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[bookmark: _GoBack]Infographic Summary
The infographic highlights information gathered while creating a research guide that describes the economic impact of the Great Depression. The graphic provides statistics about consumer marketing in the 1930s and information about novel advertising techniques and media, with an emphasis on radio advertising and the consumer protection movement. 
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Consumer Marketing in the Great Depression, 1929-1933

From 1929 to 1933, there were major economic losses, including: 
· -29% in national GDP
· -$2,000 in household GDP
· -$31.6 billion in consumer spending
Advertising in the 1930s
· -$1.25B less spent on advertising in 1933 than in 1929
· Innovative Techniques:
· Testimonials
· The “Hard Sell”
· Consumers were reluctant to spend, so ads focused on:
· Thrift
· Patriotism
· Fear of losing face
· Advertisers created
· Print ads
· Brand-based cookbooks
· Radio programs with product placement
Radio advertising
· Unlike print, radio advertising grew by leaps and bounds throughout the 1930s.
· Seven-fold increase in annual total spent on radio advertising in 1927 compared to 1933
· 9 million more households owned a radio set in 1933 than in 1929
Consumer protection
· The consumer protection movement raised public awareness about false or misleading advertising.
· ~500 cases of false advertising investigated annually by the FTC
· 1930 top complaints
· Cure-alls
· Therapeutic devices
· Drug preparations
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