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  “I’ll try and be what he loves to call me, 'a little woman,' and not be rough and wild, but 

do my duty here instead of wanting to be somewhere else.”1 Little Women, by Louisa May 

Alcott, is the story of four sisters, Meg, Jo, Beth, and Amy March, and their transition from 

girlhood into adulthood. It was written in two parts; the first volume was originally published in 

October of 1968 by the Roberts Brothers’ publishing company, and the second volume was 

published a year later. Alcott’s novel is typically considered semi-autobiographical as she based 

certain events on her own life. It was her publisher who encouraged Alcott to, “write a book 

based on the experiences of her own sisters and her family life.”2 

The novel opens with the girls facing Christmas without their father, who is involved in 

the American Civil War. The girls live with their mother in poverty, due to their father’s loss of 

the family’s money. The elder sisters, Meg and Jo, both work to support the family. Meg works 

as a teacher for four neighboring children, while Jo serves as a caretaker to her aunt, a wealthy 

widow. Beth assists their mother in with housework, and Amy attends school. The girls become 

close with their neighbor, Laurie, who lives with his wealthy grandfather. He is involved in many 

of the girls’ adventures.3 

Throughout the course of the novel, the sisters are involved in a variety of situations that 

further shape their characters.  Meg gets falls in love and marries, having children with her 

husband. She is a devoted mother and thus unintentionally neglects her husband, but her own 

mother advises her how to balance her role as a wife and as a mother. Jo travels to New York 

and meets a professor who gives her lessons in German. While there, Jo writes sensationalist 

stories for extra money, which the professor discourages. The two eventually marry and start a 

school for boys when Jo inherits the home of her aunt after her death. Beth, who contracts scarlet 

fever early on in the novel, never fully recovers and later dies due to her poor health. Amy 

develops a relationship with Laurie, who had once been in love with Jo, and they marry.4 
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Each March sister exhibits a different personality trait, and these traits are highlighted 

throughout the adventures they share with and without each other. Meg is the beautiful older 

sister who conforms to womanly expectations. Jo is her opposite, a tomboy who struggles to 

subdue her impulsive nature; she also has an interest in writing. Beth is described as gentle and 

quiet and has a talent for music. Amy, the youngest, is an artist and takes after Meg in that she 

carries herself like a lady.5  

As the of the novel title suggests, Little Women was a book about young women. 

Naturally, it was intended for female readership. The diversification of the sisters’ personalities 

allowed for a spectrum of relatability to be developed between readers of the novel and 

characters within the novel. Before readers interacted with the novel itself, however, they first 

interacted with the advertisements for the novel. The advertisements the Roberts Brothers’ 

developed for Little Women appeared in numerous journals, including American Literary Gazette 

and Publishers’ Circular, Every Saturday: A Journal of Choice Reading, The Literary World; a 

Monthly Review of Current Literature, and The Harvard Register; an Illustrated Monthly. The 

novel is depicted differently in each advertisement, with each detail crafted to specifically attract 

certain types of consumers. Scholarship exists to assist in the deconstruction of the 

advertisements to discover the ways in which the Roberts Brothers’ were attempting to grasp a 

female audience.  

One major aspect of the book that is addressed in advertisements is its appearance. In his 

essay, “The Material Melville,” Michael Kearns explores how the materiality, the physical 

features of a novel, are noted within the descriptions of the novels found in advertisements. He 

specifically focuses on the relationship between Herman Melville’s works and advertising 

companies, as well as his readership and his successes and failures in the literary world. Kearns 

argues that the way in which Melville’s novels and Melville as an author were advertised is what 
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resulted in Melville’s early literary success, rather than his actual talent as a writer.6 Similarly, 

Jeffery D. Groves notes in his essay “Judging Literary Books by Their Covers: House Styles, 

Ticknor and Fields, and Literary Promotion,” that the appearance of novel had an impact on how 

a reader might interact with the novel. Publishers used book-binding as a way to appeal to 

different readers and distinguish their books from others, as well as increase their value during 

the mid-nineteenth century.7 

In addition to the physicality and materiality of the book, publishers also used 

descriptions of the book’s illustrations to attract consumers. Beverly R. David discusses the 

relationship between authors and illustrators in her essay, “The Pictorial Huck Finn: Mark Twain 

and His Illustrator, E.W. Kemble,” using Mark Twain and E.W. Kemble as her primary example. 

