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Tupperware  

Tupperware is a common household item today, however in the mid-1900s this was not 

the case. The concept of an air-tight, plastic container to hold food was revolutionary. Prior to 

the use of Tupperware, most households would store their food in refrigerator dishes. While 

these dishes contained the food, they did not do a great job of preserving it. Another alternative 

was to wrap foods in tea towels, can them using mason jars, or use oval wooden shakers. While 

all of these were considered to be antecedents to Earl Tupper’s Tupperware, they were still 

possible alternatives for those who did not want to incorporate Tupperware into their cooking.  

Tupperware was also revolutionary in its marketing strategies. Prior to how Tupperware 

was sold, women would go door to door selling products. For instance, department stores held 

separate sections for women to shop their feminine hygiene products. Before World War II 

women went door to door to women in lower socio-economic backgrounds selling “feminine 

hygiene” also known as birth control .  1

Earl Tupper worked as a subcontractor for DuPont producing plastics for WWII in the 

1940s. Following the war, he decided that he wanted to develop a commercial plastic product 

and bring it to market. In 1947, Tupper invented two products, a plastic container and an airtight 

lid. These products were shatterproof and made it possible to store and preserve food. Together, 

these products became known Tupperware . 2

1 Andrea Tone, “Contraceptive Consumers: Gender and the Political Economy of Birth Control 
in the 1930s.” Journal of Social History 29, no. 3 (Spring 1996), p 485-506.  
2 ​Christina E. Bax, "ENTREPRENEUR BROWNIE WISE*: Selling Tupperware to America's 
Women in the 1950s." ​Journal of Women's History​  22, no. 2 (Summer, 2010): 171-180,215.  



 

Originally, Earl Tupper opted to sell his product in stores, however, he was largely 

unsuccessful. When Tupperware adopted Brownie Wise’s strategies of hosting parties, his 

business largely took off. Brownie Wise hosted Tupperware parties which allowed women to sell 

and be entrepreneurs from the convenience of their own homes . Tupperware was a gendered 3

product because women sold the product to other women. After World War II, middle class 

women became the consumer because they were expected to maintain the home.  Women 4

became the technological consumers because of the gender roles at the time. Women could sell 

products from their own homes to other women which kept the “separate spheres” intact.   5

The basic structure of our project blog will include a variety of media sources. These 

sources include primary source photographs, videos, and advertisements. We will also mention 

secondary source material including biographies, scholarly articles, and more. The blog will have 

more of a visual appeal in the sense that most of the focus will be placed on photographs. Most 

of these photographs are coming from the National Archives or Smithsonian archives with 

proper citation. There will also be separate tabs for different parts of the project. These tabs 

include antecedents, alternatives, history of Tupperware, the impact of Tupperware, and sources. 

There will also be a separate tab with our documentary posted on it.  

Our documentary will be in the the style of a mockumentary, We are going to 

sensationalize Tupperware by poking fun at it. Inspiration for this idea comes from commercials 

where someone is looking for the lid to their Tupperware and they open a cabinet and all of their 

3 ​Ibid, 171. 
 
4 ​Susan Ostrander,​"Women at Work: Tupperware, Passion Parties, and Beyond." ​Contemporary Sociology: A 
Journal of Reviews​  41, no. 2 (2012): 246.  
 
5 Ibid, 247.  



 

Tupperware comes crashing down. The theme of our mockumentary will have a 50’s styled 

appeal, this includes dress, speech, and gender roles. One of us is going to narrate the scenario 

while the other three are acting. Yousef will play Earl Tupper, one of the three girls will play 

Brownie Wise, and the other two will play women at a Tupperware party asking questions about 

the product. This mockumentary will talk about the invention of Tupperware, how women were 

able to make money, and the way it was marketed at parties. We will be using many digital 

technological sources in order to make our documentary, these include a green screen, digital 

camera, final cut pro X, and YouTube to upload it.  

We chose to do our project on Tupperware because it is a relevant 20th century product 

with a unique backstory that lends well to presenting in a documentary format. Tupperware is 

something that we all still use today without thinking critically about where it came from and 

why it was invented. As a group, we want to shed light on its origins and describe its importance 

as a piece of American technology.  
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Brownie Wise Papers, 1938-1968, Archives Center, National Museum of American History. 

AC0509-0000003. 
This photograph was taken at one of Brownie Wise’s Tupperware parties. It shows how 
this type of marketing was done by predominantly women. It is important because 
Tupperware allowed women to make the domestic space a place where they could profit. 
 

“Catalog Advertisement” scanned advertisement. ​Brownie Wise Papers​ , National Museum of 
American History Archives Center, circa 1949-1966. ​AC0509-0000066. 
This is an magazine advertisement geared towards women. Specifically, it answers 
womens’ questions about Tupperware home parties to advertise them.  

 
“Earl Tupper and Brownie Wise at the Tupperware factory in Farnumsville, Massachusetts,” 

1951, Smithsonian Institution, Washington D.C. 
This is a photograph of Brownie Wise and Earl Tupper in the Tupperware factory. In this 
image, they both appear happy. In reality, they have a very complex relationship which 
ended badly.  

 
Tupper, Earl. ​Open mouth container and nonsnap type of closure. US Patent ​2487400 filed June 

2, 1947, and issued November 8, 1949.  
This is the original scanned patent from the United States Patent and Trademark Office. 
This patent shows that Earl Tupper, soon after WWII used plastic to create these air-tight 
containers.  
 

“Tupperware Price and Order Form,” scanned document. Brownie Wise Papers,​ ​National 
Museum of American History Archives Center. Circa 1951-1959.  
This is a scanned order form used at Tupperware home parties to order Tupperware.  


