before the war, there were numerous 

advertisements in all titles for staple consumable food goods such as milk, butter, flour, honey, 

and sugar, and even more specific or exotic consumables, such as the raspberry juice or French 

cognac and wine noted above. While there were occasional advertisements for food goods 

during the war, the number of these advertisements appearing was significantly fewer. This 

trend fits the trajectory that we know existed in regards to food scarcity as described by the 

authors mentioned above, however it does not explain the persistent presence of advertising 

for other types of goods. Further exploration of why other, non-consumable goods continued 

to appear, the example of pianos in particular, will be explored in the next chapter. 

The Aftermath 

Jan Słomka, though writing with the benefit of hindsight in his memoir, accurately 

captured the expected outcome of the war. “From the beginning people connected the war 

with the question of Polish liberty. The conviction held that a world war would lead to the 

rehabilitation of the Polish state.” Though it did not happen as Austrian, German, or Kingdom 

Poles envisioned, the end of the war did see a new Poland.188   

The war ended in November of 1918 and the Austro-Hungarian Empire collapsed shortly 

thereafter. Even before this, Galicia began to connect more with a reimagined Polish state 

when the Polish members of the regional Austrian parliament declared in October that 

Habsburg Galician lands now belonged to the Polish state and secured the transfer of military 
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authority to Polish officers.189 Soon after in Warsaw Józef Piłsudski, the former Habsburg officer 

and commander of Polish forces, recently released after being held captive and with the 

support of the withdrawing German Imperial leadership, declared a new independent 

Poland.190 The defeat of the German and Habsburg Empires and the struggling new Bolshevik 

government in the former Russian Empire allowed the three partitions of divided Poland to 

reunite. The reemergence of a Polish state did not mean that all strife was over. Many Galician 

Ruthenians wished to unite eastern Galicia and the city of Lemberg with the larger territory 

inhabited by Ukrainians to the east, or at the least to be independent from Polish governance. 

The ethnic tension between Poles and Ukrainians was exacerbated by the presence of a 

number of other ethnicities in the territory. Jews represented the largest minority, but there 

were also Germans, Czechs, Romanians, Hungarians and others present from the now dissolved 

Habsburg Empire. Days after the end of the war, Ukrainians took over and occupied the 

provincial Habsburg government buildings as well as public and private centers such as the train 

station, the central police station, and banks.191 The short-lived war that followed between the 

Polish military and the Ukrainian Galician Army lasted until the middle of 1919.192 Around that 

time, Soviet troops invaded Galicia and began fighting to increase the territory of the newly 

formed Ukrainian SSR.193 Though the Paris Peace Conference solidified the new political 

boundary of independent Poland as extending through all of Galicia, the territory was still 
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contested until the Polish defeat of the Soviets in 1921.194 Advertising in IKC, Głos Narodu, Czas, 

Nowa Reforma, Gazeta Lwowska,Wiek Nowy, and Kurjer Lwowski persisted throughout this 

period as it did throughout the war years. Advertising and consumer culture remained 

connected to society, as it had been before and during the war. The newspapers in Cracow 

were less affected by the collapse of the empire in 1918 than those in Lemberg. Similarly, as 

interethnic violence continued, a side effect was the closure of Dilo altogether from 1918 to 

1922. 

 From 1918 to 1921, Głos Narodu maintained the standard publication length of four 

pages that had been established in June 1915, with occasional editions expanded to six. The 

same amounts of advertising appeared in publication as during the war, with roughly 10 to 40 

advertisements per publication. The difference between advertising content during the war and 

after the war largely follows what one might expect. Rather than advertising continuing to 

appear from elsewhere in the (former) Habsburg Empire, it now appeared from elsewhere in 

the new Polish state. Warsaw and Lublin replaced Vienna and Prague. Likewise, there were 

advertisements from banks calling on citizens to exchange their Austrian War Bonds for new 

Polish National Bonds, and to buy more of the latter. 195 Similarly, there was a rise in advertising 

for transport companies. These companies had connections elsewhere, usually within the 

former empire, and offered to handle all of the new tariffs and trade documents associated 

with international business.196  
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 Czas returned to publishing a four-page morning edition immediately after the end of 

the war, rising from two pages in the interwar years. The two-page evening edition continued 

to appear. Advertising space remained roughly one page of the four page print space, though, 

representing a decrease in the percentage of space devoted to advertising from roughly half of 

the publication space to roughly a quarter of the total space within each edition. The overall 

number of advertisements in each edition did not decrease proportionately, however, 

remaining in the 30 to 40 advertisements per edition range. The content of the advertisements 

remained for the same goods and services that had been advertised since 1911. Many of the 

advertisements were the same as they had been during the war, just reduced in size. In 

contrast to Głos Narodu, Czas did not see the immediate shift from cities in the former empire 

to cities in the new Poland. To be sure, the cities in Poland were beginning to be represented, 

including Warsaw and Poznan, but most advertisements from outside of Polish lands continued 

to come from the cities in the former empire themselves.197 

 The overall publication length of IKC remained at eight pages from January, 1919, until 

April of that year when it rose to 12 pages. It continued to be published at a length of 12 pages 

throughout 1920 and 1921. Advertising continued to increase during the immediate postwar 

years to an average of 150 advertisements in 1919 to 185 in 1920 and 200 in 1921, printed on 

an average of four pages during all three years, roughly one third of the total publication 

area.198 Similar to the trends found in Głos Narodu, the location of businesses doing the 
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advertising shifted primarily to cities within the newly reestablished Poland and a rise in 

companies offering transport services.199 

 Publication length of Nowa Reforma remained the same as it had during the war 

through 1921, usually four pages, with an occasional six-page edition. Advertising space saw a 

minor decrease, to around 38 percent, or one and a half pages, down from the average of two 

pages during the war. The total number of advertisements that appeared in each edition 

remained at intra-war levels in the remainder of 1918 and throughout 1919, before decreasing 

to 45 to 65 on average for 1920 and 1921. Similar to other titles a number of advertisements 

for import-export businesses appeared, reconnecting the new Polish state to other former 

Habsburg lands.200  

 Newspapers in Lemberg had a somewhat different experience in the years following the 

end of the war. Eastern Galicia, recently the frontline in a global conflict between empires, 

quickly became the fulcrum of two regional conflicts. The first between ethnic Poles and ethnic 

Ukrainians, and the second between the Polish state and a solidifying Bolshevik presence in 

Ukraine and Belarus. Despite the continued instability in the region, the newspapers that 

remained in print through this period continued to publish advertising. 

As mentioned earlier, Kurjer Lwowski continued publication throughout the occupation, 

and due to the closure of Słowo Polskie gained circulation. It had previously returned to an 

eight-page publication length before the end of the war and shifted to a once daily publication. 

The editors kept that structure until the end of this study in 1921. Advertisements continued to 
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occupy around 31 percent of total publication space, ranging from 30 to 75 advertisements. 

While advertisements from cities within the new Poland increased, there was no major 

discernable change in advertisements from the former Habsburg lands including Vienna and 

Budapest.201  

Gazeta Lwowska returned to publishing eight pages when publication had resumed 

after the end of the Russian occupation. The publishers kept the average length at eight pages 

after the end of the war, where it remained until the end of this study. Overall advertising space 

saw a slight reduction, however, from two pages during the war, to one and a half pages. The 

number of advertisements that appeared in this reduced space nearly doubled the intra-war 

numbers, usually in the 15 to 30 range.202 An interesting characteristic of Gazeta Lwowska 

during this period is that the publication did see a minor reduction of length in November and 

December of 1918. This occurred simultaneously with the end of the war and the dissolution of 

the empire, of course. As noted in the initial discussion of Gazeta Lwowska above, the title was 

at least partly funded by the Austro-Hungarian government, and therefore pro-empire. 

Beginning shortly after the end of war in 1918 the newspaper was printed with the Polish eagle, 

sometimes in a contrasting red, in the middle of the title banner. Undoubtedly the publishers 

sought to continue their presence as a popular daily newspaper in Lemberg, and clearly 

branding themselves as a Polish newspaper would perhaps diminish the role that the imperial 

government had formerly had in the publication of the title while cementing their support for 

the ethnic Poles in the strife that plagued the city in this period.  
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A similar trend can be seen in Wiek Nowy. The editors had always been more than 

willing to support whichever political movement  benefitted the title the most, even being 

somewhat supportive of the Russians during occupation. In November of 1918 while the 

empire was collapsing and the status of Lemberg was in question, the title ran the headline 

“Lwów is Ours!”203 This exclamation makes it clear to the readership that the staff of Wiek 

Nowy both supported an independent Poland and that the new state would include the 

ethnically contested city of Lemberg. The efforts by Gazeta Lwowska and Wiek Nowy to show 

their support for Poland and for Poles in Lemberg was even more understandable considering 

that in the final year of the war the German command had agreed to transfer the city of Chełm 

and the lands around it to Ukraine.204 This further cemented the desire of  Polish nationalists, 

and after November 1918, the Polish state itself, not to lose any territory they considered 

Polish. In terms of changes in publication length, Wiek Nowy remained printed at a total length 

of 16 pages from the second half of 1918 (before the war ended) until the end of 1921, save 

only for a brief reduction, normally down to 8-12 pages, from December of 1918 to May of 

1919. This directly coincides with the unrest and fighting within Lemberg between Poles and 

Ukrainians during the Polish-Ukrainian War. The amount of advertising within the paper 

mirrored these trends, averaging six to eight pages in the 16 page editions, and three to four in 

the reduced size editions. Throughout 1919 and 1920 the average amount of advertisements 

remained around 150, even in the smaller editions. This number increased to more than 200 

during 1921.205 
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 The greatest change of any newspaper represented in this study was the case of Dilo. 

Ideologically and ethnically on the opposite end of the spectrum from the sentiments shown in 

Gazeta Lwowska, Wiek Nowy, and other Polish language newspapers in Lemberg, Dilo was the 

most popular vessel carrying the idea of Ukrainian independence, and possible unification with 

ethnic Ukrainians to the east. In the end, the inter-ethnic conflict of the Polish-Ukrainian War 

resulted in the banning of the newspaper and the dismantling of their printing equipment. The 

Ukrainian language daily did not openly return to publication until 1922. The newspaper, which 

had survived the war first in exile in Vienna, then in a reduced, but still present and functional 

form, had been extinguished along with the advertising within it.206 

Trends in the newspapers and their advertising from 1918 to 1921 show a remarkable 

resilience despite the violence, instability, and turmoil within Galicia during the post-war 

period. The conflicts did not dictate the persistence of advertisements in the city of Cracow, 

and only affected publication in Lemberg briefly after the war ended, with the exception of Dilo. 

Despite an unstable political future, businesses still felt the need to buy advertising in this 

period. Of the newspapers that continued to be published the lowest percentage of advertising 

space appeared in Gazeta Lwowska at 19 percent of the total publication space, while Nowa 

Reforma and Głos Narodu published 38 percent advertisements. Restructured political 

boundaries made an impact on the geographical areas represented, though the lingering 

connections to the former empire still occurred. Just as advertising seems to have weathered 

the turbulence of the war, so too the post-war turmoil within the region seems to have left 

advertising culture in Cracow largely unscathed. In Lemberg, it was not the global conflict of the 
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First World War that saw the demise of a newspaper, but the ethnic violence after the collapse 

of an empire, even then, the Polish language newspapers remained devoting significant space 

to advertising. 

Comparative Trends and General Observations 

 In an effort to compare the trends taking place in the Galician press, I have chosen three 

newspapers for comparison from three other geographic locations, all of which experienced the 

war in a different way. The Viennese daily Neue Freie Press, which shared the commonality of 

appearing in the Austrian Monarchy, albeit from the perspective of the imperial capital, offers 

one point of comparison. Russkie Vedomosti from Moscow and The Manchester Guardian 

meanwhile, illustrate trends in non-capital, mid-sized cities, which fell well within the territory 

of opposition countries.207 Comparing the space devoted to advertising in these three 

additional newspapers with the eight within this study, we see a variance of trends that warrant 

explanation in conjunction with potential changes in readership and other factors.  

 Głos Narodu saw a slight increase in advertising space, Kurjer Lwowski saw a slight 

decrease, and Russkie Vedomosti saw a slight increase (until it was shut down in 1918). These 

three newspapers fall into the trend of relative stability for the time period. It is, perhaps, not 

very surprising that the nationalist Głos Narodu saw relative stability while the region was 

transitioning from a part of the Austro-Hungarian Empire to a part of the reestablished Polish 

state.  Similarly, Kurjer Lwowski was a popular daily that survived, even thrived, during 

occupation due to its nationalist and populist leanings. This added readership continued to take 
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that title during the interwar period. Russkie Vedomosti relied heavily on its advertising for 

nearly half of its income and therefore needed to maintain a high advertising percentage for 

solvency.208  

 Two titles saw drastic decreases in the amount of publication space devoted to 

advertising from 1911 to 1921, Gazeta Lwowska and Dilo. Both were in Lemberg, and both had 

been shut down during Russian occupation. Dilo was ultimately closed by the Polish authorities, 

while Gazeta Lwowska lost most of its subscribers to Wiek Nowy and Kurjer Lwowski during the 

occupation period. Gazeta was seemingly unable to recover readers in the interwar period 

because of its well-known position as the organ of the former empire.  

 A third trend was followed by Czas and Nowa Reforma. These two titles saw relative 

stability in advertising publication space (more than half) until the interwar period, when a 

decline in advertising space occured. Nowa Reforma became a relatively small daily during the 

war years. In the interwar period the small nature of the paper (four pages) was not conducive 

to increased levels of advertising. Similarly, Czas was published in a four page edition after the 

war. This small size, combined with the fact that it had the highest cost to purchase advertising 

relative to the price of the paper undoubtedly contributed to the decrease in advertising space. 

In addition, like Gazeta Lwowska its political stance was conservative and in favor of the 

monarchy before the dissolution of the empire. 

 Before coming to the final trend, it bears noting here that none of the newspapers 

mentioned above saw an increase in advertising space from the war years to the interwar 

                                                        
208 Sally West, I Shop in Moscow: Advertising and the Creation of Consumer Culture in Late Tsarist Russia (Dekalb: 
Nothern Illinois University Press, 2011), 32; 225-226. 



99 
 

period, and all of the Galician newspapers mentioned saw a corresponding reduction in size 

during that time. In addition, as mentioned in the advertising costs section at the beginning of 

this chapter, Głos Narodu, Gazeta Lwowska, Czas, and Nowa Reforma were the four titles which 

set prices for the whole advertisement, rather than allowing for purchase by the word.  

 The final category we can observe from the comparison of advertising publication space 

is that of the more popular, larger edition papers. The Manchester Guardian, an outlier, saw a 

steady increase in advertising space across the entire period. Neue Freie Press, IKC, and Wiek 

Nowy see a shared, different pattern. These three titles saw a decrease in publication space 

during the war years, with an increase in the interwar period. All three newspapers were 

relatively larger than their contemporaries within their respective cities, and all three saw a 

reduction in overall size during the war (IKC and Wiek Nowy increased their size after the war, 

while NFP did not). The popularity of these larger newspapers almost certainly led to their 

return to greater publication space devoted to advertising. In Galicia especially, other 

competing newspapers were smaller, and often had higher costs for purchasing 

advertisements.   

Conclusion  

What is most interesting about this study is not the details of how World War I affected 

the newspapers in Lemberg and Cracow. After all, we know that wars, especially wars on the 

scale of that great conflict, are disruptive and affect most if not all areas of life. Nor is the most 

interesting aspect how the newspapers steered (or failed to steer in the case of Dilo) their way 

through regional conflicts and the formation of a new state. We expect a certain level of change 

to occur during times such as the new Poland saw from 1919 to 1921. The contention of this 
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study is that advertising as a mode of communication itself saw remarkable continuity despite 

the turmoil. It should also be noted, though, that the advertisements themselves illuminate 

how everyday life for urban Galicians changed, and how Galician advertisers and consumers 

sought normality, opportunity, or security during a highly unstable decade.  