When Huckleberry Finn, was first published, it was described as “indecent,” not because of the 

actual story, but because of one of the illustrations was altered to resemble indecent exposure. 

Twain wanted the image immediately removed, although the novel became popular due to the 

incident.8 David uses this anecdote to exemplify the impact illustrations had on readership.   

The grouping of books and authors within advertisements was another way in which 

publishers promoted the sale of books. Often, books and authors were grouped together because 

they shared certain similarities with each other.  Amy M. Thomas describes this strategy in her 

essay in “Literature in Newsprint: Antebellum Family newspapers and the Uses of Reading.” She 

notes that newspapers during this period provided a variety of purpose for readers, including 

entertainment, education, enhancement of moral values, and community connection; 

advertisements for books mirrored these traits.9 Even books of diverse genres were linked 

together to either appeal to different interests of readers or to link interests that one particular 

group might or should have. For example, books for female readers might grouped with books 

containing religious aspects because women were expected to in religious material. Thomas 
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writes that, “these diverse genres of literature fulfilled readers’ desire for self-enhancement, 

affirmed their values, and at the same time entertained.”10 Association with these genres created 

a sense of community among readers.  

Another significant aspect of the advertising process was how the literary contents of the 

book and were addressed. Descriptions of the books often included minor plot details, which 

were intended to target specific members of society. According to Scott E. Casper in his essay, 

“Antebellum Reading Prescribed and Described,” the types of books consumers read were 

directly linked to their character. “Literacy could degrade as well as enlighten,” Casper writes, 

“Falling in with the wrong sorts of books, magazines, and newspapers could ruin individuals’ 

character as surely as associating with the wrong sorts of companions could. Conversely, proper 

reading - both the works one selected and the ways one read them - could strengthen men’s and 

women’s, boys’ and girls’ morality, intellect, patriotism, and right habits.”11 Publishers 

emphasized in their advisements contents of their books that would benefit their readers’ 

characters. Another example of this can be found within the essay, “Manufacturing Intellectual 

Equipment: The Tauchnitz Edition of The Marble Faun,” by Susan S. Williams. Williams writes 

that Hawthorne’s novel, The Marble Faun “became a piece of “intellectual equipment” … 

because of the way in which the Tauchnitz edition was marked and received.”12 Publishers a 

specific trait of The Marble Faun to market it to consumers. 

Similarly, and more specifically, in her essay, “The Novel as Teacher: Learning to be 

Female in the Early American South,” Catherine Kerrison discusses how novels intended for 

female readers delivered “moral lessons.”13 These moral lessons exemplified how women were 

expected to behave by leading a domestic lifestyle. The same is true for Little Women. At the 

time the novel was published, expectations of women’s behavior resulted from the four ideals of 

the cult of domesticity: piety, purity, submissiveness, and domesticity.14 Within their 
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advertisements, the Roberts Brothers’ appealed to these four ideals, marketing Little Women as a 

book for girls and advertising it alongside religious and moral texts, sending consumers the 

message that Little Women was a moral novel that would direct girls to adhere to the ideals of the 

cult of domesticity.  

One of the earliest advertisements for Little Women appeared in the journal American 

Literary Gazette and Publishers’ Circular in July of 1868, three months before the novel was 

published. The journal, intended primarily for booksellers, was used as an advertising agent for 

publishers.15 The advertisement Little Women appeared in was titled “Messrs. Roberts Brothers’ 

List” in bold print, and Little Women was listed under a section subtitled “In Press.” The only 

description given for Little Women was that it was a “girl’s book,” emphasizing the intended 

readership.16 The novel was being “prescribed” to girls, and based on the scholarship put forth by 

Casper, it could would edify girls’ moral attributes.17  

More than simply the description of the novel told booksellers about the book, however. 

