THE WORKSHOP EXPERIENCE

The workshop has been taught in a conecen-
trated two week format and in a semester
workshop. As was anticipated the primary
audience has been elementary teachers
representing all the elementary grade
levels with no particular pattern of rep-
resentation emerging. The subject matter
areas included were as follows: consumer
education and children as consumers; an
issue-inquiry process approach; changing
consumption; consumer rights and respon-
sibilities; decision-making; consumer
behavior determinants including advertis-
ing; economics; personal finance; shopping
skills; consumer services; and consumer
protection.

The idea of an issue oriented approach to
teaching consumer education was well re-
ceived and teachers at the middle and
upper levels of elementary school later
reported such an approach as an effective
teaching tool (l1). Some concern was
noted by the educators in teaching proces-
ses at the lower levels of elementary
school although the teacher completed
evaluations were favorable on the inclu-
sion of education on processes in the
workshop. The only additional subject
matter area recommended for future inclu-
sion was that of energy. The teachers
themselves reported a lack of knowledge
in the majority of covered subject matter
areas with the exception of the topic of
advertising., A significant number of the
teachers had completed some study in the
area of advertising although no teacher
reported studying consumer behavior with
advertising viewed as one of many consumer
behavior determinants.

The research studies were well accepted by
the teachers, and a number of them
attempted modified replications of the
studies in their own classrooms. The
majority of teachers were unacquainted
with the sources and quality of resources
for each subject matter area; even with
resource sources that would be quite
familiar to college and secondary teachers
of consumer education, for example those
of the Federal Reserve System.

As had been anticipated the participants
had not received any prior formal training
in the areas of consumer education. The
majority reported no teaching conducted in
these areas and if teaching had been done
personal experience had been heavily
utilized. Since the majority of the
material covered in the workshop could be
taught utilizing the issue oriented
approach, the teachers reported great sat-
isfaction with the exchange of informa-
tion and personal opinions generated.

At the actual ACCI meeting a visual pre-
sentation of two workshop participants
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presenting parts of the mini-units done
for the workshop will be presented. Since
these teachers taught at the same school
and had not previously taught in the

area of advertising this was the area of
presentation. Additionally a bibliography
for the workshop and examples of instruc-
tional objectives will be available.
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Penny Power :
A New Approach to Consumer Education

—- Charlotte M. Baecher
Director of Educational Services
Consumers Union

Penny Power completed its fourth year of
publication just a few weeks ago. Volume IV,
Number 6 went off to the printer almost as
routinely as its more established parent,
Consumer Reports (which is closing in on 50).
At Consumers Union we celebrated the event.
We were celebrating not only Penny Power's
success at bringing consumer information and
education to many thousands of children, but
also its first complete year "in the black."

We were celebrating other things as well
— primarily the beginning of a new approach
that could effectively implement consumer
education in classrooms across the country.

How? Well, teachers are already using a
variety of high-interest supplemental materials
to teach reading and math. Action, Sprint and
other magazines use stories on TV shows and
celebrities to get kids to read. So why not
use consumer topics to do the same thing?
Rather than taking a direct approach, we're
trying an indirect one —- cne that can appeal
to teachers whether or not they're eager to
teach consumer ed.

Rather than relying on schools and school
systems to adopt consumer ed and include it in
their tight budgets, Penny Power hopes to meet
teachers' and schools' existing priorities —-
teaching math and reading and developing
teaching skills.

Rather than being produced solely by
consuner educators, Penny Power's classroom
program is being produced by elementary
curriculum and in-service experts, and
reviewed and approved by classroom teachers
and members of the National Education
Association.

Rather than focusing solely on consumer
ed marketing opportunities, Penny Power is
being promoted to teachers regardless of their
curriculum area or interest.

The results so far are encouraging. Penny
Power's circulation is currently 132,000 —
34,000 of which go to schools. And, as I'll

explain later, more than 80,000 children are
getting to use those copies in school. More
than six out of every ten school customers are
using Penny Power to teach reading, math, or
some curriculum subject other than consumer
education. And nearly all of the school
copies are being bought with school funds,
rather than with the students' own money.