From 1911 to 1921, the instability and unrest during the war did have an impact on the 

newspapers examined in this study. The newspapers in Cracow saw page reductions, brief 

interludes, and increased pricing due to high inflation. The newspapers in Lemberg felt the 

impact of the war and its aftermath more acutely. Kurjer Lwowski and Wiek Nowy seem to have 

fared the best across the decade, with page reductions and pricing changes, while Gazeta 

Lwowska and Dilo ceased publication in Lemberg during the Russian occupation. Dilo suffered 

the worst fate of any of the titles. Ethnic conflict between Poles and Ruthenians, exacerbated 

by the war and weakening Habsburg political authority in the last years of the empire resulted 

in its shutdown in 1918. With the exception of a few editions, or editions published in exile, all 

of the titles carried advertising while in print. This advertising changed to reflect food scarcity 

as the war continued, and as inflation rose, but other types of goods and services continued to 

appear throughout the decade. There are a number of possible reasons for this. First, it is 

entirely possible that the structure and nature of the advertising culture in Galicia was simply 

not developed or sophisticated enough to change with the times. Businesses kept advertising 

because that is simply what businesses did, without regard to whether it was working or not. 

While there is little doubt that advertising culture in Cracow and Lemberg was far from the 

sophistication experienced in contemporary London or New York, with complex networks of 

advertising agencies and intermediaries, the magnitude of the increased costs of inflation 
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suggests that businesses continued advertising in Galician newspapers either because it was 

working, or because they were so desperate to bring in business that they took out advertising 

hoping it would work. Either of these reasons point to a directed effort to purchase advertising, 

rather than a blind continuation of undeveloped business practices.  

Likewise, at least in the case of Kurjer Lwowski, the continued publishing and selling of 

advertising does not seem to have been directly tied to the financial stability of the newspaper 

itself. As noted above, from reports of income relayed directly to the editor of the newspaper, 

income from advertising never rose above 24 percent of the total income between 1914 and 

1918. This is in contrast to evidence of the greater dependence on advertising by newspapers 

elsewhere in Eastern Europe. For the Moscow daily Russkie Vedomosti advertising had 

represented nearly half of the annual income just before the war at 47 percent, and another 

title, Rech’, was seen as unsuccessful (in part) because advertising sales for it never reached 

levels higher than 36 percent from 1911 to 1914.209 None of the Galician newspapers examined 

for this study ceased publication between 1911 and 1921 for financial reasons, and advertising 

persisted across the period.  

A second explanation of the continuation of advertising in this decade is that advertising 

represents a facet of consumer culture, culture which had become a part of everyday life in 

Cracow and Lemberg.  When viewed in this way, the advertising appearing in the popular press 

can be seen as a window into how individuals seek normalcy during unstable times. Furnishing 

your home with the latest trends in furniture, going to the movies, and buying clothes, for 

example, all represent activities that seemed normal before the war, and advertising for them 
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continued during and after it. Another aspect of this explanation is the shifting nature of 

income. While inflation hurt those individuals with fixed incomes, such as government workers 

and officials, it also had an inverse effect on those who set their own prices for services. These 

individuals fared better through the years of ever increasing inflation, potentially having 

discretionary income to spend on items and services that many could not.  

The inclusion of classified advertisements within the continued trends of advertising 

throughout this decade is further evidence that people are not merely passive consumers of the 

offerings in the pages of the press, but they are also interacting with this mode of 

communication. They chose to sell things, present their wish to buy things, offer their services, 

look for a job, and even look for spouses. The case studies presented hereafter will look at 

specific goods or types of advertising as windows into how culture was expressed in the pages 

of advertising, how people used and interacted with that culture, and how everyday life 

between 1911 and 1921 changed and stayed the same.  
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Chapter 3. Advertising, Piano Culture, and the Changing Middle Class in Urban Galicia 

In the years between the turn of the century and the outbreak of the First World War, 

business directories listed four commercial piano storefronts in Cracow and an even more 

impressive nine in Lemberg, though the actual number was even higher. Additionally, each of 

the cities boasted multiple local piano factories, including the Bronisława Gabryelska factory in 

Cracow and the Mieczysław Janiszewski workshop in Lemberg.210 The presence of these 

factories and storefronts indicate an established market for the buying and selling of pianos in 

the two major urban centers of Galicia in the years prior to the war. How would the First World 

War and the conflicts that followed in the early postwar period affect this market? Though 

piano advertising continued during and after the war, this was not necessarily an indicator of a 

lack of change. The instability and increasing inflation of the period served as a catalyst, forcing 

some owners to sell their pianos, while other citizens had the opportunity to capitalize on the 

economic situation, buying these status symbols for their households. 

In a 1912 advertisement, the B. Gabryelska piano factory stated that the firm rented and 

sold grand and upright pianos, as well as other musical instruments, of first-class manufacture. 

As payment they accepted cash, or a “twenty-month payment plan with no down payment.”211 

The inclusion of the payment plan option marks a trend in the piano market that corresponded 

to a growing cultural shift. Increasingly, from the early nineteenth century onwards, the desire 

and ability to own a household piano had spread from the wealthiest in the upper class, to the 
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lower echelons of the nobility and then to the middle class. Teaching music and the ability to 

play an instrument to the next generation became more and more important to a growing 

number of the population in the Polish partitions as did the cultural significance of owning a 

piano (or at least having one in the household). The rise in the cultural significance of 

possessing a piano amongst the middle classes helps to explain the continued presence of 

piano advertising during the war years and early interwar period, though to say that it was the 

only reason would be a mistake. 

On the outset, the idea that citizens of Cracow and Lemberg were interested in buying 

pianos while the whole region suffered under rationing and the turmoil of war seems absurd at 

best. However, the continued appearance of piano advertising, both selling and buying, in the 

popular press during these years hints at something more nuanced than just ineffectual 

advertising. At the surface level, as with the overarching trends in advertising, piano advertising 

seems to have continued throughout the war and into the postwar period with little change. 

Upon deeper investigation a number of details emerge that tell us more about everyday social 

and cultural life in urban Galicia than the often small newspaper advertisements suggests. 

While it cannot be denied that the war was disruptive, and destructive, some social structures 

seemingly held fast. The presence of piano advertising within the popular daily press in both 

cities throughout the war indicates that the cultural significance of owning the piano as a status 

symbol was not so easily cast aside during a period rife with instability. While the piano as a 

cultural symbol of affluence persisted, the simultaneous persistence of the advertising is 

actually a function and representation of changes within the fluid, constructed middle class. To 

put it simply, a portion of the middle class (along with some in the lower levels of the nobility) 
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found themselves in need of money as inflation rose and their fixed state salaries did not. As 

they liquidated tangible assets, such as pianos, upwardly mobile members of the middle class in 

professions where salaries could rise alongside inflation (or even outpace it based on demand) 

now had the funds to purchase cultural symbols of affluence. For the purposes of this 

argument, class can be defined as a contested, discursive construct, in line with the theories of 

French sociologist Pierre Bourdieu. Bourdieu redirected the focus of the question of what 

defines a class away from the researcher, who imposes class stratification onto a population 

(most often by access to capital and the means of production in economic and Marxist studies). 

He then placed the agency of who makes up a given class onto the participants of a given 

society themselves. In short, he posited that members of a class define their own social 

stratification by what they consume as they seek to maintain or advance their standing within 

their own view of how social stratification is divided in their society. Bourdieu also notes that 

the role of perception is key to understanding how individuals perceived their own class 

status.212 This chapter establishes how the continued presence of newspaper advertisements 

buying and selling pianos during the war years and the early interwar period represented 

dynamic shifts within the middle class in Cracow and Lemberg. These shifts occurred as some 

members of the middle class had to confront the loss of symbolic cultural capital (pianos), while 

others were able to obtain that same cultural capital, taking economic advantage of the 

instability of the period.  

Defining the Cultural Significance of Pianos in Galicia  

                                                        
212 Pierre Bourdieu, Distinction: A Social Critique of the Judgement of Taste (Cambridge: Harvard University Press, 
1984), 372; 483; “What Makes a Social Class? On the Theoretical and Practical Existence of Groups,” in Berkeley 
Journal of Sociology, vol. 32 (1987), 1-18, 3. 
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Ignacy Jan Paderewski, the famed Polish pianist and statesman, was from a minor Polish 

noble family that resided in the town of Kuryłówka, in the Russian Imperial held region of 

Podolia. His family was noble, but poor, and held no land of their own. Instead, his father 

managed the land holdings of a higher ranking, wealthier noble family. That being said, they did 

have a piano in their household, and Paderewski’s father saw to it that he began musical 

training at a very young age.213 At the age of 12, after showing an extraordinary aptitude his 

father took him to Warsaw to train at the conservatory. Paderewski recounts that he and his 

father had a hard time finding a piano that they could afford to buy for use while at the 

conservatory. It was not until, upon a recommendation, they came to the factory of Kerntopf 

and Sons that they were eventually able to arrange for the purchase of a less expensive piano. 

The negotiation ended up being unneeded, however, because after hearing Paderewski play 

the Kerntopfs agreed to supply him with a piano, free of charge, and to house him so long as he 

was at the conservatory. Paderewski’s relationship with the Kerntopfs and their pianos lasted 

for the rest of his life, and though he most often played on Steinway pianos during his career, 

he always played some shows on Kerntopf pianos when he toured around Warsaw (though he 

felt them much inferior to his usual Steinways and Erards).214 

The role of pianos in Galician, and to a larger extent, in Polish and European culture 

should be taken into account when thinking about the importance of their appearance in 

newspaper advertisements across the First World War. Arthur Loesser describes the rise of the 

cultural significance of pianos within the upper classes in Europe and America in great detail in 

                                                        
213 Adam Zamoyski, Paderewski (New York: Atheneum, 1982), 5-7. 
214 Ignacy Jan Paderewski and Mary Lawton, The Paderewski Memoirs (New York: Charles Scribner’s Sons, 1938), 
32-33; 282-83. 
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his work Men, Women and Pianos: A Social History. In tracing this cultural significance, he 

delineates how the piano shifted from being solely accessible by the elite to being a commodity 

that the lower reaches of the upper class, and increasingly the growing middle class, could 

purchase as a symbol of their upward mobility and status.  

Having a piano in one’s home, then, was fashionable in the 1790’s and thereafter. By 
fashion, we do not mean a quickly passing craze; the instrument was too expensive and 
too substantial for such trifling. We mean that it was a luxury in which many people 
indulged because others whom they felt urged to imitate did so.215 
 
Elsewhere in Europe elite piano culture had more time to develop before the symbol of 

the piano shifted to being used as a status symbol of the middle class. Jolanta Pekacz has 

argued that elite piano culture only gained a strong foothold in Polish lands after the partitions. 

Prior to the division of their state into Prussian, Russian, and Austrian dominion, the Polish 

elites looked to each other for cultural trends. This changed when the nobility in each partition 

found itself incorporated into a new elite structure each with its own cultural practices. While 

pianos and music culture were undoubtedly present within Polish elite culture before 1772, 

Pekacz asserts that it is only after the partitions that the Polish elite began to acclimate fully to 

the musical culture found in the upper classes elsewhere in Europe.216 Each partition now 

became the periphery, looking to their new respective centers for culture and trade. For the 

Prussian and Austrian partitions in particular this meant an increase in the importation of 

musical instruments, including pianos, from better-known and well-established manufacturers 

in Prussian and Austrian lands.  

                                                        
215 Arthur Loesser, Men, Women and Pianos: A Social History (New York: Simon and Schuster, 1954), 136. 
216 Jolanta Pekacz, Music in the Culture of Polish Galicia, 1772-1914 (Rochester: University of Rochester Press, 
2002), 42. 
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 If we overlap Loesser’s conclusion that after the 1790s household ownership of pianos 

became ever more fashionable in Europe as a whole with Pekacz’s extension that Polish elite 

culture was only able to fully adopt piano culture beginning with the first partition in 1772, then 

we may conclude that Polish elites had some catching up to do in regards to fully embracing 

piano culture. In Galicia, at least, they were quick in rising to the task. Printed music and 

instrument makers began to enter the new Galician market from Vienna and the Czech lands. 

Previously there had been little demand and insufficient technology to justify and support this 

industry. By 1804 there were six masters, nine apprentices, and five pupils producing 

instruments in the city of Cracow alone.  By 1826 the number of master artisans producing 

instruments had increased to eleven.217 Across the 1820s the lesser nobility and a growing 

middle class began to take more interest in owning pianos, while the piano-owning elites had 

begun to play their pianos at home much more frequently. These two trends facilitated the 

need for more sheet music, which in part led to printing presses in Galicia investing in and 

seeking governmental allowance first to import lithography equipment, then, a decade later in 

the 1830s, moveable type.218  

 In urban Galicia, the investment in new technologies to meet growing demand drove 

the printing presses to print music that was marketable to the widest audience. Since most 

sheet music was for amateur home use or for learning purposes, and the individuals playing 

pianos within homes had generally only basic proficiency, the majority of music was easy to 

play, consisting of basic dances which catered to the common tastes.219 

                                                        
217 Ibid, 42-45. 
218 Ibid, 46-48. 
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 In 1848, a Warsaw newspaper reported that there were about 5000 pianos in the city, 

compared to 3053 households. This meant that there were “one and two thirds pianos for 

each.”220 This widespread popularity was not isolated to the Russian partition of Poland:  Seven 

domestic piano makers worked in Cracow in the nineteenth century.221 By the time of the 1894 

exhibition in Lemberg there were so many instrument (and furniture) makers in Galicia, that a 

newspaper in Warsaw reported that there would soon be no need to import these goods from 

abroad. By 1902 there were 36 workshops in Galicia producing pianos, 8 producing organs, 

harmoniums, and automatons, and 11 producing string and wind instruments. While these 

reports and numbers exemplify the growth in the industry and market across the nineteenth 

century in Galicia, during this period it was often still cheaper to import better quality pianos 

from Germany or Austria.222  

 Under the Austrian education system teachers were required to have at least a basic 

knowledge of music. This was mandated so that the teachers could use music to reinforce 

imperial values and establish community. Further evidence that music in the education realm 

was not intended to instill a deep knowledge of musical principles was that the nature of 

musical instruction often only included individual and group singing, with no teaching of 

instruments or how to read sheet music.223 Musical instruction in earnest was largely the 

responsibility of private tutors, and paid for by the family.  

                                                        
220 Ibid, 140. 
221 Ibid, 143-145. 
222 Ibid, 58-60. The B. Gabryelska factory in Cracow and the M. Janiszewski factory in Lemberg seem to be two of 
the larger, and most advertised in regards to manufacturing. 
223 Ibid, 63-68. 
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Dieter Hildebrandt describes the piano as the “most particularly democratic” 

instrument. He continues, “(b)etween 1800 and 1900 the piano underwent a development in its 

structure, its music, in the nature of public concerts and the education of a broad middle-class 

audience….In fact the piano could be called the unsung hero of the nineteenth century.”224 As 

the middle class began to imitate and adopt the piano culture of the upper class, the upper 

class became more resentful of public concerts. These concerts were increasingly organized by 

civil servants, many of whom were of ethnic German descent. As civil servants, they were 

required to have completed a university education, which included basic instruction in music. 

As these civil servants were dispersed throughout the empire’s periphery they took with them 

their love of music, and their appreciation for the public music culture exhibited in the empire’s 

center. Almost as important as their love of music was their firm position within the growing 

middle class. Attendance of the public music exhibitions was quickly disdained by the upper 

class and eschewed in favor of private concerts, and gatherings within their own homes.225  

The trend of the middle class mimicking and then absorbing the music culture of the 

upper class initially remained in the public realm. However, as the intelligentsia began to grow 

and the availability of pianos increased, members that class soon aspired to buy or rent pianos 

for their own homes. As with the aristocrats, the social status of the individual and the family 

was increased by the ownership of a piano. In part, ownership represented the familial financial 

stability to buy or rent such a large item, to pay to have it transported and placed in the home, 

and to have the means to continually maintain it (pianos must be tuned, after all). Piano 

                                                        
224 Dieter Hildebrandt, Pianoforte: A Social History of the Piano (London: Hutchinson, 1988), 2-3. 
225 Pekacz, Music in the Culture of Polish Galicia, 124-27. 
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possession and use also represented sufficient wealth to pay for lessons for family members, 

the means to acquire something altogether unnecessary to the function of the household, and 

just as importantly, the availability of leisure time for some family members to learn to play, 

and of others to enjoy the gatherings within the home to listen. Yet another reason for the 

popularity of the piano in partitioned Poland was the unique relationship between pianos and 

women. While the piano became more popular with the middle class because of its versatility 

as an instrument, it could be played by a number of different family members, at varying levels 

of proficiency, with or without singing accompaniment, it also grew in popularity because it was 

socially acceptable as an instrument for women to play.226 

The relationship between the piano and middle class women is important for a number 

of reasons. It was not only a musical instrument, but a piece of household furniture. This put it 

firmly in the domain of the home, which is where many urban middle class women spent most 

of their time. Women had more time to practice while at home, and did so. Similarly, the piano 

allowed women to pursue expression through music while retaining their decency. Other 

orchestral instruments were seen as putting women in indecent positions. These included the 

spreading of their legs (larger stringed instruments), twisting of their upper bodies or necks 

(smaller stringed instruments), or seductively pursing their lips (flutes and horns). By learning, 

practicing, and performing the piano the Galician woman could entertain family and friends 

while engaging in self-expression, all the while being a symbol of her family’s ability to afford 

musical education and own a piano in their home.227 

                                                        
226 Benjamin Vogel, “The Piano as a Symbol of Burgher Culture in Nineteenth-century Warsaw,” in The Galpin 
Society Journal, vol. 46. (March, 1993), 137-39. 
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 Thorstein Veblen, observing similar trends in contemporary America, argued that the 

members of a socially ascendant class often seek to emulate the class perceived as being 

directly above their own. The middle class seeks to exhibit that they have the ability to pursue 

the leisure that the upper class possesses and displays.228 In Galicia, the upper classes 

continued to show disdain for the absorption and display of a culture that they felt was firmly 

theirs alone. Pekacz relates a tale from 1825 in which a member of the elite submitted an 

article to the Lemberg weekly Rozmaitości in which he noted that his tailor’s daughter was 

being taught to play the piano. The author asserted that this was socially unacceptable because 

when the daughter grows up and marries someone from her own class, her tastes will have 

been elevated beyond the capabilities of her husband to provide for them, and she will “bring 

her husband to bankruptcy.”229 Other members of the elite echoed these dismayed concerns, 

lamenting that soon the daughters of the middle class would learn music, and that pianos 

would (even) be found in the houses of craftsmen.230 This is one example of Bourdieu’s idea of 

class structure as a contested discourse. As those in the upwardly mobile middle class sought to 

advance their social status through the use of piano consumption (in part to establish 

themselves as members of the intelligentsia), the elites of the upper class expressed their 

frustration with a perceived inferior group now being able to possess a former symbol of their 

higher social stratification. 