The selection of books that Little Women was listed with were significant to the initial 

interpretation of the novel. As a “girl’s book,” Little Women would somehow influence character 

of the girls who read it. Since Little Women was not yet on the market at this time, and since the 

brief description gave little clues about the essence of the novel, consumers could then only 

make assumptions about it based on the other texts it was grouped with. The inclusion of the 

book Shenstone’s Essays on Men and Manners suggests that Little Women might have also been 

in some way related to manners and how women should act. Sainte-Beuve’s Portraits of 

Celebrated Women provided examples of women that girls should aspire to become; the 

characters in Little Women could be expected to also be model figures for girls. Additionally, 

Tablets by Bronson Alcott, Louisa May Alcott’s father, was included in the advertisement. If 
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consumers enjoyed texts by Bronson Alcott, they might be more inclined to purchase the work of 

his daughter as well.  

The following year, in April 1869, another advertisement for Little Women appeared in 

the journal American Literary Gazette and Publishers’ Circular. At this point, the first volume of 

Little Women had been published, and the advertisement was building anticipation for the second 

volume. The release date for the second volume was scheduled for April 15; the advertisement 

had been published on the 1st. Louisa M. Alcott’s name was printed in bold under the heading 

“Messers. Roberts Bros.’ New Books.” The description aside her name read, “A New Volume of 

Little Women. Little Women; or, Meg, Jo, Beth, and Amy. Second and concluding Part. With 

illustrations. 16 mo. to match previous volume. Price $1.50.” Beneath the description came 

another, “Little Women. First Part. Six Thousand now selling. Price $1.50.”18 Because Little 

Women had actually been published at this point, the description included more details than the 

previous advertisement. It was no longer simply described as a “girl’s book” either, likely 

because it had already been established as such in the market. The inclusion of the names of the 

characters implies that readers had made a connection with the characters. Both the publisher, the 

Roberts Brothers’, and the author, Alcott, had succeeded in making the book relatable to young 

female readers.  

The remainder of the description focuses on the material and tangible attributes of the 

novel. Like David noted in her essay on Huckleberry Finn, the inclusion of illustrations enhanced 

the Little Women’s desirability, thus the inclusion implies that the novel could be considered as a 

form of art in addition to its literary appeal. In adhering to the cult of domesticity, women were 

expected to take pleasure in the arts.19 Marketing the illustrated novel to women enhanced that 

ideal. 16mo, or sextodecimo, referred to the size of the book, which was about four by six 

inches.20 It was a size that would have been considered appropriate for a lady, as she would not 
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have to exert much strength into holding it. Women were not expected to involve themselves in 

activities that they would need to a lot of energy for.21 

The success of the previous volume also made both volumes more desirable. With six 

thousand copies selling only six months after its initial publication, Little Women had made 

steady success. Early success of the novel interested booksellers because it meant that the book 

would likely only continue to gain success. The publishers felt it was worth noting and said a lot 

about the book; it was the only detail in their description about the first volume aside from the 

price.22  

In addition to the description of the two volumes of Little Women listed next to Alcott’s 

name, a “Special Notice” was also inserted at the bottom of the advertisement. It read, “The first 

large edition of Little Women, second part, is nearly all ordered in advance of publication. Those 

in want of an early supply will do well to notify the publishers at once.”23 The Roberts Brothers’ 

established a sense of confidence with their message. Their confidence in the sales of Little 

Women only made it more desirable for booksellers to obtain.  

One year later, in August of 1870, Louisa May Alcott had a feature advertisement in 

Every Saturday: A Journal of Choice Reading. The advertisement was a page in length, with the 

first portion describing Alcott and her success, the second portion resembling a letter from a 

young female fan, and the third portion being a short description of books that were being sold 

by Alcott.24 Every Saturday was an “eclectic” journal that mainly featured British authors. 

However, occasionally American authors were featured as well.25 Because Alcott was one of the 

few American authors featured, she was attributed credit as a successful author.  