Penny Power's style of interdisciplinary
consumer educaticn has potential for marmy who
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are working to expand the reach of consumer
ed. Likewise, the process of developing Penny
Power and the lessons we learned from it can
Le helpful to those who are developing new
consumer education programs themsclves.

Today I'm going to describe how we went
about developing Penny Power, some of the
basic assumptions we made, and whether or not
they proved to be true. 1In the process, 1
hope you'll get an insider's view of what
Penny Power is all about, and share our
excitement over its potential role in the
growth of consumer education nationwide.

THE DEVELOPMENTAL PROCESS

The grant Consumers Union submitted to the
Office of Consumer's Education in 1977 proposed
to develop a "consunier education take-home
material" for elementary-level children. A
primary cbjective was to provide consumer
education for urban minority children —- and
by encouraging the children to take the
publication home, for their families as well.

Perhaps the most critical decision we
made early on was to deeply involve both
children and the education sector in Penny
Power's development. Our final prototype
turned out to be very different from the type
of publication we'd initially envisioned, due
primarily to what we learned from our target
audience.

Turning out a publication that truly
interested our audience and met its needs was
essential if Penny Power was to survive its
grant phase and stand on its own financially.
It was also essential if Penny Power was to
successfully teach and inform youngsters. So
we took two steps to involve those who'd use
Penny Power.

First, CU joined forces with a school
district teacher center. Eliciting the
cooperation of school teachers and admini-
strators can be very difficult for private
organizations outside school districts. So
can providing all support services teachers
need when working with new programs. That's
why CU's "partnership” with the Fordham/
District 3 Learning Center in New York City
was essential for Penny Power's success.

For years, the Learning Center had been
providing classroom teachers on the upper west
side of New York City with in-service programs
in math, science, reading —- all subject areas
-= ard it had the respect and trust of both
teachers and administrators. ‘Ihe Learning
Center also was committed to consumer
education, and enthusiastic about developingy
Permy Power. During the 1977-78 school year,
it selected 15 teachers (and their classes) to
participate in a year-long program to develop
and test Perny Power. (It was a 3-credit
course, which encouraged active participation.)



As a member of a nationwide network of teacher
centers, the Learning Center also helped form
our national testing team of 100 teachers
nationwide the following year.

Second, we had children critically
evaluate five test issues. Since consumer
subjects can be so perscnal, and since
youngsters aren't likely to learn if they're
not interested in a publication, we gave
children a major role in evaluating our test
issues of Penny Power.

It was important for us to develop a
Penny Power that really mattered to kids. Ve
wanted them to trust our information and use
it when they made decisions. But in order for
that to happen, we had to have a publication
that not only addressed kids' real consumer
concerns, but also one that didn't lecture,
preach, or otherwise undermine the importance
of their own thoughts, feelings, needs and
chioices. And the only way to judge our
efforts on those criteria, we felt, was to
have kids themselves be our judges.

During the 1977-78 school year, more than
400 New York City ¢hildren aged 6 to 12
evaluated our first three test issues. The
following two years, more than 3,000 children
nationwide (aged 8 to 12) evaluated two
additional test issues. As 1'll explain later,
these youngsters' criticisms led to some
significant changes and developments in Penny
Power's evolution.

We all came away from this three year
development process with a deep respect for
kids' judgments and opinions -- as well as for
an approach that gives children a significant
voice in critiquing and revising the
publication designed to teach them.

1'11 briefly describe some of our
editorial, educational and dissemination
assumptions -- and what happened when we put
them to the test.

EDITORIAL ASSUMPTIONS

Since our early audience was youngsters
between the ages of 6 and 12, many reading
below grade level, we assumed that our
publication had to be written at a very low
reading level. Since we were dealing with
"the video generation," we also assumed that
our publication had to be mostly graphic in
order to successfully compete with the comics
and TV kids liked.

So our first editorial assumption was to
keep words to a minimum and to use
illustrations extensively.

In our first test issue, we took pains to
avoid being preachy on the subject of sugar.
Instead of telling the whole story, especially
the problems associated with sugar, we used a
cartoon figure to joke about how much sugar

kids ate, and to show all the other things kids
could have done with their candy money. The
overwhelming criticism of the 400 kids who read
it was that it didn't give them enough informa-
tion. They wanted to know how sugar affected
the body and teeth.