                                                        
228 Thorstein Veblen, The Theory of the Leisure Class: An Economic Study of Institutions (New York: MacMillan, 
1905), 81; 104. 
229 Józef Reiss, Najpiękniejsza ze wszystkich jest muzyka polska. Szkic historycznego rozwoju na tle przeobrażeń 
społecznych (Krakow: PWM, 1946), 112. 
230 Pekacz, Music in the Culture of Polish Galicia, 150-151. 
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Figure 12. Cover of a 1914 Cracow travel guide, with piano shop advertisement on the cover. 

Beniamin Vogel has argued that by the twentieth century the prestige of the piano had 

waned in Polish middle class culture, and that its popularity had diminished by the outbreak of 

the First World War.231 The continued presence of advertising seeking to buy or sell pianos from 

1911 to 1921 in the popular press in Cracow and Lemberg suggests that Vogel’s argument may 

have been somewhat overstated. Indeed, it seems as if the piano culture that arose in the 

nineteenth century was alive and well across the war years and into the early interwar period. A 

travel guide to the city of Cracow published in 1914 even featured an advertisement for a piano 

seller on the cover (see above).232 Furthermore, Vogel’s assertion that the popularity of pianos 

decreased by the time of World War I can be directly and particularly refuted by the presence 

of “want” classifieds, which were present throughout the war years.  In the November 7, 1915 

edition of IKC advertisements to buy pianos were present alongside advertisements selling 

                                                        
231 Vogel, “The Piano as a Symbol,” 142-143. 
232 Józef Jezierski, Ilustrowany Przewodnik po Krakowie i Okolicy z Planem Miasta 1914-1915 (Kraków: Drukarnia 
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them.233 In December of that year, a local bookstore was looking to hire young women to play 

the piano.234 Even after the war, in 1919, there were not only advertisements for pianos, but 

there was also advertising for sheet music for them.235 Additionally, advertisements both 

soliciting and selling pianos continued to occur into the interwar period as witnessed in an 

August 1921 edition of IKC.236 If advertisements during this period were only bought with the 

intention of selling pianos, then perhaps Vogel’s statements could be correct. Taking into 

account the presence of interested parties hoping to buy pianos, along with the marketing of 

piano related materials, and the presence of help wanted classifieds hoping to hire women able 

to play them, there is significant evidence to suggest that pianos were still a part of middle class 

culture in everyday life in urban Galicia at least until the conclusion of this study in 1921. 

Furthermore, Jadwiga Rutkowska, a young middle-class diarist and daughter of a Habsburg civil 

servant, wrote frequently of her piano lessons in a diary that spanned the war years. The 

continuation of her piano lessons was so important that her mother found a teacher for her in 

Zakopane, where the family briefly stayed for around two months in 1917. She was not alone in 

her studies, though, she also reported in her diary that her friend, Dzidka, was taking lessons 

from the same instructor there.237 This is not to say that piano culture was exempt for the 

effects of the instability brought about by war and the early interwar conflicts. Rather, while 

piano culture remained a part of Galician middle class culture, the reality of who was buying 
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(and selling) the pianos as a function of this cultural trend is what was most affected by the 

uncertainty. 

Advertisements for Pianos 

About halfway through the New Year’s Day 1911 issue of the popular daily newspaper 

Głos Narodu, on page five of eight, surrounded by advertisements for wine, butter, laundry 

service, and a mail order general store in the Czech lands sits a small, roughly one by one and 

half inch advertisement for a piano store. The advertisement reads, “Grand and upright piano 

store, new and used, of English and Viennese mechanisms, for sale and rent. St. Boroń, Cracow, 

Floryańska Street 1, number 38, on the first floor.”238 This advertisement provides us with a 

good example of the main characteristics mentioned in advertisements by both businesses and 

individuals in regards to pianos. Before approaching the changes that occurred within piano 

culture and the middle class, the content and scope of piano related advertising should be 

discussed.  

Figure 13. Commercial advertisement for Stanisław Boroń’s piano store, in GN, 1 January 1911, 

5. 
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While piano enthusiasts and practitioners may be better acquainted with the different 

types, sizes, shapes, styles, ornamentation, and different internal working mechanisms of 

pianos, and how all of these variations affect the fullness and tone of any given instrument, the 

casual listener may only be familiar with the basic variations in piano design. These are most 

often the grand (fortepiano in Polish), and the upright piano (pianino), both mentioned in the 

advertisement referenced above. A third type of piano is generally widely known by the 

populace now, and likewise it was well known in the early twentieth century, the baby grand 

(mały fortepiano, occasionally also called a krótki (short) fortepiano). By in large, the 

advertisements in the daily newspapers in Cracow and Lemberg mentioned at least one of 

these basic categories in their text. This suggests that, to the majority of consumers and sellers 

in these newspapers, the primary concern in regards to pianos was their size, and 

understandably so. The purchase of a piano of any size not only represented a large 

commitment financially, but it also came with the understanding that such a large instrument 

needed to be transported, and that one had enough room in one’s house or business to 

accommodate the instrument’s large footprint. As Paderewski put it in his memoirs, “[t]o move 

a piano, like everything else, requires certain knowledge; it is not so simple as you might 

think.”239 

The next characteristic proffered in the Stanisław Boroń advertisement above is that this 

shop sold both new and used pianos. Whether or not a commercial seller was offering new or 

used pianos was almost always included in their advertisements, while individual sellers selling 

pianos in classifieds often did not mention the age of their pianos, most likely because it was 
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assumed by the potential buyer that the piano was used. Both types of sellers, and also 

potential buyers, occasionally mentioned the condition of the piano that they were selling or 

hoping to find. What is conspicuously absent from almost all advertising, both commercial and 

individual, is the presence of actual prices. The Saturday, October 4th edition of Kurjer Lwowski 

contains a rare example of the mentioning of prices in an advertisement from the piano store 

“Kubessa,” which advertised new grand pianos, with both English and Viennese mechanisms, 

but also, “used grand and upright pianos in the best condition for only 100 crowns.” After listing 

their address on the central square (rynek) in Lemberg, they then add, “Low prices. Flexible 

options.”240 While the open discussion of actual pricing was rare in commercial advertising, and 

virtually nonexistent in classifieds, written inclusion of pricing information was generally kept to 

the basic, vague description of “cheap.” Another inclusion exclusive to commercial advertising 

was the mention of the “flexible options” of payment plans, occasionally with no money down 

or without interest. 

Figure 14. Kubessa advertisement with price listed, in KL, 4 October 1913, 10. 

An interesting inclusion in both the Boroń and Kubessa advertisements mentioned is the 

type of mechanism within the piano. Many casual listeners are not familiar with different types 
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of grand pianos, on a structural and mechanical level. The inclusion in both of these 

advertisements of the “English,” and “Viennese,” categories of grand pianos bears further 

explanation. The Viennese style of piano was often constructed of lighter materials, had two 

strings per note, narrower keys, and often featured hammers with heads facing the pianist, 

with their hinges on the opposite side of the piano. These characteristics result in a piano that is 

much more sensitive to touch, more responsive, and which requires less pressing of the keys to 

play. The English style is often constructed of heavier wood, has three strings per note, 

hammers which have their hinges toward the pianist, and their heads facing away. This 

mechanism requires more forceful pressing of the keys (which are wider). The overall 

differences between the two result in a more robust sound out of the English style, while the 

Viennese was often easier to play for children, women, and novices.241 

Another characteristic of piano advertisements is the presence, or lack thereof, of the 

maker’s name. Even by the turn of the century the name Steinway was globally synonymous 

with quality pianos, and within Europe, the Bechstein piano was also widely respected and 

played by many concert pianists, as was the Bösendorfer. While the New York based Steinway 

and Sons and the Berlin based C. Bechstein and Company were well known piano 

manufacturers, companies such as Kerntopf and Sons in Warsaw, the Janiszewski factory in 

Lemberg, and the B. Gabryelska piano factory in Cracow began to produce pianos for 

consumption within the lands of partitioned Poland. The higher quality and better name 

                                                        
241 Many thanks to the staff of Mid-America Piano in Manhattan, KS, for bearing with my many questions. 
Interestingly enough, it is often the English style fortepiano which is seen as having given rise to the modern day 
piano, as its sound and manner of play became increasingly popular and eventually pushed the quainter sound of 
the Viennese style out of fashion, though the older styles of both can now be bought as reproductions. 
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recognition of Steinway, Bechstein, and Bösendorfer pianos often correlated to a higher cost 

for consumers. That is not to say that these better-known makes did not appear for sale in 

Galicia in the newspapers and other advertising venues, rather that their appearance for sale 

was a rarity, compared to a slightly higher frequency of lesser known manufacturers, such as 

Gabryelska, and an even greater number of advertisements that failed to mention any specific 

maker’s mark.242  

Figure 15. Helena Smolarska advertisement with the brand names of Steinway and Blüthner, in 
GN, 1 October 1916, 4. 

 

                                                        
242 For an example of the occasional advertisement of Steinway pianos, see GN, 1 October 1916, 4. The text of the 
advertisement carries the spelling “Steinvay,” and also mentions another German piano maker Blüthner, which 
was a Leipzig based company. Bechstein pianos are occasionally mistyped as “Bochstein,” in advertisements. For 
examples of this make for sale, see GN, 3 March and 7 July 1918, both on page 4. Steinway, Blüthner, Bechstein, 
and the Viennese Bösendorfer are often called “the big four” of piano makers, with Blüthner holding the royal 
warrant of the Austro-Hungarian court for a time. Other advertisements appeared in business directories and 
would occasionally include lists of manufacturers sold in the storefront. A 1913 business directory of Lemberg, for 
example, contains advertisements which feature prominent European brands. Professor Franciszek Neuhauser and 
Company mention Bösendorfer, while Leon Heschelesa’s “Dom Szopena,” sells Bösendorfer and Bechstein pianos. 
Both mention a number of other German and Austrian lesser known brands. See Reichman, Księga Adresowa, 713, 
747. 
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Figure 16. Leon Hescheles’ “Dom Szopena” (Chopin’s House) advertisement from a 1913 
business directory, with a number of well known, and lesser well known, brands listed. 

 

Unlike the Gabryelska factory, the Warsaw based Kerntopf and Sons does not appear to 

have marketed directly to consumers in Cracow through the newspapers. This is 

understandable, as Kerntopf was probably more concerned with the market in their own region 

(in and around Warsaw) and because the Cracow market lay across the border within a 

different empire (at least in the years before the war). That being said, by March of 1916 

Kerntopf and Sons did have at least a nominal presence in the region, as they sponsored and 

provided pianos for a concert benefitting the Polish Legions and their families.243 At this time 

the German occupation of the majority of the Russian partition, including Warsaw, was well 

underway, allowing for easier commerce between that region and Austrian Galicia.244 The 

Janiszewski factory seems to have been advertised locally in circulated business address books, 

                                                        
243 Program for Polish Legion benefit concert, 17 March 1916. ANK: 29/669/10, 643-44. 
244 Jesse Kauffman, Elusive Alliance: The German Occupation of Poland in World War I (Cambridge: Harvard 
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but not commercially in the Lemberg press.245 Establishing that piano makers from the Polish 

lands were active in Galicia from 1911 to 1921 is important for two reasons. First, it highlights 

the Polish entry into the piano manufacturing market, further exemplifying the deep seeded 

place of pianos in the culture of Galicia, and Polish culture, writ large. Second, since the 

majority of newspaper advertisements do not mention the make of the pianos being sold, it is 

important to establish that there were less expensive (and local) makes on the market than the 

more expensive Steinways, Bechsteins, and other premier brands. While the Gabryelska and 

Kerntopf pianos may have been cheaper than the more prestigious makes, their pianos still 

represented a major investment. The initial costs, followed by transportation costs and upkeep, 

along with any additional costs associated with lessons and the purchase of sheet music, are 

still indicative of a certain level of financial ability and affluence, even if the piano in question 

was not a Steinway. The willingness of companies to offer pianos for rent or on a payment plan 

indicates that the desire of urban Galicians to possess these large cultural symbols was well 

known by piano sellers who used that trend to their advantage.  

Commercial Piano Markets in Cracow and Lemberg 

The Polish music scholar Vogel, mentioned above, has written a short history of pianos 

and piano making in the Polish lands. While his book is useful for tracing the connections 

between Polish piano making and the piano making traditions in German, Habsburg, and French 

                                                        
245 These large address books were similar to the almost-now-defunct modern day yellow pages. They were 
lengthy, often with advertising throughout, and listed businesses by category, and alphabetically. They also 
contained addresses for municipal offices, and the household addresses for the political representatives at the 
municipal, regional, and imperial level. While the Janiszewski factory appears not to have advertised commercially 
in the press, they potentially advertised anonymously through classifieds. There is evidence that other commercial 
piano sellers used classifieds rather than the larger, more expensive commercial advertisements, in Lemberg in 
particular.  
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lands, his focus is almost solely on makers within the Russian partition of Poland.246 His text 

does, however, carry a listing of piano makers, and more notable sellers, throughout the Polish 

lands. By cross referencing Vogel’s list with the sellers and manufacturers present in newspaper 

advertising and business directories a better picture of the commercial piano industry in 

Cracow and Lemberg emerges. In Cracow there were at least seven piano manufacturers active 

for the entire period of this study, from 1911 to 1921. Another two manufacturers were active 

in the years before the outbreak of the First World War.247 Of these nine total manufacturers, 

only the Bronisława Gabryelska factory seems to have utilized advertising in the daily press in 

Cracow.248 In addition to Gabryelska, there was advertising by at least another four commercial 

storefronts in the popular daily press, the most widespread coming from the shop of Helena 

Smolarska.249  

 

                                                        
246 Beniamin Vogel, Fortepian Polski: Budownictwo fortepianów na ziemiach polskich od poł. XVIII w. do II wojny 
światowej. Historia Muzyki Polskiej, tom. X (Warsaw: Sutkowski Edition, 1995).  
247 Ibid, 197-280.  
248 The B. Gabryelska company may have had a different perspective than other piano factories in the city because 
it was founded first as a piano and musical instrument store around 1883. It had only begun to manufacture pianos 
in 1908. See Vogel, Fortepian Polski, 219. Examples of the Gabryelska advertisements can be found in the citations 
above. 
249 These additional four advertisers were: St. Boroń, Floryanska street 38, see GN, 1 Jan 1911, 5 and Nowa 
Reforma (NR), 4 November 1911, 5, for examples. M. Telesznicka furniture store, Sw. Jan street 2, see NR, 6 May 
1911, 6, and Czas, 7 June 1914, 2, for example. The store of Wiktor Barabasz, Rynek 39, see NR, 7 October 1911, 
10, for example. The shop of Helena Smolarska appeared extensively in both GN, see 3 March 1918, 4, for 
example, and also in IKC, see 7 November 1915, 8, for example. 
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Figure 17. Bronisława Gabryelska advertisement, in GN, 3 June 1913, 3. 