In the first section, the description of Alcott elevated her status as female author and 

made her work more desirable for a female audience. In the description of Alcott, she is referred 

to both as a “lady” and “the most writer in America.”26 The emphasis of the section is not on her 
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gender, however. “One Hundred Thousand Volumes” is written in bold print, almost as if it were 

another heading. The statement refers to how many of Alcott’s books had been sold as of the 

publication of the advertisement. The popularity of Little Women had exploded. The description 

of Alcott and her success also noted that her books had created an “army of admirers,” which is 

then followed with an example of such.27 

Fifteen year old Florence wrote a letter to Alcott praising her work and identifying with 

the characters, which the Roberts Brothers’ included in the advertisement. The inclusion of the 

letter provided consumers the opportunity to explore how a young female reader interacted with 

the text. Her enthusiasm for the novel likely inspired even more sales of the novel. For the first 

half of her letter, the girl describes her opinions on the novel itself, remarking on the plot of the 

book as well as the characters. In the latter half of her letter, Florence describes herself and her 

family, writing, “You will want to know who it is that writes to you so freely. My name is 

Florence and I will be fifteen next December. I have seven brothers and sisters.” She continues 

by describing her siblings in greater detail.28 Additionally, within her letters are examples of a 

domesticated young woman. “I hope you won’t think me bold in having written you,” Florence 

wrote to Alcott.29 She understood that women were expected to be of calm demeanor instead of 

brash and outspoken.  

Letters were a popular form of expression in the nineteenth century, and the inclusion of 

one in an advertisement instantly made the advertisement more familiar and personal to 

consumers. Konstantin Dierks discusses the art of familiar letter writing in his essay, “The 

Familiar Letter and Social Refinement,” noting that letter writing was a way in which, “middling 

families pursue their claims to social refinement and upward mobility.”30 Consumers of both 

upper class and middle class families could identify with letter writing. For middle class families, 
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the notion that Little Women inspired a reader to engage in letter writing was attractive; it might 

inspire their own daughters to engage in letter writing and improve their social consciousness. 

The last section of the advertisement simply lists Alcott’s works, including Little Women, 

an Old-Fashioned Girl, and Hospital Sketches. Although Alcott was most popular for Little 

Women, the Roberts Brothers’ also attempted to market her other books. Fans like Florence who 

had read Little Women “dozens of times,” may have desired additional material to read from the 

author. The books appeared to be of similar subject material as well, interesting those who 

desired further domestication of women. An Old-Fashioned Girl inspired excitement that 

equaled “that shown for Little Women.”31The books were sold separately at $1.50 each. 

Little Women succeeded in appealing not only to middle class families, but also to upper 

class families. Kerrirson notes that it was common for women’s moral novels to be universal and 

cut across class lines.32 In most cases, the novel was sold in volumes for $1.50, an affordable 

price for a middle-class family in the late 19th century. It was also, however, sold at $5 as well.* 

In its more expensive editions, the novel was described to include unique features such as 

illustrations and a portrait of the author.33 Conversely, the descriptions of the volumes that sold 

at $1.50 tended to focus more of the literary aspects of the novel for appeal or how many copies 

had been sold, rather than its physical features. Journals such as The Literary World; a Monthly 

Review of Current Literature and The Harvard Register; an Illustrated Monthly boasted the most 

exquisite copy of Little Women, targeting wealthy and thus educated families as consumers.  

Published only a month apart, The Literary Review and The Harvard Register hosted 

very similar advertisements for Little Women. The advertisements included the nearly exact 

same description of the novel, however, different characteristics of the novel were highlighted 

between the advertisements. The Literary World published its advertisement for the Roberts 

                                                 
* $1.50 would equal approximately $30 in current rates; $5 would equal $100. 
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Brothers’ in November of 1880.34 The Harvard Register published its advertisement a month 

later.35 A decade after its initial publication, Little Women was still highly sought after. The 

holiday season was the perfect time to market the book; parents could purchase the book for their 

daughters not only as an item intended for enjoyment, but it could also be given as a gift that 

would enhance their moral being, as well as their intellectual development.  