We still doubted the kids, however. In
the next test issue we published an article on
salt. This time, we did give them the
information, and went lighter on the graphics,
convinced that our audience wouldn't like the
approach or read the story. Again ve were
wrong. The kids loved the information, and
e teachers reported using that story in
their math, social studies and reading lessons
for weeks.

Since that early time, we've realized
that kids —— even those with reading problems
—— will work to read and get information that
they want. Respect for youngsters' desire for
credible and complete information is now a
cornerstone of Penny Power.

Since we'd planned on schools ultimately
buying Penny Power to use instead of say,
Weekly Reader, or some other supplemental
learning material, we originally planned on
making Penny Power as inexpensive a publication
as possible. Our second editorial assumption
‘was that the overall appearance —- guality of
paper and color —— wasn't as important as
keeping the price down.

Our first test issue reflected this. It
was eight pages, self-cover, with all the
appearances of a school publication. BAgain our
young judges objected. Behind their requests
for "shiny paper," posters, etc. was their
desire to see Penny Power become a "real
magazine." And behind that, we saw, was a
tendency to judge the importance of consumer
information by its "cover" —— by the
attractiveness of its package. After all, we
were competing with TV and Dynmamite. Gaining
the interest and trust of children was
essential before they'd accept Penny Power's
information. And accepting Penny Power's
information as their own was essential to
children's consumer learning process. So once
again, we made changes. The second test issue
was printed on "shiny" paper, and had a big
fold-out poster of an ugly but non-name-brand
sneaker. The kids loved it, and Penny Power
was on the way to becoming a "real magazine."

We made some other editorial assumptions
that didn't hold up either. We originally
felt that we should only cover inexpensive
products, since lower-income kids were a large
part of our audience. But classroom interest-—
surveys puzzled us. Even the low-income kids
wanted to read about 10-speed bikes arnd
electronic games. We realized that these items
are advertised to all kids, regardless of
family income. We also realized that most kids
share the same financial conditions regardless
of family income. They don't have money, and




usually resort to beyyging parents for things
they want.

Ancther assumption, based on studying the
comics that kids liked best, was that
youngsters prefer super-hero comics. So our
first Penny Power comic was just that —— a
super consumer who used her special powers to
solve kids' consumer problems. One class
ovbjected strongly, however. "We don't need
someone to take care of us," they said. "We
can solve our consumer problems ocurselves.,"
That self-confidence and cooperative spirit
among young consumers is now the basic theme
of the new comic strip, the Penny Power Club,
vhere a group of kids continually help each
other handle their consumer problems.

5till another assumption that's changed
since Penny Power's inception has to do with
its relationship to Consumer Reports.
Initially we'd thouyht that tests done for
Consumer Reports articles could be adapted and
written for youngsters. ‘lhe five test issues,
as well as the first year or so of regular
publication reflected this, with most articles
stressing brand-name ratings on many products,
from fast foods to bikes to cereals. But
letters, interviews with kids, and just our
ongoing work with classes showed that many
things other than brand-name ratings were
important to kids, whose consumer problems
revolved more around handling peer pressure
than around actually buying a product. We
also realized that Penny Power's mission was
different from Consumer Reports'. Rather than
helping kids buy, Penny Power should be
helping kids judge and evaluate items on the
market, looking at aspects that are ignored by
comnercials, and especially understanding the
many alternatives there are to buying new ——
such as repairing, buying used, or not buying
at all.

The focus of our articles gradually
changed from emphasizing brand-name ratings to
relying on evaluations by kids themselves, as
well as on interviews and surveys that put
youngsters' prcblems in different perspectives.

In the process, our philosophy of Penny
Power's consumer education role grew. We
sought to broaden the range of consumer choices
kids were aware of, as well as the accept—
ability of points of view that weren't endorsed
by commereials or "in" groups. Surveys and
interviews with kids explored their feelings
about name-brard jeans, sneakers, arcade games
and other "controversial" products. A "biker's
quiz" preceded our article on 10-speed bikes
to help readers consider whether not buying at
all was the best idea for them.

We also sought to combat "consumer
apathy." Articles on writing complaint
letters when toys break were well received.
We received many letters from kids telling us
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that their damaged toy or missing piece had
been replaced. But more important, we saw an
eagerness to do something, rather than just
accept consumer disappointment.