The commercial piano market in Lemberg was somewhat more complex. There were 

eight piano manufacturers operating for the entire duration of this study. Additionally, Artur 

Smutny, initially a tuner by trade, continued this service and also began producing pianos in 

1912, remaining in business until well after 1921.250 Four piano makers ceased production in 

1912, one of which was the larger company of Franciszek Kubessa, located on the main square 

in Lemberg, at Rynek 17. His shop had been producing pianos since 1896, when he came from 

Vienna where he had learned his trade.251 Another notable manufacturer of this period was 

Mieczysław Janiszewski, the maker mentioned in the chapter introduction above. He had 

previously built pianos for Józef Śliwiński, leaving after Śliwiński’s workshop was bought by 

Konrad Kaim (and renamed Kaim i Syn in 1908). Vogel, in his directory of Polish piano makers, 

does not have a complete date range for the Janiszewski workshop, only that it was active in 

1912.252 At the least Janiszewski’s shop was still active into 1913, as it appears in the 1913 

                                                        
250 Vogel, Fortepian Polski, 197-280. The eight were the Bartoszewski, Bazylewicz, Fuchs, Hanak, Harszowski i 
Szkielski, Kaim i Syn, Marecki (Mikołaj), and Słotwiński workshops/factories. Artur Smutny manufactured pianos 
from 1912 until 1932, though he started his business solely as a piano repair and tuning operation. 
251 Ibid. The shops of R. Bochenski, W. Marecki, J. Szklarski, and Kubessa closed in 1912. 
252 Ibid, 229. 
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business address directory for Lemberg.253 That same address book lists nine active piano 

stores in the city in 1913, though the true total number of storefronts in the city that year was 

at least fifteen.254 

Figure 18. Kaim i Syn advertisement, in Ukrainian in Dilo, 1 March 1913, 7. 

In terms of advertising, six of the piano makers in Vogel’s listing bought advertising in 

the popular daily press in Lemberg, including three that purchased space in both Polish 

language newspapers as well as in the most prominent Ukrainian language newspaper, Dilo.255 

Another five storefronts actively advertised in newspapers at some point between 1911 and 

1921, but were not listed as piano makers by Vogel.256 One of these, owned by Bernard 

                                                        
253 Reichman, Księga Adresowa, 538. 
254 Ibid. The total number of fifteen is determined by combining the list of sellers present in the address book, 
adding any present in Vogel’s study that were active in 1913, and adding any that were present in newspaper 
advertising, but not in Vogel’s list, nor in the address book (overlaps were accounted for as some were present in 
two, or occasionally all three, sources). 
255 Manufacturers which also purchased advertising: A. Bartoszewski, KL, 4 March 1916, 4, and 7 July 1917, 7, for 
examples; F. Kubessa, KL, 4 October 1913 (evening), 10, for example; A. Smutny, Wiek Nowy (WN), 3 Dec 1921, 13, 
and KL, 2 November 1918, 8, for examples (some as a repair service and tuner). Those manufacturers that 
simultaneously purchased advertising in Polish and Ukrainian newspapers: J. Hanak, 4 October 1913 (evening), 11 
and Dilo, 7 June 1913, 6, for examples; K. Kaim i Syn, Dilo, 7 December 1912, 7, for example; M. Wojnarowicz, Dilo, 
2 September 1911, 6, and WN, 5 July 1915, 8, for examples. 
256 Adolf and Julia (later only Julia) Mussil advertised in newspapers, see KL, 2 September 1911, 6, and were also 
listed in the 1913 address book, see Reichman, Księga Adresowa, 538. Bernard Połoniecki owned a bookstore and 
expanded his business to include musical instruments, see KL, 1 December 1917, 7. Franciszek Neuhauser i Spółka 
advertised in Gazeta Lwowska (GL), see 1 March 1914, 7, for example, and also in Reichman, Księga Adresowa, 
713. The two additional advertisers did so anonymously in classified advertisements. For the storefront at Kopernik 
26, see KL, 2 September 1911, 6, and for the storefront at Bernardyński 12, see WN, 3 December 21, 12. 
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Połoniecki, not only advertised in Lemberg, but by 1918 was also advertising in Cracow.257 A 

second company, Franciszek Neuhauser i Spółka, advertised in Gazeta Lwowska before the war, 

but did not shift to advertising in another newspaper when that title ceased publication during 

the occupation, nor did they resume advertising after the occupation ended and GL returned to 

regular circulation. A third company did not advertise by name. This company, only identifiable 

by its address at Kopernik 26, was very active in purchasing newspaper advertisements 

throughout the entire period from 1911 to 1921, and indeed was the most common advertiser 

of pianos in either city.258 One piano store, that of Leon Hescheles, seemingly did not advertise 

in newspapers, but did purchase advertising in the Lemberg 1913 address book.259 The 

manufacturing company of Józef Hanak seems to have marketed to the widest audience, 

purchasing advertising in both Ukrainian and Polish language newspapers, as well as in the 

address book.260 

The majority of the piano sellers in Lemberg and Cracow carried the names of male 

purveyors, such as Józef Hanak or Stanisław Boroń.261 However, there were a few storefronts 

that carried female names. Of the 21 total piano storefronts identified for this study in 

Lemberg, 18 carried identifiably male names, two ambiguous shops only appeared in 

anonymous advertisements, and one, the shop of Julia Mussil, at ulica Ludwika 7 (present day 

                                                        
257 IKC, 1 December 1918, 8, and 5 January 1919, 3. 
258 The Kopernik 26 storefront sold in the popular illustrated daily, Wiek Nowy, and also in Kurjer Lwowski, which 
quickly became the second most popular newspaper during occupation, when Gazeta Lwowska ceased 
publication, and Słowo Polskie became pro-Russian. This storefront advertised extensively throughout this study, 
see KL, 2 September 1911, 6, WN, 5 December 1914, 8, KL, 2 June 1917, 6, and KL, 7 February 1920, 7, for 
examples of prewar, occupation, post-occupation, and postwar advertisements. 
259 Reichman, Księga Adresowa, 713, 747. This was the storefront of Leon Hescheles. 
260 Ibid, 721. See footnote 43 for newspaper examples. 
261 Dilo, 6 July 1912, 7 (Hanak), and NR, 4 November 1911, 5 (Boroń).  
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Prospect Svobody), carried the name of a woman. Mussil’s advertisements often only carried 

her first initial, and her last name did not carry a declension that marked it as feminine leaving 

her advertisements rather gender neutral.262 The ratio was slightly higher in Cracow. Thirteen 

sellers were identified for this study, with 10 carrying male names and three female. These 

three included the Bronisława Gabryelska workshop, centrally located on the main square 

(Rynek 35), the shop of M. Telesznicka just off the main square at ulica Św. Jana 2, and the 

Helena Smolarska storefront in Podgórze.263 The fewer numbers of female labeled stores is not 

altogether surprising, though, as census data from 1921 in both cities shows that only around 

22-23 percent of those identified as self-employed in the trade of goods were female. 

Both Cracow and Lemberg had a flourishing commercial piano market before the war 

that persisted throughout the war years and into the early interwar period. The commercial 

market was not the only avenue for piano sales, however. The next section will discuss the 

private piano market, as represented through classified advertising. 

Classifieds and the Private Piano Market 

 First, it is important to note a peculiarity within classified advertising in the newspapers 

in Lemberg and Cracow. It seems that there was no prohibition on businesses buying classified 

advertising in any of the newspapers. Or if there was a prohibition, it was not enforced. This is 

interesting, because most of the newspapers charged more for the larger advertisements 

commonly used by many businesses than they did for the classifieds, which were often smaller, 

with small print, and more often used by individuals. While it seems that the newspapers 

                                                        
262 Reichman, Księga Adresowa, 538. 
263 Vogel, Fortepian Polski, 219 (Gabryelska), IKC, 7 November 1915, 8 (Smolarska), and NR, 6 May 1911, 5 
(Telesznicka). 
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missed out on the opportunity to make more money from their advertisers, it stands to reason 

that advertising did not make up a significant enough portion of their income to risk losing 

advertising from businesses that wanted to buy the smaller sized classifieds. For Kurjer 

Lwowski, for instance, advertising never made up more than 24 percent of the company’s 

income from 1914 to 1918.264 

 That business advertising could appear in the classified sections of the newspapers 

makes examining classifieds as a window into the private piano market more difficult, but not 

impossible. Since almost all classifieds list an address, most of the commercial piano sellers 

could be identified by cross-referencing them against a list of known commercial businesses 

and their addresses. A base list sellers is established by beginning with Vogel’s index of the 

known piano businesses in Cracow and Lemberg from 1911 to 1921, then adding those shops 

found in Reichman’s address guide from 1913. Next, a final, relatively comprehensive list is 

derived by adding both those sellers whose advertisements resided in the larger category 

typically used by businesses and addresses from classifieds which included specific language 

indicating that they were representing a business (for example, “office,” “store,” or if they 

resided on the ground floor of a building). 

After eliminating classified advertisements in the newspapers which were known to be 

businesses, the remaining advertisements were evaluated for language signifying that they 

were from an individual. This language could take a number of forms. If the advertiser listed a 

personal name as the correspondence contact, they may have been an individual. For example, 

                                                        
264 Papiery Bolesława Wysłoucha, materiały spółki wydawniczej Kurier Lwowski z lat 1886 do 1918. ZNOss: 7198 II, 
179; 465-93. 
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in the Sunday, March 4, 1917 edition of Głos Narodu, Olga Wasyliszyn was looking to buy a 

grand or upright piano. Interested parties could write to her at her home address at Smoleńsk 

18.265 Also, individual advertisers may have chosen to use the editorial office of the newspaper 

as an intermediary. The use of the newspaper office as an intermediary is an indicator that the 

advertisement is most likely an individual advertising, simply because a business did not need 

such a service. Such is the case in an advertisement from Wiek Nowy on October 2, 1915 in 

which the advertiser was looking to buy a piano. Interested sellers should write their 

correspondence to the administration of “Wiek” to the name “Pilawski.”266 Occasionally, 

advertisements by individuals list a full name, or at least a contact name, along with available 

hours and a location. “Jolanta,” for example, asked that parties come to her address at ulica 

Michałowskiego 14 between 2:00 and 3:00pm if they were interested in buying her “Beautiful, 

mahogany Streicher,” in December of 1919.267  

 

 

 

 

                                                        
265 GN, 4 March 1917, 6. 
266 WN, 2 October 1915, 11. 
267 IKC, 7 December 1919, 12. 
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Figure 19. Olga Wasyliszyn classified, GN, 4 March 1917, 6. 

Figure 20. “Jolanta” classified, IKC, 7 December 1919, 12. 

 

Wiek Nowy, by far, had the most piano advertisements of any of the eight newspapers 

examined. This is not surprising, because Wiek Nowy was the largest newspaper (page length), 

and was one of the most popular illustrated dailies. Additionally, Lemberg had a larger network 

of commercial piano sellers, which may have translated to a more active private market. IKC 

and Kurjer Lwowski saw fewer classified advertisements than Wiek Nowy, but still more than 

other titles. This is understandable, as IKC was the most popular illustrated daily in Cracow, and 

Kurjer Lwowski was a widely read, non-illustrated popular daily in Lemberg. Advertisements of 

this nature appeared in the daily politically affiliated newspapers, such as Głos Narodu, Nowa 

Reforma, and the Ukrainian language Dilo only occasionally. Private classifieds almost never 

appeared in Czas and Gazeta Lwowska. As these titles were pro-imperial and conservative, it is 

possible that the audience these newspapers appealed to would have been more inclined to 
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purchase goods, such as pianos, from storefronts rather than individual sellers. It is also 

possible that this lack of private advertisements stems from the comparatively small readership 

of these titles. After all, individuals that bought classifieds would have most likely sought space 

in the newspapers that they read or saw most frequently.  

Private piano classifieds to buy or sell were present in the newspapers in the years 

before the war in both cities and in various titles.268 Their appearance was affected by the war, 

reducing their numbers, but their publication did not cease.269 They even continued to appear 

during the Russian occupation of Lemberg, as exemplified by a Wiek Nowy advertisement in 

December of 1914 seeking to buy.270 The end of the war brought a change in borders and 

governments, but it did not change the presence of these advertisements and they continued 

to appear up until the end of this study in 1921.271 Advertisements to buy and sell pianos 

occupied the same edition and in some cases even the same page, and as seen in an 

advertisement from Wiek Nowy in October of 1918, private buyers sometimes even included 

that they were willing to rent.272 One person interested in owning a piano was even willing to 

trade a man’s fur coat.273  

                                                        
268 See NR, 7 October 1911, 10; WN, 4 November 1911, 15; IKC, 6 October 1912, 7; Dilo, 5 October 1912, 7; WN, 5 
April 1913, 15; 
269 See KL, 17 April 1915, 4; WN, 2 December 1916, 11; GN, 4 March 1917; 
270 WN, 5 December 1914, 8. 
271 See IKC, 7 December 1919, 12, 4 July 1920, 12, and 7 August 1921; WN, 4 January 1919, 7-9, 3 April 1920, 15-16, 
and 3 December 1921, 13-14. 
272 An example of buy and sell advertisements on the same page can be seen in WN, 2 June 1917, p 10. Private 
classifieds looking to rent were a rarity, but an example of one can be found in WN, 5 October 1918, 14, where an 
anonymous classified advertiser is looking to “buy an upright piano in good condition, or to rent. Write with the 
price to “Pianino” at the administration of Wiek Nowy.” 
273 WN, 5 August 1919, 13. 
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Figure 21. Classified to buy or rent, WN, 5 October 1918, 14. 

Figure 22. Classified looking to trade fur clothing for a piano, WN, 5 August 1919, 13. 

The instability in Lemberg after the end of the war did not dispel advertisers, either. One 

of the most intriguing advertisements found was a classified in which the resident of room 65 in 

the “Hotel Francuski,” located in the city center at plac Maryacki 5 (present day Mickiewicz 

square at the opposite end of Prospekt Svobody from the Opera House). The advertiser sought 

to sell their grand piano and their Underwood typewriter.274 Room 65 was located on the 

fourth floor of the building, and it would have required quite a bit of logistical care and 

knowledge to remove an item that large from a floor at that height in a popular hotel. 

A comparative snapshot of all classified piano advertising provides more insight into 

advertising trends from 1911 to 1921. Using Wiek Nowy, one month’s classifieds were 

calculated from each of the following periods: before the war (June 1913), during the Russian 

occupation of Lemberg (March 1915), during the war, but not under occupation (August 1916), 

and during the early postwar period (August 1919). In June of 1913 there 14 total private 

classified advertisements hoping to sell pianos, while there was only one private advertiser 

                                                        
274 WN, 3 April 1920, 16. 
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looking to buy. This compares to a total of 26 commercial classified advertisements selling 

pianos. In contrast, the month of March 1915, in the midst of Russian occupation, no private 

sale advertisements appeared. However, four private advertisements were purchased 

attempting to buy pianos. Commercially, there was a vast reduction in the number of classifieds 

purchased, with only eight published to sell (down from 26 in 1913) and one looking to buy. In 

August of 1916 there were seven private classifieds to sell pianos, and two to buy. In that 

month the number of commercial classifieds was slightly higher than during occupation, 

standing at 11. Finally, in the immediate postwar period, in August of 1919, there were 23 

private advertisements attempting to sell pianos, and three hoping to buy. There were only two 

commercial classified advertisements in that month, and both were looking to buy pianos. 

There were no commercial classified advertisements hoping to sell pianos across the entire 

month.275 

In the month of June 1913 there was a thriving buyers’ market represented in the 

classifieds. With 26 commercial advertisements, and 14 used, private advertisements. This 

changed during the occupation, with a rise in private classifieds looking to purchase pianos, and 

one commercial advertisement hoping to buy. These appear alongside only eight commercial 

selling advertisements, and zero private selling. We can surmise that it was perhaps the 

uncertainty of the occupation period that kept advertisers, commercial and private, from 

buying space in the classifieds to sell their pianos. The presence of a rise in the private 

                                                        
275 WN, June 1913, March 1915, August 1916, and August 1919. In an effort to elucidate how many advertisements 
the reader would have seen in a given month the total number was calculated including repeated advertisements 
and multiple advertisements appearing from the same company in the same edition. This largely only impacts the 
number of commercial classified advertising, as classifieds bought by individuals rarely appeared more than once 
in a given month. 
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advertising space taken out looking to buy pianos suggests that there might have been 

individuals stable enough during the uncertainty to buy a large instrument, one that was 

simultaneously a cultural symbol, an investment, and a focal piece of furniture. 

