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America in early 1929
• wealthiest nation in the world

• population of 122 million

• wealth based on:

• natural resources

• stock of capital goods

• advanced technology

• high quality workforce

• skilled, innovative entrepreneurs



1929

• unemployment begins to rise in summer

• stock market crashes in October

• “Black Thursday,” 24 October (13 mill. shares traded) 

• “Black Tuesday,” 29 October (16+ mill. shares traded; 

• by mid-1930, the depression was nearly world-
wide in scope







The Great Depression in the US 
(1929 - 1941)

Unemployment figures during the Depression:

1929: 3.2%
1930: 8.7%
1931: 15.9%
1933: 24.9%
1940: 14.6%
1941: 9.9%

average over entire span of Depression: 17%



https://wickershamsconscience.wordpress.com/2013/05/01/the-agony-of-austerity-the-spanish-results/
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Unemployment Aid

• no federal program in place to assist 
unemployed at start of the depression

• no states had an unemployment insurance 
program

• private plans covered ~ 150,000 workers

• no agencies to provide temporary relief to the 
unemployed



Local Aid
• family, relatives

• private charities

• indoor relief (almshouses)

• outdoor relief (aid to people in their 
own homes)

• no one eligible for any form of relief until 
they could prove they had exhausted all 
resources



Farmers
• lower crop prices following WWI

• carrying greater debt loads (purchasing 
mechanized farm implements)

• dustbowls of the 1930s (worst US 
environmental crisis)

• drought conditions plus over-

• sharecropper migration to West





Stratford, Texas, 1935



Boise City, Oklahoma,  April 14, 1935.  AP Photo





Reverberations in Europe



http://socialdemocracy21stcentury.blogspot.cz/2013/07/the-great-depression-in-europe-real-gdp.html

http://socialdemocracy21stcentury.blogspot.cz/2013/07/the-great-depression-in-europe-real-gdp.html


http://www.dhr.history.vt.edu/modules/eu/mod04_depression/evidence_detail_03.html

Unemployment numbers in Europe, 1929 - 1933

http://www.dhr.history.vt.edu/modules/eu/mod04_depression/evidence_detail_03.html


Nazi Rise to Power

• Hitler appointed Chancellor of Germany   

• First Nazi concentration camp established 

• Anschluss: German annexation of Austria (March)

• Munich Agreement:  German annexation of 
Sudentenland (October)

1933

1938



current Czech Republic 
unemployment

current United States 
unemployment

current Greece
 unemployment



Consumer Spending 
1930s

• spending on durable goods fell nearly 50% from 1929 
to 1933 ($15 bill to $7.5 bill.)

• hardest hit industries:

• autos, furniture, manufactured food products, 
cigarettes, cigars, shoes



Hollywood in the 1930s vs. 2014

movies = primary 
form of popular 
culture

• 60 - 75 million 
movie tickets sold 
each week (3.5 bill/
total)(= 60% of US 
population)

• ticket price - 10 to 
25 cents

• 1.27 billion tickets 
sold in 2014 (av. 
movie goer 6x/year)

• average ticket price: 
over $8



1930s advertising strategies 

1. emphasis on PRICE

• direct mention, “savings,” “value” (p. 200)

• “democracy of goods” parable as consolation









1930s advertising strategies 
2. the “hard sell” or “scare campaigns”

• “slice-of-life” stories employ “guilt, fear, blame, shame” (p. 
201), 

• directed at women and mothers

•  employment

• “first impression” parables employ more medical advice, 
European experts



CONTENT (VISUAL) STYLE

• “confessions” / secrets 
(intimate drama)

• eavesdropping

• personal testimony

• “short words & shorter 
sentences’

• sensationalism

• problem/solution

• use of photos (usually one 
large photo)

• large/bold headline

TABLOIDS



1920s 1930s







COMICS

• use of humor, 
entertainment

• narrative/plot

• panels

• speech balloons

CONTENT (VISUAL) STYLE











http://www.elitesolutions.sk/



1930s advertising strategies 

2. the “hard sell” or “scare campaigns”  as parables

• “first impression” parables employ more medical 
advice, European experts





1930s advertising strategies 

2. the “hard sell” or “scare campaigns” as parables

• “captivated child” revised to show reverse: 
unraised hands and skinny kids









New Family Circles













New Visual Clichés

• “Economic Sunbeams”

• some messages of reassurance and 
inspiration