But the roots of these articles remained
in the children themselves. We interviewed,
surveyed, and listened to them. We had them
test and try things out. Through Penny Power,
kids are learning from other kids' thoughts,
experiences and feelings —— vehicles that have
proven very effective in generating audience
interest ard response.

Now that Penny Power is being published
regularly, it doesn't mean that we've stopped
testing our assumptions. We have a "Penny
Power Research Team'" of kids in 38 classes
across the country who answer gquestionnaires
and surveys for us on the main stories we plan
to cover in Penny Power. They help us
identify kids' concerns and problems with each
topic, so we can answer kids' real questiocns
when we do the story. And children themselves
do a lot of the testing and evaluating we
write about.

EDUCATLONAL ASSUMPTIONS

Because we wanted to reach the lower-—
income child who seldom subscribes to
magazines, it was essential that the schools
be receptive to our publication. The last
thing in the world that schools needed,
however, was another publication in another
subject area to squeeze into their crowded
curriculum. Schools were more worried about
reading scores, math scores and teacher
development than they were about consumer
education. We realize that our publication
would therefore have to be pedagogically
useful and effective in "the basics" as well
as consumer ed, in order to succeed.

So our first educational assumption was
that Penny Power had to qualify as a
supplemental learning material for math,
reading and other curriculum subjects. By
virtue of working in partnership with the
Learning Center and its in-service staff, as
well as with a group of classroom teachers, we
were able to devise a classroom program for
Perny Power that would do just this. During
the grant stages, the teachers themselves
planned math and reading lessons for the Penny
Power Teaching Guide, using manuscripts of
Penny Power articles. (Today, the staff of
the Learning Center continues to do this.)

This assumption appears to be alive and
well, judging from early findings of a survey
we did this spring of teachers who are ordering
Penny Power in classroom sets: 61% of them are
using Penny Power for reading and/or math
lessons. (They also report using Penny Power
for social studies and science.) You'll see
how in the videotape I'm about to show.



A secord educational assumption was that
Penny Power should combine both Spanish and
English, in order to reach minority children.
Because a sizable number of minority children
were enrolled in bilingual programs nationwide,
and because so many of them needed consumer
education, we assumed that a Spanish-English
publication would be ideal. It could be used
in bilingual programs to help teach English
(and teach consumer ed as well). In addition,
if children brought it home, it could provide
much needed consumer information to their
Spanish-speaking parents.

Several bilingual approaches were tried
in the five test issues of Penny Power. The
first approach, which combined English and
Spanish information, but not direct
translations, was generally most popular.
Bilingual teachers reported that Spanish-
speaking members of the class helped the
others understand the Spanish information, and
vice versa., It was an exercise in cooperative
learning, as well as in English, consumer
education, reading, math, etc.

But two big problems proved insurmount-—
and we had to discontinue Penny Power's
bilingual approach. First, and perhaps most
important, teachers reported that combining
both languages made the reading level very
difficult for poor readers, who weren't aware
that the words they didn't understand weren't
English words to start with. Poor readers were
also intimidated by the sheer number of words
on the page when both languages were there.
It interfered with their self-confidence, and
willingness to tackle the story.

able,

The second problem emerged from some
red-tape and procedures for Title VII bilingual
programs. Although there was quite a bit of
interest among Title VII officials with whom I
rnet, one cbstacle prevented Penny Power from
being disseminated through their network --
the requirement in many regions that bilingual
materials be all in Spanish. A publication
like Penny Power, which combined English and
Spanish, didn't qualify. Altnough we did look
into publishing an all-Spanish Penny Power,
costs made doing that impossible. So the
bilingual approach was dropped before regular
publication began in August 1980.

Another assumption: That the timeliness
and repetition of a magazine format, vs. a
textbook, would result in extended consumer ed
programs, rather than one—shot deals. More
than 80,000 children are currently using six
issues throughout the school year. We think
this assumption is proving to be right.

A final education assumption was that
qualified educators, whom teachers could
respect and relate to, had to be involved in
Penny Power's classrcom program in order for
it to be acceptable to the mainstream of
educators.
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As 1 already explained, the involvement
of the Fordham/District 3 Learning Center was
critical to the success of Penny Power's inter-
disciplinary approach. Lessons were prepared
with as much (if not more) expertise than
lessons published by educational publishecs.