In the month of August 1916, still during the war but after the Russian occupation had 

ended, there is a return of private sellers in the classifieds (seven), this stands alongside the 

continued presence of private buyers (two). Commercial advertising in the classifieds remained 

lower than the prewar level, but rose slightly to 11. By August of 1919, after the end of the 

global conflict, but still in the midst of fighting between Poles and Ukrainians in eastern Galicia, 

there was a drastic rise in the number of used pianos being sold by individuals. That elevated 

number, 23, combined with the continued presence of private classifieds seeking to buy pianos 

(three), stands in stark contrast to the lack of any commercial classifieds selling pianos. Only 

two advertisements by piano shops were present throughout August 1919, and both sought to 

purchase. These trends make sense in the context of the First World War, the immediate 

regional conflict that followed, and the rise in inflation that occurred at an ever increasing pace 

during the entire period of this study.  

The drop of commercial sales classifieds from 26 in June 1913, to 8 and 11 in March 

1915 and August 1916, respectively, then to zero in August 1919 fits with the idea that sellers 

of new pianos may not have wanted to spend money on advertising during periods when they 

knew that the population would not have been interested or able to buy their goods. This 

reduction may have also occurred due to the costs of advertising, which had increased 

alongside inflation. The decline of private sales classifieds from 14 in June 1913 to zero in May 

of 1915 may have been the result of the uncertainty of the initial year of the war, and the 
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Russian occupation. Likewise, the rise of those same classifieds from zero during occupation, to 

seven in August 1916, to 23 in August of 1919 represents that the population of Lemberg is 

increasingly in need of funds, and is willing to sell valuable household goods to gain them. This 

coincides with what we know of the scarcity experienced as the war drew out, and in the years 

immediately after its conclusion. In contrast to the fluctuating numbers of sales advertising, the 

number of private classifieds endeavoring to buy pianos seems relatively constant throughout 

the period.  

The continued presence of individual piano classified advertisements hoping to buy and 

the increase of private advertisements selling pianos across the war years was a symptom of 

social and cultural change within the middle class in urban Galicia. The next section explores 

and attempts to explain this trend in further detail.  

The Changing Middle Class and Pianos 

 While these trends in advertising represent a continuation of the middle class piano 

culture that is shown to have developed during the nineteenth century, the presence of 

individually purchased classifieds selling pianos shows that the piano also served as a household 

commodity of monetary value. For the family in Cracow or Lemberg during the war years (and 

the unstable period that followed) the ownership of a piano not only established their more 

affluent status within the middle class, but it also represented a physical piece of equity that 

could be sold if the family needed money. While the classifieds selling pianos seldom list prices, 

the willingness of a family to sell such a large piece of difficult to transport furniture indicates 

that the need to sell outweighed the difficulties of doing so. Generally speaking, the two groups 

that would have potentially had to have sold their pianos during the war were public servants, 
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largely in the echelons of the intelligentsia, and, to a lesser extent, those aristocrats in the 

lower reaches of the upper class. Severe inflation during the war combined with static 

government incomes meant that civil servants increasingly had less ability to provide for their 

families’ basic necessities. The contemporary economist Ludwig von Mises wrote that “[i]t is 

the middle classes, above all others, who have their assets invested in receiving interest 

payments from the public purse. Civil servants, army officers, and other professions rely on 

salaries from [it].”276 Von Mises further elucidates the relationship between inflation and the 

wages of government employees during the war years extrapolating, “[a]s the currency is 

devalued, all pension payments are reduced in real terms….[Government dependents] continue 

to earn only the same nominal payment, even though they can now only purchase and 

consume less with this amount than they were previously able to do so.”277 Still other 

government employees might lose their jobs altogether. This was the case for Jadwiga 

Rutkowska, our young diarist mentioned above. Her father was a postal worker before the war, 

and less than a month after the outbreak of fighting, he had already ceased getting his 

paychecks from the government. He then left to join the Polish Legions.278 Therefore, the same 

group that in recent decades had been able to buy pianos in their desire to emulate the upper 

class now had to consider selling those same symbols as fungible capital. While this is most 

                                                        
276Ludwig von Mises, Monetary and Economic Policy Problems Before, During, and After the Great War. The 
Selected Writings of Ludwig von Mises, Vol. 1, Richard M. Ebeling, ed. (Indianapolis: The Liberty Fund, Inc., 2012), 
213-214. While von Mises is primarily known today as an economic theorist often cited in Libertarian political 
doctrine, his early work is particularly relevant for the period under review. This work is a translation of essays and 
lectures over Habsburg (and later Austrian) economics he wrote during the years between the outbreak of war in 
1914 and 1934. Von Mises had taken a position in Geneva in 1934 and many of his private papers were left in 
Vienna, where they were confiscated by the German Gestapo after Anschluss in 1938. The papers were then 
captured, alongside many other collected papers and artifacts, by the Soviets near the end of World War II. They 
were then taken to Moscow and kept in a closed KGB archive and only made available to the public in 1996. 
277 Ibid.  
278 Rutkowska, Pamiętnik Lwowianki, 91. 
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likely the segment of the population that was forced to part with their pianos, it is also very 

possible that some members of the lower nobility may have also been in a position of financial 

need during this period. If the primary indicator of financial need during the war years was a 

fixed income, then conversely, individuals who were in a position to set their own wages had 

the best chance of weathering the storm, and even aspiring to purchase goods, such as pianos, 

that held the cultural significance of upward mobility. Some families, Rutkowska’s included, 

found ways to hold on to their pianos. She and her mother moved to a smaller apartment one 

floor down within the same building in September 1917, and convinced some local soldiers to 

help them move their piano downstairs.279 Many other families were not as fortunate. This 

trend spans into the postwar period, as well, and was not limited to Galicia. Anna Eisenmenger, 

a middle-class woman from Vienna, wrote in her diary on 30 March 1919 that she had a 

conversation with her smuggler. She was shocked that he would accept paper money as 

payment, to which he replied that he would take it back to Hungary (where he smuggled food 

in from), because the people there would gladly bring the money with them when they came to 

Vienna because they could use it to purchase “furniture, fittings, pianos, carpets, which are to 

be had very cheaply in Vienna at the present day.” She continued to write in her diary that, 

“[j]ust to be able to eat, people who have nothing but their well-furnished houses sell one thing 

after another.”280 As these members of the upper-middle and lower-upper classes were 

confronted with whether or not to retain symbols of their social status, others members of 

                                                        
279 Ibid, 143-44. 
280 Anna Eisenmenger, The Diary of an Austrian Middle-Class Woman 1914-1924 (New York: Ray Long and Richard 
R. Smith, Inc., 1932), 70. 
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society could use the economic upheaval of the war to negotiate their social status, in the 

Bourdieuian sense.  

 One example of the type of profession that had the ability to change their own wages to 

keep up with inflation were the owners of furniture transport companies. Owners of the very 

companies that would probably be hired to transport pianos being bought and sold had the 

ability to change their prices based on demand, and to even raise their prices, possibly 

becoming more profitable during the years of instability. This was by no means the only 

commercial category capable of adapting to the economy. Many other individuals in private 

service or merchant professions, such as clothes washers, room painters, sign painters, 

cobblers, carpenters, and piano tuners, potentially had the same option.281 Even the publishers 

of the popular newspapers had the ability to raise their prices alongside inflation (and did so). 

While there were limits to how much profit these types of professions could have made, given 

the state of the overall economy, the ability to set their own wages combined with a market 

presence of cheaper used pianos meant that the viability of buying and maintaining a piano was 

more realistic for these members of the middle class than it was for those that had a set wage 

that did not keep up with inflation.  

 Despite the war and the instability of the early Second Republic, there is further 

evidence to support that there was a growing merchant component within the middle class in 

urban Galicia across the years of this study. According to the Habsburg census of 1910 the total 

                                                        
281 Advertisements signifying the presence of furniture moving companies active in Lemberg just before the war 
appear in the 1913 business address guide, Reichman, Księga Adresowa, 733. Similarly, examples of those in 
service professions with wage flexibility appear in abundance in the same address book. More than 35 individual 
clothes washers (many of whom were female and self-employed) appear on page 583, room and sign painters 
appear on pages 567-69, cobblers on pages 596-99, carpenters on pages 594-95, and piano tuners (both 
commercial storefronts that had tuners, and individual tuners) appear on page 595.  
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population of Cracow, both civilian and military, lay at 151,886. From a table examining housing 

arrangements by profession in the same year, 2,927 individuals were identified as independent 

merchants.282 In 1921, the total number of merchants listed as independent is 4,939 compared 

to a total population of 183,706.283 It is important to note here some peculiarities of both the 

1910 data and the 1921 data. First, the 1910 data includes not only the ten new districts 

incorporated into Greater Cracow in that year, but also data for the districts of Ludwinów and 

Dąbie, which were not officially annexed until 1911. Second, the 1910 data does not include the 

district of Płaszów, which was incorporated into the city in 1912. Lastly, while the 1921 

numbers include all three of the aforementioned districts, they do not include the district of 

Podgórze, which was a separate city and not a part of Cracow in 1910, but was officially 

annexed during the war in July of 1915.284 For comparison’s sake, it should be noted that the 

only district included in the 1921 numbers which was not included in the 1910 data was that of 

Płaszów, which had a population of 2,255 in that year.285 Given the relatively small population 

and the rural nature of Płaszów, it is reasonable to assume that any impact in the overall 

numbers of independent merchants in 1910 would have been rather small.  

 From 1910 to 1921 the population of Cracow increased by 19 percent, while the number 

of independent merchants increased by roughly 69 percent. Identifying all of the factors that 

                                                        
282 Miejskie Biuro Statystyczne, Statystyka Miasta Krakowa (Kraków: Gmina Miasta Krakowa, 1912), 22. 
283 Pierwszy Powszechny Spis Rzeczypospolitej Polskiej z Dnia 30 Września 1921 Roku: Województwo Krakowie 
(Warsaw: Główny Urząd Statystyczny, 1927), 202. 
284 Wood, Becoming Metropolitan, 121-123. Podgórze’s treatment as a separate city in the 1921 census is curious, 
as by that time they had been incorporated into Greater Cracow for over five years. Perhaps the separation of the 
two harkens back to the difficulty that the administration of Cracow had in annexing the city-cum-district, and the 
reluctance with which the citizens of Podgórze accepted their status as Cracovians; see reference in this footnote 
for examples. 
285 Miejskie Biuro Statystyczne, Statystyka Miasta Krakowa, 44. 
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contributed to the overall population growth of Cracow from 1910 to 1921 is a complicated 

task, and one best left to a separate study in itself. However, it is safe to say that the immense 

loss of life during the war, the population shifts during the war of refugees both fleeing the city 

and entering it, and the population shift caused by the collapse of the Austro-Hungarian Empire 

and the formation of an independent Poland after 1918 all represent major factors. Even taking 

all of these into account, growth in the number of independent merchants outpaced the 

general population growth by 50 percent, and represented 2.6 percent of the overall 

population. The number of independent merchants in Lemberg in 1921 was 7,647 out of a total 

population of 219,388, proportionately higher than in Cracow at 3.5 percent.286 While there is 

no way of determining if these independent merchants were newcomers to each of the cities or 

if they were individuals who had changed their professions, this represents a significant 

increase in self-employed merchants, the group which, as mentioned earlier, had the ability to 

determine their own wages in a time of high inflation. This group may not have been the only 

portion of the population capable of increasing their wealth during the war years and early 

interwar period, but the ability to identify their existence and growth by comparing census data 

shows that there was at least one group economically capable of purchasing large luxury items 

(in this case study, pianos) during a time of general economic hardship.  

Conclusion 

 One major aim of this study is to show how certain aspects of everyday life and culture 

might be surprisingly resilient despite the disruption and destruction of war. While chapter two 

                                                        
286 Pierwszy Powszechny Spis Rzeczypospolitej Polskiej z Dnia 30 Września 1921 Roku: Województwo Lwowie 
(Warsaw: Główny Urząd Statystyczny, 1927), 239. 
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demonstrates the persistence of newspaper advertising as an adaptable means of social 

communication across a tumultuous period in Galicia, this chapter highlights the specific case of 

the tenacity of piano culture in Cracow and Lemberg. Both the desirability of piano ownership 

and the significance of the piano as a cultural symbol of affluence continue throughout the 

period of this study and persevere (at the least) until it ends in 1921. Even during the war, and 

perhaps all the more so because of it, music remained important to urban Galicians.  

 While the cultural significance of pianos remained steadfast, other areas of life were 

increasingly affected by the instability present in this period for many individuals. The inflation 

that came with the war increased exponentially as the global conflict dragged on. This inflation 

did not cease in 1918, but continued into the early interwar period. Habsburg and municipal 

civil servants and those dependent on fixed government incomes (a significant portion of the 

middle class in each city) were forced to deal with the actuality of a decline in the overall worth 

of their salaries, which could not keep pace with the economic reality within the empire. While 

those members of the middle class struggled to retain the stability and reasonable affluence 

that their positions had provided before the war, other members of the middle class had much 

more flexibility to adapt to the new economic situation. These individuals were most likely in 

the commercial sector, in positions that could set their wages at an increasing rate equal to (or 

perhaps even higher than) inflation. 

 At the intersection of these two trends, the continuation of piano culture and the shifts 

in income due to inflation, is where one of the most significant developments of the time 

period is found. Individuals within the middle class with adaptable salaries could take 

advantage of a situation in which others within the middle class (and some in the upper class) 
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needed to sell their pianos. In this unique situation, some Cracovians and Lvovians had a 

surprising amount of personal agency to change their own social appearance and standing, 

engaging in the social discourse that Bourdieu describes, advancing their class status as they 

understood it within the social hierarchy of the time. Those forced to sell their pianos had to 

grapple with maintaining their status within the intelligentsia, while those now able to buy 

pianos could begin to make the case that they were now a part of that same group. 

 This case study of piano markets and newspaper advertising allows us to venture further 

into an investigation about one area of apparent continuity within culture and everyday life, 

where the seemingly counterintuitive presence of continued advertising of a large luxury item 

in the midst of war and rebuilding was actually the result of shifts within the population of the 

middle class directly related to the instability of the period. Piano advertising represents one 

example of how advertising, writ large, could continue only slightly daunted across the war 

years, while in reality it continued because it was adaptable to the instability of inflation, the 

changing middle class, and desire of Galicians to hold on to the cultural significance of piano 

culture. The case of piano advertising also highlights that some people may have actually been 

able to improve their own lives during the war and early postwar period despite the fact that 

many people suffered immensely. The next chapter examines the continued presence of 

marriage advertising in the popular press as another case in which the continued appearance of 

advertising is actually representative of a shift in the meaning behind its continuation. 
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Chapter 4. Looking for Love(?): Urban Galician Marriage and Marriage Advertisements from 

1911-1921 

On the first of September in 1918 a classified advertisement appeared in Ilustrowany 

Kuryer Codzienny in which a young, ethnic German woman living in Cracow lamented lacking 

the friends to help her find a Polish man. Describing herself as from the intelligentsia , 

“beautiful, and musically inclined,” she sought a “well-mannered” man who was interested in 

marriage.287 Interested individuals could write to “Halka,” at the newspaper administration in 

response to her advertisement. 

Figure 23. Advertisement by a young German woman, Ilustrowany Kuryer Codzienny, 1 
September 1918, 8. 

