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worked for him,

Wool is out

With the odvent of central
heoting in the 1920s, houses
warmed, and the need for full-
length, wool underwear dimin-
ished. Hot and cold running water
come to working-class homes. In
1928 Hygenin Mogazine printed a
revolutionary article that insisted
underwear be well-ventilinted not
warm. Lighter-weight undergar.
ments that covered less of the
body became the rule, Also, sol-
diers returning from World War {
preferred the short-sleeve under-
shirts and boxer shorts that were
standard military issue.

Cooper's quickly began to man-
ufacture its own boxer, The Nain-
sook, a sleeveless short-legged
union suit made of Indian cotton,
woven not knit, was also intro-
cduced in 1930, Cooper'’s called its
verslon the Singleton.

Men pictured in underwear ads
of the day wore musks or turned
their face away from the camera
so their identity would nat be
known. They were modestly pic.
tured from the front and rear to
show the underwear's stretchabil-
ity in various positi The Sin-

ful buoyancy which could stay
closed without buttons.”

The Jackey brief was intro-
duced in Chicago in January 1935
by @ display in the front window
of the Davis Store on State Street.
The disploy featured the phato-
groph of o man wearing Jockey
bricls instead of an illustration,

Despite o snowstorm, hundreds of

people came out to see the win-
dow display, and 12,000 briefs
were sold within a week!

The success was repeated
around the country. To ensure
continued attention to the Jockey
brief, “The Squirmer” ad cam-
paign was lnunched in the late
1930s, The Squirmer was por-
trayed In a varicty of social situa-
tions as the victim of his under-
wear, The Squirmer suffered tor-
ment until he switched to Jockey
underwear.

By the 19508, Jockey was pro-
moting novelty print underwear
packaged for Valentine’s Day and
Christmas. This marked the first
time underwear was sold as a gift
item.

Jockey trademark
Lnu’.- 18th, carly 19th century

gloton, whether knit rayon or knit
catton jerscy with My closing were
sold in men’s and boys® sizes,

Less to come

Jdn the 19308, men's topless
bothing sults were making their
way onto private U.S. benches
from Europe. These form-fitting
bathing suits influenced Coaper's
executive Arthur Kaeibler, who
came up with o close-fitting knit
garment with an elastic waist-
band in 1934.

‘Cooper’s nomed the underwear,
“The Jockey Brief’ to suggest

began to develop
trademorks, symbals thot made
their products easily recognizable
to customers, In 1940, Cooper's
issi Frank Hofh
seulptor of horses and riders, to
create the jockey boy statue for
in-store displeys of Jockey under.
wear, The logo also appeared on
packoges and — with a few minor
chonges — remains today.
Rubber rationing during World
War !1 took away Jockey's elasti-
cized waistband, so thraugh a ma.
jor national ad campoign, Jockey
announced “Jockey has gone to
war." The war-model brief had an
ljustable waistband that needed

athletic freedom of
The Jockey brief became the
standard, but the eriginal design
did not have a fly. Cooper's added
the patented Y-front ond od-
vertised the new masculinized
undergarment as providing "rest-
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to be buttoned.

In 1944, o synthetic rubber,
neoprene, was approved for civil-
ian use, Conversion kits were sold
1o consumers with instructions on

War If Jockeys.

In 1850, nylon tricat became
the miracle fabric for underwenr,
In 1960, the company introduced
Shants, a nylon tricot bikini-brief
that featured & no-fly design that
was thinner and more daring than
any other previous Jockey cre-
ation.

Cooper's became Jockey Inter-
national in 1972, During 1976,
Jockey developed colorful fashion
underwear for men. Sales sngged,
according to Jockey historians,
because the customer was hesi.
tant to give up the traditionol
white — despite a colorful adver-
tining campaign.

Yves St. Laurent was hired to
design new patterns and styles for
Jockey, and two famous ad cam-
paigns were launched to promote
the new products, Remember
these slogana? “Skants — what
the well undreased man is wear-
ing this year,” and “Jockey fash-
ion underwear. Millions of Ameri-
lculn men would feel naked without
i

Most of Jockey's advertising
was done in magozines becausc
until 1990 television stations did
not altow people to appear in their
underwear,

Sinee the '30s, Jockey hired fa-
mous sports figures to oppear in
their ndvertisements, such os Red
Grange, Yogi Berra, Tommy Are
mour and Babe Ruth, These men
were photographed in their sports
uniforms with a heading that
stated they had on Jockey prod-
uets underneath. In 1975, a group
of athletes clad only In their Joc-
key briefs, appeored in national
magazines under zhg heading