In 1981, a major educational organization,
the Wational Education Association (NEA), asked
to be involved in some manner. Why? Because
it believed in the "mission" of Penny Power,
and felt that consumer education should be
included in youngsters' education in an inter-
disciplinary manner, not as a separate course.
The MEA selected five of its members to serve
on a Penny Power panel, reviewing all lessons
and articles prior to publication. "Penny
Power is a distinct service to America's youryj
people," said NEA President willard H. ticGuire
in an NEA press release, "and our merbers of
the advisory board ... are working hard to make
each issue a valuable classroom resource."

Such an endorsement, we feel, can only make
Penny Power more appealing to the NEA's sizable
membership.

Seeing classroom teachers like thenselves
use Penny Power in reading and wath, we felt,
would also encourage the mainstream of
educators to try it themselves. So we made a
videotape showing five teachers teach with
Penny Power, completely unrehearsed. I'm
going to show it now. (I should note that
this videotape is used for teacher training.)

ASSUMPIIONS ABOUT ITS DISSEMINATION

As with almost any grant program,
successful dissemination is the key to success.
The two biggest problems, of course, are
appealing to the intended audience and
surviving financially. With Penny Power, we
were faced with the challenge of attracting
school customers and at the same time earning
enough money so that Penny Power could become
financially stable, and thereby survive for
more than a few years.

At CU, we had two things going for us:
(1) an organization that was willing to support
Penny Power through its first money-losing
years; and (2) an organization with experience
and success in direct-nail magazine promotion.
We also had several things yoing against us,
primarily the recession and schools' tradition-
ally tight budgets, not to mention CU's
nonprofit status and budget cutbacks. Given
this setting, we made tihe following assump-
tions and marketed Penny Power accordingly:

1. That in order to reach a large number
of teachers and attain significant circulation
in the schools, we had to promote Penny Power
to classroom teachers as a "basics" learning
material. Approaching all teachers who taught
reading and math, rather than just those
interested in consumer ed, vastly increased




the potential market. Likewise, having
schools buy Penny Power from their supplemental
programs budget rather than a consumer ed one
was much more practical and realistic.

Each year, therefore, we've done a direct-
mail promotion to teachers and principals in
elementary schools across the country, at
first mailing a sample of Penny Power and its
teaching guide, and later just a descriptive
brochure and sample teaching guide.

How is this assumption holding up? Well,
it seems promising. We're just concluding a
survey of Penny Power Classroom Order
customers, and early numbers indicate that
Penny Power has penetrated pretty well into
the "non consumer ed" sectors of education.
For instance, when we asked the main use for
the class sets of Penny Power, more than 403
said they used them for reading, math and
enrichment, while 48% said for consumer
education,

When asked whether they'd taught consumer
ed before ordering Penny Power, 50% said no.
Perhaps even more interesting was that more
than 80% said they'd never received any
consumer ed training. It also appears as if
the schools are footing the bill for Penny
Power. More than 75% said that the school
paid for the subscriptions. Less than 5% had
the children pay.

2. That use of Penny Power in school
will bring consumer education to a large
number of children. Because children of all
cultures and income levels atterd school, use
of Penny Power at school can be an effective
way of reaching youngsters who may otherwise
never receive any consumer education.
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Although we hope to increase Permy
Power's school circulation well beyond its
present 34,000, our current study indicates
that we're reaching many times more students.
Teachers ordering 10 or more subscriptions
report having several students share a copy':
each 100 copies is used by 425 students.

3. That selliny subscriptions to homes
as well would expand Penny Power's educational

impact, increase voluwe and thereby decrease
unit cost per copy, and in other ways help
subsidize lower-priced school subscriptions.
This assumption has pretty much held up. Our
circulation in the home is almost 100,000 ——
ard at $9.95 per subscription, instead of the
$6 per subscription price for schools.

THE NEXT STEP

The three-year developmental process, and
even the first four years of publication, can
be viewed in one way as a first step —- as
laying the foundation for an extensive,
interdisciplinary consumer education program
in this country.