 
 This advertisement is illustrative of the marriage advertising trends of the time, 

especially those of young, female advertisers, and it also connects to the trends seen in the 

previous chapter regarding piano and music culture in urban Galicia. While the majority of 

marriage advertisers did not list their ethnicity, it is safe to assume that most of the people 

looking for spouses in the popular press (both male and female) were ethnically Polish and 

                                                        
287 IKC, 1 September 1918, 8. 



143 
 

Polish speaking.288 However, the example above shows that non-Poles also used this method to 

seek out spouses in the Polish language press. The advertiser here, “Halka,” not only identified 

herself as German (this most likely meant both ethnically Austrian German and German 

speaking), but she stated clearly that she was looking for a Polish man. Other advertising 

examples from the time are less specific, or request that the respondents be of the same 

ethnicity.289 Another important aspect of this advertisement is that Halka made a point to note 

her musical inclination and her inteligentna identity. These characteristics are closely tied to the 

cultural trends explored in the previous chapter. More specifically, this notation probably 

meant that she could play the piano.290 Lastly, this advertisement is emblematic because the 

author stated why she was not able to find someone on her own. She lacked the typical social 

network that would support the finding of a spouse. Historian Agnieszka Janiak-Jasińska argues 

that the increased use of marriage advertising in Polish lands (by men and women) was directly 

tied to urbanization and the anonymity of city life. Both men and women in urban 

environments lacked the social networks that historically facilitated matchmaking. For women 

in particular this was felt more acutely, because it occurred alongside an increased role in their 

own relationship pursuits.291 At this time men retained some agency in the matchmaking 

process, while young women were often left out of it, with the social-familial networks in the 

                                                        
288 This is a safe assumption due to the fact that most of the popular daily newspapers were in the Polish language, 
and ethnically Polish, Polish speaking advertisers would assume that their main audience was the same. Therefore, 
they could save the costs of the extra advertising space by leaving out that they were Polish. 
289 This speaks to the specificity allowed to the advertiser. He or she could be as general or as specific as they 
desired when it came to the characteristics of potential spouses. 
290 While she does not mention that she is musically inclined with an instrument, Galician women in this time 
period would have most likely been trained on the piano. She also uses the term “muzykalna,” rather than 
mentioning that she sings. 
291 Agnieszka Janiak-Jasińska, “‘O jakim mężu myślę?’ Oferta małżeńska kobiet i ich oczekiwania w świetle anonsów 
matrymonialnych z początku XX wieku,” in Kobieta i Małżeństwo: Społeczno-Kulturowe Aspekty Seksualności, Wiek 
XIX i XX, Anna Żarnowska and Andrzej Szwarc, eds. (Warsaw: DiG Publishing Company, 2004), 163-164. 
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village negotiating marriage contracts on their behalf. Now, in the urban environment where 

those networks no longer existed, both men and women seeking marriage would experience a 

shift in their previous gender roles. Women were in a position to have far more agency than 

they had previously been afforded, nd thus, the shift in their gender role was more 

pronounced. In this light, we can better understand the shifts that emerge for both men and 

women.  

 This chapter will examine marriage advertising trends in Cracow and Lemberg from 1911 

to 1921. It places particular emphasis on the importance of female advertising in this period, 

though advertisements by both male and female advertisers were included. Marriage 

advertising represented another example of the resilience of advertising as a mode of 

communication across this turbulent period. Though this resilience was due in part to the 

adaptability of a new means of matchmaking as well as the need for stability during an unstable 

time, as we will see. 

Marriage in Galicia and Contemporary Europe 

 Magdalena Samozwaniec (Kossak), the famous Polish writer, recounted in her memoir 

that she and her sister, Maria Pawlikowska-Jasnorzewska (the poet and dramatist), attended a 

wedding in Cracow in the summer of 1916, in the midst of the war. At the time, Samozwaniec 

recalled, the city seemed “peaceful and safe,” though the war had been going on for over a 

year.292 Weddings still took place during the war years, and remained both a significant social 

function and an important part of culture. Though Samozwaniec reported no major issues in 

                                                        
292 Magdalena Samozwaniec, Maria i Magdalena (Kraków: Wydawnictwo Literackie, 1956), 204, 207. 
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the city at the time, life in Cracow had already been somewhat diminished by requisitions and 

shortages. 

Marriage trends in the Habsburg province of Galicia around the turn of the twentieth 

century followed the same trends as elsewhere in contemporary Western Europe. The average 

age of males at the time of marriage was 27 while the average age of females was 23. These 

trends continued after the war.293 In 1900, there were more men under the age of 29 in the 

urban areas of Galicia than women, while the opposite was true in more rural areas. The sexes 

were near equal in the 30 to 39 year old demographic in both the city and the village.294 In the 

imperial capital of Vienna marriage trends did not show a long lasting increase during the war 

years, and largely stayed at pre-war levels despite conditions on the home front.295  The total 

number of marriages in Lemberg had surpassed 2200 in 1912, then dropped in 1913 to around 

1800. In 1914 the number of marriages recorded in the regional capital, of all confessions, was 

almost 2800. In September of 1914, the first month of occupation, the number of marriages 

was the highest of any month, all year, at 897. After that initial month, however, the remaining 

months during Russian control never saw more than 80 total marriages. From 1915 to 1917 the 

number of marriages decreased each year, reducing by nearly half from 2074 to 1051. By 1924, 

though, the total number of marriages in the city had risen back to above two thousand.296  

                                                        
293 June L. Sklar, “The Role of Marriage Behaviour in the Demographic Transition: The Case of Eastern Europe 
Around 1900,” in Population Studies, vol. 28, no. 2 (July, 1974): 232-34. 
294 Ibid, 241-42. 
295 Maureen Healy, Vienna and the Fall of the Habsburg Empire (Cambridge: Cambridge University Press, 2004), 
196-97. 
296 Miejskie Biuro Statystyczne, “ Grudzień,” Lwów w Cyfrach, 7-12 and 19, no. 12 (December, 1912-1917; 1924): 1. 
The first page of all December editions has the marriage records data for every month in the preceding year. 
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In both Cracow and Lemberg marriage advertisements did show an overall decrease 

during the early years of the war. By 1918, however, marriage advertising had increased 

substantially from prewar levels and this method of finding spouses continued to be widely 

used in the interwar period. To illustrate this trend, Cracow’s IKC had 23 marriage 

advertisements appear in August of 1913. In the same month of 1916 there were only 13 total 

matrimonial advertisements. In August of 1918 and 1919 respectively there were 71 and 69 

advertisements.297 This trend is also documented in the Lemberg newspaper Wiek Nowy. In 

June 1913, 44 total marriage advertisements appeared. In August of 1916 there were only 11. 

Similar to IKC, the popularity of these advertisements returned later in the war, with 86 

appearing in August of 1918. In August of 1919 there were 98.298  

 While the total number of marriages may have decreased across the conflict, as 

witnessed in Lemberg, the presence of marriage advertising reflects that the institution of 

marriage did not decrease in importance during the war or in the years directly after it. 

Marriage was still an important part of life in urban Galicia during this turbulent decade. In her 

recent research into prostitution within the partitions, Keely Stauter-Halsted has written of the 

extensive effort by feminist social groups to curtail prostitution around the turn of the century, 

both in Galicia and in Kingdom Poland, through an agenda of supporting monogamy, reforming 

                                                        
297 IKC, August 1913, August 1916, August 1918, and August 1919 editions. It should be noted here that these are 
the numbers of total marriage advertisements appearing in the newspapers. It does not account for duplicate 
advertisements. This was done to highlight the physical presence of the number of advertisements that would 
have been on the pages of each newspaper that would have been seen by readers on a near daily basis for each 
month. 
298 WN, June 1913, August 1916, August 1918, and August 1919 editions. During the Russian occupation, in March 
1915, there were only 3 marriage advertisements.  
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the upbringing of children, and encouraging the state to do away with regulated prostitution.299 

Regulated prostitution, contemporary feminists argued, allowed middle and upper class women 

to retain their virtue, both before and during marriage, while lower class women could serve 

the sexual needs of men. This caused many problems, not the least of which was a double-

standard of acceptable infidelity for married men. Moral arguments aside, this shows that 

middle and upper class women in Galicia valued marriage and their own monogamy within it.  

An examination of the types of individuals, their requests, and their possible reasons for 

advertising gives us a better understanding of how one facet of everyday life, the quest for a 

spouse, was changed by this relatively new mode of communication before the war, and how 

advertisers during the war and interwar periods continued their use of this medium. This new 

means of engaging with potential partners provided both urban men and women with more 

individual agency than they had previously in the social structures of the village. Likewise, 

advertisers could specifically look for the characteristics that were most important to them, 

such as hair color, or belonging to the intelligentsia.  

The Phenomenon of Marriage Advertising 

 Marriage advertising, like the modern press and modern advertising, came to the Polish 

speaking lands by way of Western Europe. In 1845, the publishers of the Warsaw daily Kurier 

Warszawski printed a letter that informed their readers that “in Poland” these advertisements 

“are very original, but in Germany, France, and England the public record of interest in future 

spouses [was] very common.”300 The publishers of Kurier Warszawski most likely wrote the 

                                                        
299 Keely Stauter-Halsted, The Devil’s Chain: Prostitution and Social Control in Partitioned Poland (Ithaca: Cornell 
University Press, 2015), 227-29. 
300 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 162. Cited from Kurier Warszawski, 29 December 1845, 1666. 
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letter themselves and published it under a pseudonym. They often did this as a way to inform 

readers about contemporary issues, and as marriage advertising became more prominent, they 

used this technique to discuss aspects of courtship and matrimonial life. The letter mentioned 

above was written to assure the readership that this was a widespread mode of advertising 

across the continent, and that it was not detrimental to society as some contemporary critics 

believed. 

 According to the historian H. G. Cocks, the phenomenon of modern marriage advertising 

began in Great Britain in the late seventeenth century, and was widespread in periodicals by 

the early eighteenth.301 There was always some social pushback against advertisements of this 

type, as many people felt they could easily be a front for prostitution, or at the least that they 

signaled a decline in morality in regards to promiscuity. The advertisements persisted, however, 

and Cocks notes that “[a]t the end of the nineteenth century, however, the matrimonial 

advertisement gained a new prominence and respectability. With much of Great Britain’s 

population living in cities by the 1890s, social commentators were becoming concerned that 

traditional courtship was increasingly outdated.”302 He goes on to further solidify contemporary 

understanding about the relationship between urbanization and the rise of marriage 

advertising, stating that, “[s]ome respectable journalists, philanthropists and thinkers therefore 

began to argue that the small ad might be a solution to the difficulties of marriage and the 

anonymity of modern life.”303 

                                                        
301 H.G. Cocks, Classified: The Secret History of the Personal Column (London: Random House, 2009), ix. Cocks dates 
the first matrimonial advertisement as occurring in 1692. 
302 Ibid, x. 
303 Ibid. 
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 As was often the case in newspaper publishing, successful trends were quickly adapted 

to new geographic locales. Once continental publishers had begun to publish marriage 

advertising, it was not long before they began to appear in Polish speaking lands. The first 

matrimonial advertisement in Kingdom Poland was published in Kurier Warszawski in 1834, it 

was purchased by Alojzy Stankiewicz, who was looking for a young woman or a widow, 30 years 

old or less.304 Both Cocks and Janiak-Jasińska put forth the argument that these types of 

advertisements rose in popularity as a result of urbanization and the breakdown of the 

traditional social networks that facilitated matrimonial courtship. Stephen Lovell agrees with 

this assessment in his research even further east, examining marriage advertising deeper within 

the Russian Empire. He examined marriage publications that circulated throughout the empire 

from Moscow and St. Petersburg to Odessa, Riga, Tomsk, and beyond.305 Lovell notes that the 

phenomenon of marriage advertising in the newspapers was not witnessed in the Russian 

interior until after the 1905 revolution, which relaxed controls on journalism and loosened 

social inhibitions on the discussion of marriage.306 Much like the publishers of Kurier 

Warszawski in the opening paragraph of this section, the marriage advertisement publications 

that Lovell examined sought to legitimize this method of courtship by linking the practice to 

England, Germany, and America, where the practice was widely accepted.307 While all three 

historians highlight the importance of the marriage advertisement as a form of cultural 

communication needed to fill the vacuum of traditional methods of courtship experienced in 

                                                        
304 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 161. 
305 Stephen Lovell, “Finding a Mate in Late Tsarist Russia: The Evidence from Marriage Advertisements,” in Cultural 
and Social History, 4(1) (2007): 60. 
306 Ibid. It is interesting to note here that Lovell highlights the rise of the matrimonial advertisement in Russian 
lands after 1905, while Warsaw began to see these advertisements in the 1830s (while under Russian dominance).  
307 Ibid, 61. 
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urban settings, Janiak-Jasińska goes one step further in highlighting the importance of these 

advertisements for women. These largely anonymous advertisements, with correspondence 

often being handled through the third-party of the newspaper office, allowed women to 

increase their pool of prospective suitors while maintaining decency. Women could interact 

with an increased number of potential suitors without being seen in public with many different 

men.308 As mentioned above, this also provided urban women with much more agency in their 

own matrimonial endeavors than previously experienced. 

 As in Great Britain, though, the opponents of marriage advertising persisted in Warsaw 

as well. While the advertisements continued to appear in other periodicals, Kurier Warszawski 

discontinued their printing as the turn of the century approached (though other newspapers 

continued the practice). This was due largely to public outcry about the supposed indecency of 

these advertisements. This flame was fanned by prominent writers, such as Bolesław Prus. Prus 

often used his columns in multiple newspapers to write that these advertisements represented 

moral decay, and a desire for sexual experiences, rather than genuine efforts to find spouses.309 

Other moralists worried that these advertisements were fronts for prostitution services or 

human trafficking.310 Keely Stauter-Halsted has written about the how the fear of human 

trafficking had risen around the turn of the century throughout Polish speaking lands, even 

sparking columns in periodicals in Cracow in 1903 aimed at warning female readers against 

both occupational and marital advertisements abroad, particularly in the U.S.311 While there 

                                                        
308 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 163-64. 
309 Ibid, 165-66. 
310 Ibid, 167. 
311 Keely Stauter-Halsted, The Devil’s Chain: Prostitution and Social Control in Partitioned Poland (Ithaca: Cornell 
University Press, 2015), 210-11. 
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were warnings against advertisements for work or marriage in other lands, there does not 

appear to have been the same fear about domestic marriage advertising. Despite any perceived 

or real threats to morality and the dangers of marriage advertisements as a tool of trafficking, 

by 1910 the popularity of marriage advertising had reached a point in Warsaw that it warranted 

a separate periodical exclusively devoted to matrimonial culture and advertising.312 The 

publishers of this periodical, Flirt Salonowy, attempted to address the moral question in their 

first edition, arguing that these types of advertisements actually protected the morality and 

decency of women, who could not rely on traditional methods because they often lacked the 

familial support and social networks necessary for the customary negotiation of courtship and 

marital contracts.313 Lovell notes a similar argument from the publishers of Brachnaia Gazeta in 

Moscow, who claimed that their publication upheld the sanctity of marriage because it was 

means by which urban Russians could overcome the anonymity and lack of social networks 

within the city to find spouses.314 Janiak-Jasińska attributes the moral objections to marriage 

advertising to the changing urban social economy, which saw the entrance of women into many 

areas of life from which they had previously been excluded.315 While marriage advertising 

seemed to gain most of its opponents because of the presence of women advertisers, the 

                                                        
312 Full publications devoted to marriage advertising and marital topics had long been present in England (see 
Cocks), and had arisen in Moscow even earlier than in Warsaw. Their appearance in Moscow first occurred in 1906, 
very nearly contemporaneously to the rise in advertisements within the daily popular press. See Lovell, “Finding a 
Mate,” 60-61. Advertisements in the popular daily press in Galicia for the Polish language marriage advertisement 
publication Fortuna began to appear in the early interwar period. See Kurjer Lwowski, 2 July 1921, 8. Fortuna was 
circulated throughout the newly independent Poland beginning in 1919 and had publication offices in Cracow and 
Warsaw. By the interwar period Fortuna claimed to be the “only Polish publication dedicated to marriage 
matchmaking.” See Fortuna, January 1923, 1.  
313 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 167.  
314 Lovell, “Finding a Mate,” 60-61. Brachnaia Gazeta would also seek to gain favor with the public by aligning 
themselves against other forms of non-traditional courtship (such as matchmakers). They would also frequently 
rely upon the writings of Georg Simmel to highlight the legitimacy of marriage by advertisement. 
315 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 168-69. 
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reality is that both men and women in the urban environment benefited from the use of 

marriage advertising to increase their pool of prospective spouses. While the debate over the 

morality of marriage advertisements may have continued into the second decade of the 

twentieth century, the amount of advertising appearing in the popular daily press in Galicia by 

the time this study begins indicates that any opposition to the use of this medium posed no 

significant threat to its continued use. 