The Literary World; a Monthly Review of Current Literature was intended to be a 

journal that would assist book-buyers in selecting books by providing sound reviews of the 

books.36 The journal published the advertisement for Little Women in early November, 

anticipating heightened consumers of books during the holiday season. The advertisement was 

headed with the statement, “Messers. Roberts Brothers’ list of new and superb Holiday Books, 

and other new books, for the season 1880-81.”37 “Holiday Books” was printed in bold font, 

emphasizing that books were to be purchased as gifts. Immediately below the header, at the top 

of the list, indicating that it was the most popular, was Little Women. The description read, “This, 

the most famous of all the famous books by Miss Alcott, is now presented in an illustrated 

edition, with nearly two hundred characteristic designs, drawn and engraved expressly for this 

work. A very unique feature will be a life-like portrait of the author, now for the first time 

accompanying any of her books, and a view of the home of the ‘little women’ in Concord. One 

handsome small quarto volume, bound in cloth, with emblematic cover designs, price, $5.00.”38  

 The Harvard Register’s description of the novel differed only slightly from The Literary 

World’s. For example, instead of stating that a unique feature of the book “will be” a portrait of 

the author, The Harvard Register simply states that a unique feature “is” a portrait of the 

author.39 The other difference between the two advertisements is that the statement “over two 

hundred characteristic designs” stands alone in capitalized letters in the middle of the 

description. By doing so, it pulls attention toward itself. The characteristic designs are the 
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biggest feature that the Roberts Brothers’ are highlighting within the Harvard Review 

advertisements.  

Little Women was packaged to be sold to wealthy families as an intellectual book. Much 

like the Tauchnitz edition of the Marble Faun, The Roberts Brothers’ edition of Little Women 

that appeared in the advertisement was arguably packaged for the educated upper-class. It 

included drawn and engraved illustrations, “over two hundred characteristic designs,” a portrait 

of the author, as well as “a view of the home of the ‘little women’ in Concord.”40 Based on these 

traits, the creation of the book was well devised. This book would have been appropriate wealthy 

parents to read to their budding intellectual daughters. In addition, the inclusion of the Concord 

home of the “little women” would have made it an appropriate souvenir book. Like Williams 

writes of The Marble Faun, “the extra-illustrated Marble Faun enabled tourists to create a 

personalized souvenir,”41 the illustrated Little Women would have had a similar effect. 

 The advertisement states that the illustrations were drawn and engraved “expressly” for 

the Roberts’ Brothers edition of Little Women, which would have increased the desirability of 

the item.42 David discusses the impact of illustrations in nineteenth century books in her essay, 

“The Pictorial Huck Finn: Mark Twain and His Illustrator, E.W. Kemble.”43 Although none of 

the illustrations in the Roberts Brothers’ edition of Little Women were scandalous, the book still 

received publicity because the illustrations were completely new to that edition. Additionally, a 

portrait of Louisa M. Alcott was included in the edition. According to the advertisement, this 

incident was the first time her portrait accompanied “any of her books.”44 Illustrations of the 

characters and even the author herself could provide young women a more concrete version of 

the domestic women they were influenced to strive to be. 

 The Roberts Brothers’ illustrated edition of Little Women also included “emblematic 

cover designs,”45 which also increased its worth among readers. Per Groves’s essay, “Judging 
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Literary Books by Their Covers,” covers were said to have played a major role in the reception 

of books by readers. Often certain publishers would use specific “house styles,” and individuals 

would come to recognize instantly recognize books published by those companies, Groves 

discusses.46 In addition, book covers were an area where publishers could flaunt their prestige.47 

Emblematic designs, such as the ones included in the Roberts Brothers’ edition of Little Women, 

increased the value of the book and attracted a wealthy readership.  

Details about Little Women included in the advertisement, such as the cover designs and 

illustrations unique to the edition, intentionally targeted wealthy individuals of the late 

nineteenth century. Although illustrations can appeal to both literate and illiterate audiences, the 

individuality of these illustrations limited their accessibility use in a wealthy, educated 

household. The illustrations were unique to the Roberts Brothers’ edition of Little Women, which 

increased the value of the book. The price of the book was listed at five dollars in the in the 

nineteenth century advertisement;48 in the twenty-first century, the book would have been priced 

at a little over one hundred dollars. During the holiday season, the Roberts Brothers’ edition of 

Little Women seemed like an appropriate gift for wealthy families to share among themselves. 