Show in 1956, Jockey has been
worn in the movice by Tom
Cruise in Risky Business in 1983,
and Kevin Costner in Bull Dur-
ham in 1988, and in Lethal Weap-
on 11l in 1992,

Jockey for Her

In the 19508, Jockey premicred
a woman's line, Jockette Under-
wear, “stolen from men, maode
pretty and practical for you,” but
sales flopped, and the line disap-
peared by 1954,

The idea for producing a wom-
an's line of underwear resurfaced
in the 1980s. Retailers warned
Jockey maonufacturers that wom-
en would never buy underwear
with the Jockey name on the
waistband because of the mascu-
line association, However, re.
search showed women wanted o
basic, comfortable, cotton under-
garment.

“The company sought gynecolo-
gist support to promote Jockey for
Her. Mony doctors advised their
patients to wear cotton underwear
because it provided better ventia-
tion than nylon underwear.

Jockey sent 25,000 gynecolos
gists coupons that patients could
redeem for a free pair of Jockey's
new cotton underwear for women.

In the women’s division, athlet-
je wear influenced designs for
women's underwear. The French.
cut style, patterned after the
clothes worn by Jane Fonda in her
exetcise topes, soon became a
best-seller. The company empha-
sized comfort and freedom of
movement in the women's line,
just as it had when it introduced
the classic men’s brief in 1935,

90s Lifestyles

Hudson's

Yained

As for the elimination of books
d d i isroe said the

that the new Marketplace deli
was deslgned in response to on-
the-go lifestyles of the "30s where
health conscious, busy shoppera
can get fresh, nutritious meals to
go or eat in, Unlike the Market-
place departments in other Hud-
son stores, the Summit Place
shop 18 experimenting with deli
meats and cheescs.

“The old restaurant was not
deing as well as it used to do,”
she sald, “It was time to change
and move ahead, With this new
concept, we actuaily provide more
options for our shoppers. There's
o deli counter where customers
can create individual menus to
enjoy there or have packaged to
go. There’s a capuccine counter
where people can take a break and
chat. There's o counter for the Yo.
gurt & Juice Express customers
with seating.”

The food and candy division is
the fastest growing in the Dayton-
Hudsen Corp., with the increase
gourmet food sales 8 national
trend, Morrisroe said. Ten Hud.
son stores now have a Market.
place Foods section, yet these de-
partments vary from store to
store. All sell fresh salads, light
dishes and entrees, soups and a
varicty of hot and cold beverages.
Marketplace Food stores are at
Twelve Oaks in Novi, Northland
in Southfield, Briarwood in Ann
Arbor, Eastland in_ Harper
Wouds, Fairlane in Dearborn,
Ookland in  Troy, Westland,
Genesse Valley, Grand Rapids
and now Summit Place in Water-
ford.

an

decision to drop those depart-
ments was made a year ago and
had nothing to do with the reno-
vation plans. However the furni. -
ture department will be eliminat-
ed as a result of the remodeling to .
give more space to better-selling -
categories such os shoes, women's
wear and childrens clothing,

‘The whole idea behind the re-
novation s to “make the Summit
Place store more elegant and cus-
tomer-friendly with deeper nssort-
ments and clearly defined depart-
ments,” said Morrisroe. .

Irene and Joyce Montante of
West Bloomfield were taking a
yogurt break at the new Market-
place Food store last week, also
surprised by the new surround-

ngs.

“We usuaily got our treats from
the yogurt counter downstairs,
but they moved it up here now,”
Irene said. “It’s nice. Real clean.
Just something new to get used
to. I'm a longtime Hudson cus.
tomer though, I've been through
lots of changes with them, In the
*40s and '50s, when [ waes raising
my six children, my Hudson’s bitl
was olways $300-8400 a month. I
used to shop at the downtown
store. Then 1 followed Hudson's
out to Noithland. Now I'm shop-
ping here ot Summit Place,
‘That's progress, | guess.” '

Four other Hudson stares witl
be remodeled in 1994, but not as
extensively as the Summit Place
stare. Westland, Northland,
Southlond and Eastland will be
spruced up,

“Take away their and
who are they? — Jim Palmer, Ste-
ven Carltan, JoJo White and Pete
Rose.” Palmer became Jockey's
officinl spokesman, the “Man on
the Bag for modern times.
Jockey goes Hollywood
Arlene Francis tead the first
advertisement for Coopers Under-
wear on television on The Home
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WITH QUALITY STEEL DOORS!
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