Marriage Advertising in Galicia, 1911-1921 

 As mentioned above, the appearance of marriage advertisements in the two largest 

daily illustrated newspapers in Galicia (IKC and Wiek Nowy) increased across the period from 

1911 to 1921, with the exception of roughly the first half of the war.316 These advertisements 

not only appeared in the popular illustrated press, but also in other newspapers. It was quite 

common to see advertisements in the classified sections of Nowa Reforma, in Cracow, and in 

Kurjer Lwowski and in Dilo (the Ukrainian language daily), in Lemberg. Regardless of the 

newspaper they appeared in, the advertisements of marriage seekers often took the shape of 

small classifieds, usually around an inch wide based on column size, and no more than two or 

three inches long (depending on how many words were included by the buyer). In the larger 

newspapers, the marriage category carried its own subheading within the classifieds. For IKC 

this was Matrimonialne (Matrimonial).”317 For Wiek Nowy the category was Małżeństwa 

(Marriages).”318 In Kurjer Lwowski marriage advertisements appeared under the subheading of 

                                                        
316 This is unsurprising, given that during the first half of the war Cracow and Lemberg (even more so after 
occupation) were both still very near the front lines of fighting and under direct threat. 
317 See example in the opening paragraph of this chapter. 
318 WN, 28 September 1918, 11. 
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Różne (Various),” which was a catch-all for any advertisements not in the more common 

categories relating to work (Nauka i Wychowanie – Education and Upbringing and Posady i 

Prace – Jobs and Work.)319 In other titles, such as Dilo and Nowa Reforma marital 

advertisements appeared mixed in amongst uncategorized classifieds.320  

 

Figure 24. Advertisement from a young widow with a daughter, Kurjer Lwowski, 7 September 
1918, 7. 

 

Figure 25. Advertisement by two young women, Wiek Nowy, 28 September 1918, 11. 

 With the wide subscription base and street sales of many popular daily newspapers, 

interested bachelors, bachelorettes, widowers, widows, and occasionally their family members 

                                                        
319 KL, 7 September 1918, 7. 
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could undoubtedly reach a wider population than they could find within their own social circles. 

This was not only helpful as younger people entered the social arena of the city, but it also 

benefitted those who might have found it harder to find a spouse because of certain 

characteristics they possessed.321 In the advertisement in Figure 24 above, a young widow with 

a small daughter sought a spouse. She had a dowry of 10,000 crowns, and she was looking for 

an older bachelor or widower from the intelligentsia, up to the age of 60. It seems clear that 

she sought an older man who could most likely provide stability, and that she was willing to 

marry an older man because she, as a 29-year-old widow with a child, was somewhat less 

desirable as a potential marriage candidate. However, it bears noting that she also asked that a 

photo be sent with any correspondence.322  

 The female advertisers in Figure 25, at 20 and 23, are of the more typical age for 

marriage in Galicia. They described themselves as attractive (przystojne) and from the 

intelligentsia (inteligentne). They also mentioned that they were orphans (sieroty), and that 

they were wealthy (zamożne). These last two adjectives are interesting because they do not 

often appear in the same marriage advertisements. Typically, when a woman advertised that 

she was an orphan it carried the connotation that she was without a dowry (posag), these 

individuals have simultaneously advertised that they are also well-off. In this instance, it may 

have very well been that these women were left without parents, but still carried enough 

wealth to be attractive to potential suitors. It could also be that they were purposefully vague 

                                                        
321 Such as being a widow or widower, especially with children. 
322 KL, 7 September 1918, 7. It should be noted that in 1918 the seemingly large dowry of 10,000 crowns may not 
have been as grandiose, as inflation was already widespread by this time. 
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in not mentioning a dowry, meaning that they had property but perhaps no proper monetary 

funds.323 

 These two advertisements exemplify some of the most common characteristics found in 

marriage classifieds, the advertisers’ age (specifically or generally) and their financial standing 

(for women this often meant a mention of her dowry, while for men it meant a discussion of his 

profession, if not his actual salary). The age of the advertiser was often mentioned (if not 

specifically, then with the use of adjectives such as “young,” or, “middle aged”), as was the 

acceptable age of potential spouses. The potential age of spouses was most commonly given 

using the following construction do lat followed by an age. This translates as “up to,” for 

example, the advertiser in Figure 24 above mentioned that she would like someone “do lat 60,” 

meaning that she would like someone aged 60 or younger. It was also common for advertisers 

to use a specific age range.  

 

Figure 26. Advertisement by an ensign serving under General Józef Haller, IKC, 4 
September 1919, 10. 
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Age in Marriage Advertisements 

In the advertisement above, a 27 year old, low-level officer (the ensign described 

himself as a Hallerczyk), used a date range in his description of the ideal spouse, “od lat 20 do 

25,”or, “from age 20 to 25.” This particular individual felt it important to note not only that he 

was in the (newly formed) Polish military, but he also felt it made him more appealing to 

include that he served under the former Austrian officer, former leader of the Polish Legions, 

and current Polish Army officer, General Józef Haller.324 Trends in the age of marriage 

advertisers can be seen in an examination of four months of advertising in Wiek Nowy, before, 

during, and after the war. During this period the average age of advertisers (both male and 

female) was 31, with the majority of advertisers falling into the range of 21 to 30 years old. The 

average age for each individual month examined was 31 in June 1913, 30 in August 1916, and 

again 31 in both August 1918 and 1919. Likewise, the highest concentration of advertiser ages 

always fell into the 21 to 30 category in each individual month. This represents that, despite the 

turbulence of the war and early interwar period, the individuals looking for marriage in the 

newspapers still largely sought to marry around the same age as was culturally acceptable 

before the war.325 The trends in IKC in Cracow tell virtually the same story for nearly the same 

set of months, with only the average age in August of 1916 dropping to 24. The average age of 

all advertisers across all four months examined remained at 31, however, and the highest 

concentration of advertisements, as in Lemberg, was bought by those in the 21 to 30 age 

                                                        
324 IKC, 4 September 1919, 10.  
325 Advertisements examined from Wiek Nowy, June 1913, August 1916, August 1918, and August 1919. The total 
number of advertisements examined was 239. As noted in the overall marriage trends around the turn of the 
century, both men and women most often married under the age of thirty. 
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range.326 Female advertisers in the marriage publication Flirt Salonowy between the years 1910 

and 1912 showed similar numbers, with 75 percent of women who advertised falling between 

the ages of 19 and 30. The remaining quarter were mostly older than this group.327  

As many advertisers listed their own age (or age approximation) in their advertisements, 

they were often also concerned with the age of their potential spouses. As mentioned above, 

both men and women frequently mentioned maximum acceptable ages, or gave age ranges, in 

their text. For Wiek Nowy in the months examined above, the highest age listed as desirable by 

a male advertiser was 45. On August 5, 1919, a 47 year old man, only identified as “Mechanik,” 

listed the age range of 35 to 45 in his advertisement.328 The lowest age range desired by a man 

in the months examined was 15 to 16, by “Wisiek,” on 21 June 1913, see Figure 27.329 

 

Figure 27. Advertisement by a young office worker, looking for a 15-16 year old girl, 
Wiek Nowy, 21 June 1913, 16. 

 
 Within the same set of advertisements, the lowest desired age requested by a female 

advertiser was “30 or under.”330 This most likely reflects that many younger women wanted a 

                                                        
326 Advertisements examined from Ilustrowany Kuryer Codzienny, August 1913, August 1916, August 1918, and 
August 1919. The total number of advertisements examined was 176. A higher average of 32 in August 1913, and 
of 31 in both August 1918 and August 1919, combined with larger numbers of advertising in those three months 
accounts for the overall average remaining at 31. 
327 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 181. 
328 WN, 5 August 1919, 11. 
329 WN, 21 June 1913, 16. 
330 WN, 7 June 1913, 16. 
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man that had at least reached his mid-twenties, the age by which he most-likely had secured 

gainful employment. The highest age mentioned was 45 to 55, by a widow who sought 

correspondence with a teacher or professor with the goal of marriage, see Figure 28.331 

 

Figure 28. Advertisement by a widow, seeking correspondence leading to marriage, Wiek Nowy, 
23 August 1916, 12. 

 
 It is interesting to note that the advertiser above mentions that she is a widow, and then 

chooses the anonymous moniker “Wojenny (the adjective for war or martial),” for her 

correspondence. Perhaps this is done simply because her advertisement was placed in the 

midst of war, but this might also indicate that she was a widow of the war. Regardless, this 

advertisement, along with the others mentioned above, represent trends amongst marriage 

advertisers’ preferences. Women over the age of 30, younger widows with children, and 

women without dowries were more willing to marry older men. Women under the age of 30 

with dowries of land or money tended to want to marry men only a few years older than them. 

Conversely, men typically wanted to marry younger women (under 30), either maidens or 

widows without children, though occasionally, as seen above, older men sought women around 

their same age (sometimes explicitly to help them run a business or farm). 

Seeking Financial Stability 

                                                        
331 WN, 23 August 1916, 12. 
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 In addition to the appearance of ages or age ranges in the advertisements in Galicia, 

many advertisements also have other important characteristics to note. The first of these is the 

inclusion of money in some form or fashion. Women often mentioned the dowry they held, and 

occasionally that they also had a profession or property. They also mentioned their desire to 

find a man who held a position (na stanowisku), occasionally even asking for potential suitors in 

specific professions. 332  Likewise, male advertisers often mentioned the dowry expected of 

potential spouses, while also presenting their own profession or salary. Of all the examples 

presented in the figures of this chapter thus far, only the first makes no direct mention of a 

dowry, a salary, a held position, or the desire for someone possessing one. Even before the war, 

people using the classifieds to search for partners were concerned with the financial stability of 

their potential mates. This characteristic was not geographically specific. Advertisers in 

contemporary Warsaw frequently made similar requests or statements.333 It was also not 

limited to those advertisers using Polish language newspapers. Lonely hearts advertising in 

Ukrainian in Lemberg often made similar statements or requests about dowries, or mentioned 

professions (see Figure 29, below). It is not surprising that advertisers were concerned with the 

financial implications of marriage with a potential spouse, after all, that is a common concern 

between engaged parties. However, the inclusion of evidence of one’s own financial stability or 

the request that a potential mate be financially stable took on increased importance during the 

instability of the war years. The reality of the financial strain on people living in Cracow and 

                                                        
332 Agnieszka Janiak-Jasińska believes this phrase to mean that they should both hold a professional station, and be 
socially reputable, as well.  
333 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 193. 
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Lemberg may have contributed to a willingness to use classifieds as a medium to find a spouse 

as a means of economic stability. 

 

Figure 29. Advertisement by a young Ukrainian speaking woman, with mention of her dowry 
amount, Dilo, 6 June 1914, 7. 

 
Beauty in the is in the Eye of the Reader  

Lest we think that all that mattered to advertisers was age and financial stability, many 

of the advertisements include evidence that physical beauty was also squarely in the minds of 

those looking for love. The advertisers of many advertisements identified some of their own 

physical characteristics in their descriptions, or at least mentioned that they were handsome or 

attractive. The two young women in Figure 25 chose to make it known to the readers that they 

thought of themselves as attractive, for example. Another advertiser uses the moniker “Beauty 

(Piękność)” for any correspondence. Other advertisers included their hair color, either directly 

in the text of the advertisement, or by having interested people write to them using identifiers 
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such as “Brunetka,” or, “Blondynka.”334 Additionally, some advertisements were specific as to 

physical characteristics they sought in a potential spouse, usually hair color. Yet other 

advertisers were more subtle, not overtly mentioning physical characteristics or beauty, but 

harkening to it in the names they chose for readers to send correspondence to. In an 

advertisement in Wiek Nowy in August of 1919, for example, the female advertiser asked that 

any correspondence be sent to “Venus,” care of the administration.335 Likewise, an 

advertisement in Cracow in September of 1919 was written by a “Wanda.” While this could 

have been her actual name, it may have also been a reference to the fabled beautiful Princess 

Wanda of Cracow lore.336 These techniques were also employed in marriage advertising in 

Warsaw before the war.337 

 Perhaps the greatest indicator that advertisers cared about physical beauty while 

soliciting potential spouses through the classifieds was that many of them requested, or offered 

to exchange, photographs along with any correspondence. Examples of this trend can be seen 

in Figures 24, 26, and 27, above. The advertisement in Figure 30 contains a rare example of 

someone refuting the desire for beauty. The gentleman, a young widower, was looking for a 

young maiden or energetic widow, and asked that interested parties send their correspondence 

to “Lonely,” at the administration of IKC, and he wrote in his advertisement that he sought 

“only goodness, not beauty.” His noble lack of interest in physical beauty is somewhat 

                                                        
334 IKC, 21 September 1919, 8 and WN, 18 August 1916, 12 both have single advertisements taken out by two 
women, defining themselves as “Blondynka,” and “Brunetka,” for example. 
335 WN, 21 August 1919, 11. 
336 IKC, 26 September 1919, 12. 
337 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 189-190. Janiak-Jasińska writes of female advertisers using the names 
“Carmen,” and Cleopatra.” 
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undermined, however, by asking that respondents send a photograph along with their 

inquiry.338 

 

Figure 30. Advertisement by a young widower looking for a young woman or young, energetic 
widow, IKC, 7 July 1918, 8. 

 
The Advertisers 

 In an examination of 1537 advertisements in the Warsaw periodical Flirt Salonowy 

between 1910 and 1912, Agnieszka Janiak-Jasińska found that 57 percent of the advertisements 

were bought by men seeking women, while the remaining 43 percent were women seeking 

men.339 An investigation of prewar months in Cracow and Lemberg also reflect a male majority 

of advertisers. In the Lemberg daily newspaper Wiek Nowy for the month of June 1913 there 

were thirty-seven total advertisements, with twenty (54%) being male seeking female, and 

seventeen (46%) being female seeking male. These numbers are similar to Janiak-Jasińska’s 

prewar statistics from Warsaw. In the Cracow daily IKC the prewar balance was tipped more in 

favor of male advertisers, with fifteen of a total twenty-three (65%), compared to eight (35%) 

female advertisers. In the midst of the war, in August of 1916, advertising statistics based on 

                                                        
338 IKC, 7 July 1918, 8. 
339 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 172. 
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gender diverge even more between the two titles, with only 16 percent of advertisers in IKC 

being female, while the advertisements in Wiek Nowy had balanced out at fifty-fifty. By August 

of 1919, after the end of the war, the male-female split of the 66 total marriage advertisements 

in IKC was 33 each, or 50%. In the Lemberg daily for the same month, however, women had 

overtaken men and represented 60% of the 65 total advertisements.340 This rise in female 

advertisers after the war can most likely be attributed to the loss of many men during the war 

within the common marrying ages below 35. 

 Another important statistic is that of widows and widowers advertising. In IKC for the 

three months mentioned above, advertisers that identified themselves as widows or widowers 

never represent a significant number. This is in contrast to advertisements in Wiek Nowy in 

which advertisers identifying that they had lost a spouse represented eight percent in June of 

1913, 25 percent in August 1916, and 18 percent of advertisers in August of 1919.341 While the 

total number of marriages decreased in each successive year during the war, this trend of 

increased advertising by widows/widowers occurs alongside an increase in the percentage of 

marriages by widows/widowers across the war years in Lemberg. In 1914, marriages in which at 

least one partner was a widow or widower represented around 8.5%, in 1915 this number 

dropped to 7.5%. By 1916, however, it had risen to nearly 14% and in 1917 it was over 20%.342 

Marriages in which both partners had lost a previous spouse rose continuously across the war 

                                                        
340 IKC, August editions, 1913, 1916, and 1919; Wiek Nowy, June editions, 1913, August editions, 1916 and 1919. 
341 Ibid. 
342 Miejskie Biuro Statystyczne, “ Grudzień,” Lwów w Cyfrach, 7-12, no. 12 (December, 1912-1917): First pages. 
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period, representing 1.79% of marriages in 1914, 1.98% in 1915, 2.72% in 1916, and 5.42% in 

1917.343  

 Advertisers that mentioned specific ages in both IKC and Wiek Nowy for all of the 

months examined, across all years were overwhelmingly below the age of 30, representing 89 

of 151 (58.8%). The second largest group was 31-40, with 48 (31.7%).344 This is similar to the 

observed 93.5% of female advertisers below the age of 40 in the 1910-1912 advertisements in 

Warsaw examined by Janiak-Jasińska. The overall picture of matrimonial advertisers in Cracow 

and Lemberg show that it was mostly men who advertised for marriage, though after the war 

the percentage of women advertising in both cities rose. Advertisers were also primarily 

individuals within the culturally expected age range for marriage, mostly below the age of 30, 

but at least before the age of 40. Within the Polish language press, advertisers were, 

unsurprisingly, mostly Polish speakers. Though occasionally advertisers did identify themselves 

as Jewish or Ukrainian (and in the editions examined, at least once as American and once as 

French).345 

The Occasional Cases of Companionship Advertising 

 In addition to marriage advertisements in the newspapers in Galicia, there also 

occasionally appeared advertisements that were not quite explicitly for marriage, but that point 

to more than just the need for residence or a wage-earning job. These classified advertisements 

were often written by women, and often appeared in the newspapers in Lemberg as classifieds 

                                                        
343 Ibid. The percentage of marriages undertaken by widows/widowers, along with the total number of marriages 
within the city, would return to prewar levels by 1924. 
344 IKC, August editions, 1913, 1916, and 1919; Wiek Nowy, June editions, 1913, August editions, 1916 and 1919. 
345 Ibid. 
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for employment rather than outright marriage. As early as 1913 these advertisements began to 

appear on the pages of Kurjer Lwowski346 The author of one particular advertisement was a 

thirty five year old female teacher, who described herself as “stable, of good social status, 

brunette, and hospitable.” She was looking for a “companion” for life and sought someone who 

was between the ages of thirty eight and forty five, with a good station (be of the upper 

classes).347 This advertisement is more than just someone looking for a friend. As we have seen 

from the marriage trends of this time, people often married before their mid to late thirties. 