Included in The Literary World’s advertisement are other books intended to be given as 

gifts. One of the books included is another book by Alcott titled, Jack and Jill.49 This book was 

likely included because it would serve well as a companion to Little Women. The other books 

included prescribed other elements of the cult of domesticity to consumers. For example, books 

such as Verses by Susan Coolidge and Fragments of Christian History by Professor Joseph H. 

Allen appeal to the piety tenant of the cult of domesticity. My Marriage may have appealed to 

the domestic lifestyle. Also included in the list are other books that would be of interest to 

parents looking to purchase books for children, such as New Bedtime Stories by Louise Chandler 

Moulton and We and the World by Juliana Horatia Ewing. We and the World was noted to be a 
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“story for boys” and was “uniform with the same author’s story for girls, Six to Sixteen”50The 

interesting element of the inclusion of We and the World is not the story for boys, but rather the 

mention of Six to Sixteen. Described merely as a “story for girls,” Six to Sixteen is oddly 

reminiscent of the earliest advertisement of Little Women. In addition, the title Six to Sixteen 

implies that the novel is a coming of age story about young women, much like Little Women. 

Because We and the World was included in the advertisement and not Six to Sixteen says two 

things: the advertisement prescribed a variety of texts that could enhance the characters of either 

boys or girls and Little Women was the leading text that set an example of how girls should 

model their characters.  

The Harvard Register: an Illustrated Monthly was a monthly periodical intended for an 

academic readership. It was “devoted to the interests of higher education.”51 Included in the 

December 1880 advertisement are books such as Reminiscences of a Journalist by Charles T. 

Congdon and Sketches and Reminiscences of the Radical Club prepared by Mrs. John T. Sargent. 

Within the advertisement, Reminiscences of a Journalist is described as “a brilliant series of 

papers recently published in the New-York Sunday Tribune,” whereas Sketches and 

Reminiscences of the Radical Club is described as “choice gleanings from the discussions and 

conversations at this famous club, by the foremost thinkers of America … on many interesting 

phenomena and conditions in Philosophy, Theology, Ethics, Art, and History.”52 Based on the 

subjects of these two works, they appear to have an academic appeal catered to an educated 

audience.  

 The inclusion of Little Women alongside intellectual texts may seem unusual, however, 

The Harvard Register appeared to cater to a wide variety of readers, and targeted families 

rather than individuals.  Other books advertised such as A Dream of Fair Women or Ballads and 

Other Poems by Alfred Tennyson may have had a feminine appeal. The topmost portion of the 
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advertisement is labeled “Choicest Illustrated Books” intended for “children, youth, and 

adults,”53 which indicates that the readers of all ages. Little Women itself is labeled as a “gift 

book for the family.”54 By marketing the novel to children, or as a book for the family, Roberts 

Brothers’ were emphasizing that Little Women was a pure novel. Purity is one of the four tenants 

of the cult of domesticity.55 In her essay, Thomas makes the argument that, “Subscription to and 

use of media is related to an individual’s identity with and attachment to their communities.”56 

The academic identity is relevant within the Harvard Register advertisement, but that identity 

also enveloped the readers’ communities and families. The advertisement was published in 

December, a time that many individuals spent with their families. The books listed in the 

advertisement, such as Little Women, were all seen as appropriate gifts for family members. In 

addition, Adults could purchase gifts for their children that would assist them in shaping their 

moral character. 

 The final advertisement was also published in The Literary World in December of 1880. 

