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When you think of PEZ candy, you think of small dry candy with character mechanical dispensers that kids absolutely adore.  I remember going to the store and picking out my favorite dispenser.  It was a toss-up between either Spiderman or Michelangelo from Teenage Mutant Ninja Turtle.  I remember the candy wasn’t the great part but I loved showing my friends the new character I just got.  Who would have thought that a children’s product like this one that my friends loved so much actually had a very wild hidden success.  We all know that search the television and magazines, all we ever see is sex.  Companies have been using sex in advertising for many years.  Now looking at a company like PEZ, who sells candy to children, you would have never believed that PEZ definitely made and sold for an adult market until the late 70's.    To sell to the adult market, PEZ used sex and models to help sell their candy to men.  

The PEZ candy was invented in 1927 inVienna, Austria by a candy maker named Eduard Haas III.  Haas invented his candies by using a family recipe and decided to serve them in small hand-size containers.  He began to target the candies to adult and especially to smokers for an alternative to smoking and to freshen their breath: “The first PEZ mint dispensers, known as ‘regulars’, were similar in shape to a cigarette lighter, and dispensed an adult breath mint marketed as an alternative to smoking” (“PEZ”). In 1945, Haas devised the old containers and promoted the PEZ regular box.  In 1952, Eduard Haas introduced the product in the United States.  Haas and his advertisers now had a problem of how to advertise their product.  


Knowing that Haas needed an idea of how to sell his product differently than any other candy maker, he created this idea:  “Knowing that beautiful women could best sell to the adult market, Haas created the PEZgirls. Haas hired young and beautiful girls to sell his product. They were dressed in stylish trousers and grey jackets and attracted a lot of attention” (“PEZ sez”).  These girls were not only beautiful but they were adored by everyone.  The PEZgirls were looked up to similarly to that of Barbie.  “The PEZgirls [always] remained on the leading edge of fashion” (“PEZ sez”).  The men wanted them, the women wanted to look like them and the children wanted their mothers to be like them.  In the 1940’s, Haas relied on his PEZgirls, as well as his advertising team, to help sell his product.  He used artist to write and draw advertisements for his products.  The very first PEZgirl was created by an artist by the name of Manasee.  Manasee was well known artist in Vienna.  His works used “hints of sexiness in his artwork” (“PEZ sez”), which led to controversy during this period before the sexual revolution.  “But yet, there was a certain sexy feel to this graphic, with the PEZgirl having big, dark, beautiful eyes and a full, playful smile [which became the trademark for PEZ]. I'm certain that this graphic was an eye catcher in this era” (“PEZ sez”).

In the 1950’s, the rise of pin-up models began to sky rocket.  With this, PEZ began to target the adult audience.  Due to changes in the world’s attitude, uniforms for the PEZgirls were replaced to become more sexy and new.  “The PEZgirl was to be found everywhere, and she had a new sexy look” (“PEZ sez”).   PEZ hired a new graphic artist named Gerhard Brause.  Many people say that the reason why PEZ became so popular is due to his artwork.  “It wasn't the candy or the dispensers that caught people's eyes, it was Brause's artwork of the PEZgirl” (“PEZ sez”).  Brause girls were “full of life” and brought a new sexy look that has never been seen before.  After feuds between Brause and Haas regarding the look of PEZgirls, Haas said that the PEZgirls would only be photoed from the waist up.  Brause continued working for PEZ until the late 1970’s.  Brause’s work was summed up really well in this quote:   
"The whole success of PEZ was responsible largely on the untamed soul and talent of Gerhard Brause plus a free acting team of young guys in the PEZ management, who could spread their unrestricted seeds on a hungry post war ground. It was not the product, it was the way it was advertised and later how it was sold” (“PEZ sez”). 
It was the girls and their advertisements that sold the candy.  PEZ wanted to men to realize that “Gentlemen know that PEZ attracts beautiful women” (“PEZ sez”) and the product were shown to be very successful, PEZ needed to target adults.  What better way of doing this than in an adult magazine.  “In the 1950's and 1960's, PEZ was a regular advertiser in a popular German men's *girlie* magazine called "Wiener Magazin” (“PEZ sez”).

The 1960’s brought once again a new attitude with the beginning of the Sexual Revolution and sex, drugs, and rock-n-roll theme.  “With it, the PEZgirl was changed and updated into a more *MOD* icon for PEZ” (“PEZ sez”).  The image of the PEZgirls were changed due to the change in the attitude of the world just like they did it the 1950's.   “PEZ was definitely striving to mix sex appeal and youthful energy in [their] graphics” (“PEZ sez”).

In the late 1960’s and beginning 1970’s, the use of photography began to be used more often.  The departure of Brause and the rise of photography was their reasoning behind their new way of advertising. “The 1970's PEZgirl erupted onto the scene with The-Girl-Next-Door beauty and sexiness” (“PEZ sez”).  Once again, as times and fashion changes, “one thing has stayed constant... that ever playful and charming smile” (“PEZ sez”)!  Photography began to prosper over painted graphics.  To keep up with competitors, PEZ hired photographer Luhiwoi.   Luhiwoi was a photographer for Playboy Magazine.  He created three or four nude pictures.  His advertisements “created to call attention to the new dispenser costumes that were being packaged in with the dispensers and candy” (“PEZ sez”).
In the 1980’s, the advertisements took a completely different direction.  From nude models, they now begin to use children in their advertisements.  The 1980’s were the time in which nudity was being to be looked down upon especially in the United States.  PEZ began to attract a new market that would give them the best results.  The company became more successful.
In the 1990’s, they also used children but added more cartoon characters in their advertisements.  With the rise of popularity, the product began to advertise on movies and television show like “Toy Story” and “Seinfeld” (“PEZ”).  In 1996, a new peppermint line was marketed for PEZ.  Mainly during this time, children were the main market for PEZ.  “PEZ Candy, based in Orange, Conn., has received mail for some time from consumers who have fond childhood memories of 43 year old brand, and wanted a flavor they could enjoy as adults”  (Weisz).  The companies focus was to get some profits in the market of adult mints.  “Peppermint mints were sold with dispensers with no heads, and the company invited adult to “come back to PEZ” (Riggs).  This quote “come back to PEZ” is important.  They know that in history, adults were the target market but now it is children.  They wanted to get adults back in the market.  Even though those mints were a flop in 1996, targeting adult and other markets are one of the most important goals of PEZ.  
Looking at the past six decades, PEZ Candy Inc. just isn’t selling candy to their customers.  They are selling so much more.  They are selling you the service of them being the very best at everything they do, no matter the time period or decade.  No matter if it was selling you the PEZgirls or the dispenser heads, they give you what you want.  The hidden success is the ability to adapt to the current demand and getting their product out to the customer.  
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