This places the woman, and the man she seeks, on the upper edge of normal marrying age, 

perhaps adding to the sense of urgency. What is unclear about these advertisements is the 

need for couching them in terms of companionship, rather than labeling them overtly as 

seeking marriage. This difference seems to fall largely along a Cracow (marriage) and Lemberg 

(companionship) dichotomy. Of course, there were plenty of advertisements for both types in 

the newspapers, in both cities, but more companionship advertisements seem to have 

appeared in the pages of Lemberg newspapers.  

 The advertisements for companionship were not limited to young people still within 

normal marrying age, however. On Saturday, April 1, 1916 two companionship advertisements 

appeared in Kurjer Lwowski. The author of the first described herself as an “old, childless 

widow,” who could live with, and take care of, a sick man who lives alone. She also made note 

that she was of the intelligentsia and spoke German and French. The second companionship 

classified in this edition came even closer to the idea of marriage, without stating it outright. 

                                                        
346 See Kurjer Lwowski (KL), 3 May 1913 and 7 June 1913 for examples. 
347 KL, 7 June 1913, 7. 



166 
 

The author was also a widow, and was ethnically German. She was looking for someone like 

herself to live with, and “eventually” become their “every day caretaker.”348 These types of 

advertisements also appeared in the popular Ukrainian language daily in Lemberg, one in 1912 

was authored by the widow of a priest.349 While the fact that these individuals chose to 

advertise for companionship, rather than marriage, is very interesting, the motivation for doing 

this when the popular press was rife with outright marriage advertisements is unclear. 

The Institution of Marriage and its Importance 

 Marriage survived the war unscathed. Of course, this statement is not true of many 

individual marriages, given the number of widows and widowers remarrying during the war, as 

seen in Lemberg, and given the presence of continued advertising by widows and widowers up 

until the end of this study in both cities. Not only were marriages be torn apart by violence 

during this period, but the increased chances of dying by other means also contributed. Jadwiga 

Rutowska wrote in her diary in June of 1917 that her father, who had been serving with the 

Polish Legions since the beginning of the war, did not die in battle like many soldiers, but rather 

from illness in a hospital in Cracow after suffering a heart attack the year before.350 No, it was 

not necessarily individual marriages that survived the war, but rather the idea of marriage in 

the minds of young Cracovians and Lvovians. The most common age ranges of marriage present 

in Galicia before the war remained the same during the war, and after its end. This trend is 

matched by a corresponding trend in the majority of those seeking marriage in the classified. 

                                                        
348 KL, 1 April 1916, 4. 
349 Dilo, 1 June 1912, 7. 
350 Jadwiga Rutkowska, Pamiętnik Lwowianki. 1914-1919, Wojciech Polak and Sylwia Galij-Skarbińska, eds. (Toruń: 
Wydawnictwo Naukowe Uniwersitetu Mikołaja Kopernika, 2017), 119. 
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One would be remiss to deny that the importance of marriage may have changed due to the 

uncertainty of violence in the region, combined with matrimony as a means of potential 

economic stability during unstable financial times. However, the things that people cared about 

in potential spouses and the ages at which many advertisers wished to marry did not change 

across the years of war. This during a time period that saw a number of challenges to traditional 

marriage structures. Nancy Wingfield has written on the struggles of the Austrian state, 

military, and society in relation to wartime prostitution. Men in the military, married or not, 

often sought the company of prostitutes while on leave from fighting, far from home. These 

prostitutes, in turn, might not have been in the trade prior to the war, but may have turned to 

it out of necessity, needing the money (or goods exchanged) for survival in a time of scarcity. 

For society, this was a moral issue, as seen in Stauter-Halsted’s work, mentioned above. For the 

military it was tied to the spread of disease and keeping fighting men healthy enough to 

continue the war effort. For the Austrian state, the attempts to continue prewar regulation in 

the same manner were yet another area that showed the increasing inability of imperial 

structures to meet the needs of their population.351 Military and state officials continued to 

expand the search for potential clandestine prostitutes to increasingly large numbers of women 

based on geography, social status, or formal profession alone.352 During the war, the reality of 

being widowed became a more pressing threat for civilians and the spouses of fighting men, 

due both to violence and the threat of disease. As noted above, Jadwiga Rutkowska’s mother 

was widowed not by violence at the front, but due to illness after a heart attack. After the 

                                                        
351 Nancy Wingfield, The World of Prostitution in Late Imperial Austria (Oxford: Oxford University Press, 2017), 211-
213. 
352 Ibid, 223-224. Women working in “underpaid” professions became suspect in addition to the unemployed. 
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return of refugees and soldiers at the war’s end, marriage saw another potential threat due to 

the psychological and physiological damage suffered by those now potentially incapable of 

intimacy with their spouses. 

Conclusion: Women, Marriage Culture, and Advertising 

 Much scholarship has recently been written on how the gender roles of women during 

the war simultaneously saw important changes, such as women becoming a vital part of the 

workforce or the continued rise of the nursing profession, while traditional roles, such as 

motherhood, remained significant and were encouraged.353 This chapter, in part, seeks to 

highlight that a change in the gender norms in marriage negotiation had already occurred in 

Galicia before the war, that it persisted across it, and that it became even more prevalent in the 

immediate postwar years. In previous chapters, the persistence of advertising culture 

throughout the period from 1911 to 1921 has been established. Advertising for marriage in the 

classifieds was no less persistent than other commercial and classified advertisements. While 

many contemporaries initially saw the appearance and proliferation of marriage advertising in 

the prewar period as an indicator of moral degradation, both contemporaries and present-day 

historians saw the rise in marriage advertising as a function of increased urbanization. Men, and 

more acutely, women lost the traditional communal networks that assisted in matchmaking in 

more rural locales as they moved to the urban centers of Galicia for economic opportunity.354 

While many contemporary opponents of marriage advertising objected that the process led to 

                                                        
353 See Susan R. Grayzel, Women’s Identities at War: Gender, Motherhood, and Politics in Britain and France during 
the First World War (Chapel Hill: University of North Carolina Press, 1999), Maureen Healy, Vienna and the Fall of 
the Habsburg Empire: Total War and Everyday Life in World War I (Cambridge: Cambridge University Press, 2004), 
particularly Chapter 4, and Nancy M. Wingfield and Maria Bucur, eds. Gender and War in Twentieth-Century 
Eastern Europe (Bloomington: Indiana University Press, 2006). 
354 Janiak-Jasińska, “‘O jakim mężu myślę?’,” 167-169. 
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moral decay and a decline in decency, the publishers of the advertisements argued that 

women, lacking the communal networks to protect and assist them in their search for spouses, 

were actually kept more moral and decent by having the intermediary of the newspaper in the 

process than if they had simply gone out and tried to find a spouse on the town.355 As women 

began to take more control of their own search for spouses through the use of marriage 

advertising, they also gained more individual agency in the choosing of their spouse and in the 

negotiation of their marriage contracts. This was also the case for men, but men had possessed 

a greater chance of being included in the negotiation between elder family members on both 

sides of a potential union in the village. Women had almost never been granted that 

opportunity in their own marriage negotiations.356 

 In partaking of this new, urban means of matchmaking, from the purchasing of the 

advertisements, to following up with correspondence, and eventually meeting and courting 

with potential partners, women particularly had no guidelines for this type of interaction and 

had to develop ways to uphold their image and decency throughout the process.357 Having the 

intermediary of the newspaper to protect their anonymity while filtering through respondents 

for potential matches was a way for women to engage with a larger number of potential 

partners, without being seen in public with many different men. Additionally, while moralists 

felt that marriage advertising may have been a front for prostitution, or that it allowed men and 

women to seek out partners anonymously for sexual encounters without any long term 

commitment, that can hardly have been the case. The amount of effort that it would have 

                                                        
355 Ibid. 
356 Ibid, 166. 
357 Ibid, 196. 
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taken to write a letter, get a photo to place in it(in most cases), and mail or take it to the office 

of the newspaper and deposit it seems like an natural deterrent to the types  of casual 

encounters that the moralists objected to. When one combines that process with calling or 

stopping in to the newspaper offices to see if any correspondence had come in, then picking it 

up, and replying to the correspondence using the same steps as above, the entire process 

seems like it would have taken much more time than individuals looking for a quick lover’s tryst 

would be willing to take. 

 Before the war, advertising had become a new means of matchmaking for the urban 

citizens of Cracow and Lemberg. Using this relatively new form of communication to change 

how urban citizens found and vetted potential spouses in the cities, both men and women 

helped to solidify the place of the matrimonial advertisement on the pages of the popular press 

and in marriage culture in Galicia. While both marital advertisements and marriage declined 

during the war years, the use of marital advertisement as a form of social communication in 

marriage culture persisted. In the early postwar period the number of advertisements quickly 

rose, and surpassed, prewar levels. The persistence of the use of marriage advertising across 

the period from 1911 to 1921 is yet another way that advertising as a form of social 

communication and advertising culture prove to be resilient and adaptable despite the obvious 

interruptions in everyday life that total war created.  
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Conclusion: Persistence amid Disruption 

 The impetus for this study was a perceived anomaly. In a world where everything 

seemed malleable and life was in a constant state of flux, why did newspaper advertising 

continue in a similar form and fashion as it had before the war? Life in Galicia had changed 

drastically by the end of the war. The Habsburg Empire’s inability to ensure the wellbeing of its 

citizens left a vacuum for competing national identities to offer compelling alternatives to the 

multi-ethnic state. Loyalty to the crown had eroded and the military, considered by many to be 

the most effective state institution at engendering a sense of shared Habsburg identity, no 

longer carried the banner for multi-ethnic cooperation. Pieter Judson has argued that the 

martial law imposed upon their own population during the war quickly unmade any bonds 

forged during peacetime. Continued requisitioning and the poor treatment of civilians by 

increasingly foreign-seeming Habsburg troops did little to reinforce unity.358 The Galician 

provincial government also failed, due in part to the capture and occupation by Russian forces, 

but also because it was not effectively reestablished after Habsburg and German troops 

recaptured the town. Ethnic relations continued to deteriorate as the scapegoating of Jews 

increased in both Lemberg and Cracow. Likewise, the reality that the Habsburg authorities had 

made conflicting promises to both Poles and Ruthenians in Eastern Galicia, combined with the 

undetermined fate of Galicia in regards to the planned formation of a post-war Polish state 

announced by German and Habsburg authorities further exacerbated already strenuous 

relations between Poles and Ruthenians. The war disrupted everyday life in Galicia, as it did 

elsewhere in Europe. Cracovians and Lvovians dealt with hunger stemming from scarcity and 

                                                        
358 Pieter Judson, The Habsburg Empire: A New History (Cambridge: Belknap, 2016), 386-387. 
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from massive inflation. Death was ever present as families lost and mourned loved ones, and 

both cities became host to the casualties of war brought in from the fronts. It is in this 

environment that the continued appearance of newspaper advertising seems at odds with the 

fragility of the majority of established institutions. 

The seemingly persistent presence of printed advertising does not mean that this area 

of life was less impacted by the upheaval of war. The reality is quite to the contrary. Newspaper 

lengths were affected by the war, as were the rapidly increasing prices of daily editions driven 

up by inflation. There were occasional breaks in printing in some of the titles. Dilo was forced to 

publish in exile from Vienna during the occupation of Lemberg, and was eventually shut down 

by Polish authorities in Lemberg after returning and publishing in the city between the end of 

the occupation and the end of the war. The front pages of every title reflected the spectacle of 

mechanized warfare, the devastation of prolonged conflict, and the extraordinary events 

occurring across Europe. The columns often summarized news from the fronts, both the distant 

west or south and those mere miles away at times. Increasingly, the pages of the newspapers 

carried lists of missing family members, lost in the chaos of a more mobile eastern front.  

The advertisements themselves also reflected the impact of war. The number of food 

advertisements decreased as the war dragged on. War-specific or war-related goods, such as 

battle front maps and translation/language training services appeared. Classifieds often 

reflected the needs of a struggling population, at times willing to sell prized possessions for 

cash. The appearance of pianos in classified advertisements reflected the financial instability of 

significant portions of the middle class, as well as the bottom echelons of the upper class, which 
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often resorted to creative ways of making ends meet. The instability and uncertainty of war 

certainly DID leave a mark on newspapers, newspaper culture, and advertising in this period. 

That being said, the basic structure of newspaper advertising persisted during the war, 

both in the physical sense, and in how the process functioned. Physically, the bulk of 

advertisements appeared at or near the end of each edition. Across the period from 1911 to 

1921 the publishers and advertisers continued to use imagery (especially in the illustrated 

boulevard press), a wide variation of fonts, and a creative array of borders and symbols such as 

pointing hands) to draw attention to the goods and services being advertised in each edition. 

Functionally, publishers continued to publish the cost of advertisements and advertising space 

in each of their editions, and seemingly to handle the majority of advertising sales and 

production in house (as opposed to intermediary advertising agencies that developed in 

Germany, England, and America). While the content of the advertisements themselves did 

change depending on the economic and political situation at any given moment during the war, 

the overall culture of advertising did not. Citizens in Cracow and Lemberg still used the 

classifieds to seek jobs and spouses, businesses still used them to seek help. Commercial 

businesses that remained open during the war still spent money to advertise their goods or 

services. This system was adaptable and resilient in a time when other structures were breaking 

down. 

The qualitative chapter that began this study was vital in demonstrating how 

commercial advertising continued to function from 1911 to 1921. The more quantitative, 

second chapter exemplified newspaper advertising’s overarching persistence through trends in 

publication numbers and the percentage of physical space devoted to advertising in each 
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edition. The third chapter demonstrated how advertising provided evidence of fluctuating 

socio-economic statuses, and how some Cracovians and Lvovians had to sell their culturally 

significant household pianos, while other groups had the opportunity for upward socio-

economic (and cultural) mobility during an unstable time. The fourth chapter illuminated how 

urban Galicians continued to use the marriage classified as a mode of social communication 

across the turbulent war years and into the early interwar period, and how this form of 

advertising was evidence of shifts in gender roles. These two case studies not only provide 

individual aspects in which advertising persisted as a mode of communication, but they also 

provide insight into two aspects of everyday life during the war.  

One of the goals of this study was to reconsider what aspects of life or culture might 

have persisted during a period that history has often seen as a watershed moment, a significant 

bookend to the period that came before it. In many ways, life in Cracow and Lemberg was 

forever changed after the First World War, but it is important to recognize areas of continuity 

from the prewar to the postwar period. In his new history of the Habsburg Empire, Judson 

argues that, though the empire itself collapsed and did not survive the war, the institutional, 

legal, and political systems built by the Habsburgs persisted in the “little empires,” that 

emerged to take the place of the dual monarchy.359 Much like Judson’s thesis that the postwar 

institutions of the new nation-states did not represent a radical break with the imperial 

institutions that came before them, advertising culture itself saw no radical break from its 

prewar function. The urbanization and modernization that occurred in Cracow and Lemberg in 

the decades before the war enabled the development of a strong newspaper culture. This 

                                                        
359 Judson, The Habsburg Empire, 387-388. 
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combined with the relative prosperity during the same period enabled the simultaneous rise of 

advertising culture within that print culture. That both newspaper culture and advertising as a 

mode of social communication survived the war years and the unstable years in the early 

interwar period are a testament to their integral nature in the character of the modern cities of 

Cracow and Lemberg. The system of newspaper advertising had been in place for over a decade 

before the war broke out, and the level of its usage in the immediate years preceding the war 

are evidence that the populations of Cracow and Lemberg interacted with it with familiarity. 

While some areas of modern life saw breakdowns that seemed to reverse the effects and 

benefits of modernization, newspaper advertising survived the war because it was 

simultaneously entrenched in urban culture prior to the war, and because it was able to adapt 

to the adversity experienced in the cities during conflict. 
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