It differed from the previous two advertisements because it was not the focal point of the 

advertisement. On the advertisement page, the books and descriptions that took up the page were 

organized into three columns. The Roberts Brothers’ column was wedged in the middle, between 

a column for Little, Brown, and Company and J.B. Lippencott and Company. In the center of the 

page, the description for Little Women blended in with the rest of the books and their 

descriptions.57 Interestingly enough, near the top of the advertisement, Alcott was mentioned for 

her book, Jack and Jill. The description for Little Women, however, is not near the name of the 

author and was located farther down the page. This may indicate that the novel was so well 

known that it could stand alone from the author, and that it’s placement was a move by Roberts 

Brothers’ to put an emphasis on some of Alcott’s lesser known works. 
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 The description of Little Women found in the December publication of The Literary 

World is similar to that found in the Every Saturday advertisement. The description was not 

written by the publishers, but is rather a reader’s own enthusiasm for the book. “I read over the 

whole of Little Women again, tempted by the beautiful new edition, and I was struck afresh with 

its brightness and delighted with the pictures, which are certainly of unusual merit. It is a 

remarkably good book in all ways, and the child who owns it will be blessed indeed,” The 

description reads. Below the testimonial, the price, $5, and the publisher are listed.58 

The description given by the readers emphasizes two important features of the marketing 

strategy: the materiality of the text and the impact of the contents on the intended reader. The 

reader was impressed with the pictures and noted that they were of “unusual merit.” This 

statement gives little details about the text, but as David implied in her essay, the inclusion of 

illustrations automatically made the novel more desirable.59 Because little description is given 

about the illustrations or the beauty of the edition in general, the consumer may have been 

curious about the appearance of the novel and may have been tempted to find the newest edition 

of the novel to see it for themselves. The reader prescribes the novel to children with the 

statement, “the child who owns it will be blessed indeed.”60 The statement hints at both the pure 

and pious tenants of the cult of domesticity. It is a novel appropriate for children and therefore it 

is pure, and it will also in some way cast a blessing upon the girls who read it. 

The same books that were found within Literary World’s previous advertisement were 

also found within their December publication. We and the World by Juliana Horatio Ewing and 

Bed-Time Stories by Louise Chandler Moulton were nestled in the advertisement alongside Little 

Women. This implies that the placement strategy of Little Women among gender and age specific 

groups was effective. Books titled Bits of Talk About Home Matters and Bits of Talk for Young 
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Folks were also included in the list. These books fit into the same gender and age specific 

groups.  

 Thomas Niles, Jr. a partner of the Roberts Brothers’, was initially hesitant to publish 

Alcott’s novel. Not trusting his own judgement, Niles passed the manuscript on to his niece and 

other children for their opinion. All of the children responded with enthusiasm, and in 1868, he 

decided to move forward and publish the novel. The market audience, therefore, would be young 

girls, and social status was irrelevant. Louisa May Alcott resulted in being the Roberts Brothers’ 

most popular author.61 

 Little Women, is typically categorized as a coming of age novel, which is why it was 

easily marketed to and appealed to young girls and women. Young female readers had the ability 

to see themselves in the characters of the book, which were quite diverse. They could grow up 

simultaneously with Meg, Jo, Beth, and Amy, and they could model their own characteristics 

after the little women they admired. The novel carried within its pages themes ideals of the cult 

of domesticity, such as piety, purity, submissiveness, and domesticity. It was the Roberts 

Brothers’ job, however, to bring these themes to the reader even before they picked up the book. 

 Both of the themes of piety and domesticity were easy enough to categorize Little Women 

with. The publishers merely had to market the books with books pertaining to the same themes. 

Little Women was commonly found alongside books of religious nature, such as Fragments of 

Christian History or The Nature of Atonement. Books such as A Sister’s Bye- Hours, Sainte-

Beuve’s Portraits of Celebrated Women, or My Marriage pertained to both the ideals of 

submissiveness and domesticity. Purity was the easiest ideal to market to because Little Women 

was found alongside children’s novels. 

Little Women withstood the test of time. Currently, it is still a popular novel for female 

readers to consume. Historically, it is labeled as a classic American novel. Among the other 
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books alongside Little Women within the advertisements examined, none even remotely gained 

the popularity that Louisa May Alcott’s novel achieved. The Roberts Brothers’ were clearly 

successful in their marketing of the novel to female readers, catering to the idealized image of a 

domesticated woman.   
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