The next step, and a most important one,
is one that many of you can take part in —-—

-encouraging and assisting teachers and teacher

educators to try this new approach.

EHF#



METHODOLOGICAL PROBLEMS IN STUDYING CONSUMER HOUSING

Anne L. Sweaney, University of Georgial
Kenneth R. Tremblay, Jr., University of Arkansas

The importance of studying the relationship of the
consumer and his shelter sphere is evidenced daily
in our society. This area of study has i.e.
economic, sociological, psychological, physiolo-
gical, geographical, aesthetic and political di-
mensions, making it an increasingly challenging
research area.

The focus of this roundtable discussion incorpo-
rated a two-phased approach. First, the stage was
set by discussing the following major consumer-
housing issues: (1) Housing quality and its impli-
cations for the consumer; (2) Consumer decision-—
making in view of housing choices and conditions;
(3) Consumer satisfaction trends--past, present
and future; (4) Consumer acceptability of various
housing forms.

Second, the participants of the roundtable were
asked to contribute pertinent research considera-
tions dealing with analysis and dissemination

of research findings.

As a basis for discussion, the presenters discuss-
ed the findings of the Southern Regional Housing
Research Project S141 which involved interview
data secured from 1,804 households in seven south-
ern states.

This study consisted of three major sections: (a)
present housing situation, (b) decision making
practices and (c) consumer acceptance of housing
alternatives. The roundtable discussion centered
around the consumer acceptance of housing alterna-
tives.

In the consumer acceptance portion of the study,
respondents were asked a series of questions regar-
ding the acceptability of seven housing alterna-
tives: conventionally built home, manufactured
home /mobile home, apartment/multi-family unit, re-
trofitted (energy-saving improved) home, passive
solar home, active solar home, and earth-sheltered
/underground home.

A slide set entitled "Housing Alternatives'" was
presented to the group. It listed housing pro-
blems such as, housing prices, mortgage Interest
rates, shortage of resources, energy costs, econo—
my, and government policy. Because of these fac-
tors it is essential to measure public acceptabi-
lity of housing alternatives. Following a brief
introduction to the slide set, each form of

1
Assistant Professor, Department of Housing, Home
Management and Consumer Economics

2Assistant Professor, College of Home Economics
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alternative housing was defined and examples and
research conclusions were presented.

A retrofitted/energy-improved house is a dwelling
unit where a device has been added to an existing
structure for the purpose of transmitting solar
energy into the living space, (such as solar wa-
ter heaters). Sixty-five percent of the respon-
dents interviewed in the study indicated that
they would consider living in a retrofitted home.

A passive solar house 1s a housing unit which re-
lies on natural gravity or convection currents

to transfer solar energy to the living space.
Fifty-four percent of the respondents indicated
they would consider living in a passive solar
home.

An active solar house 1s a housing unit with
accompanying mechanical devices that are designed
to collect solar energy and to transfer this
energy into interior use. The active solar system
commonly includes solar collection panels, a stor-
age medium, and a set of automatic controls that
regulate both energy collection and delivery.
Forty-nine percent of the respondents indicated
they would consider living in an active solar home.

An earth-sheltered house is a housing unit in
which 50 percent of the exterior shell is covered
by earth. This covering provides increased energy
efficiency by creating a thermal mass. Thirty-
two percent of the respondents indicated they
would consider living in an earth-sheltered home.

An apartment/multifamily housing unit is a dwell-
ing unit in a building with three or more units
which uses a common foundation and structural
system for roof and wall divisions. Twenty-
seven percent of the respondents indicated they
would consider living in an apartment/multifamily
unit.

Manufactured/mobile homes are factory built units
that are transported to the site and used as
permanent yvear-round residences. Twenty-one per-—
cent of the respondents indicated they would
consider living in manufactured/mobile homes.

The respondents ranked thelr overall acceptability
of housing alternatives in the following: (1) Re-
trofitted home; (2) Passive solar home: (3) Ac-
tive solar home; (4) Earth-sheltered home; (5)
Multifamily unit; (6) Manufactured home. None of
the alternatives are considered as desirable as a
conventional single-family home. The features
mentioned most frequently by the respondents as
being important were design, appearance, energy
efficiency, cost, comfort, convenience, main-
tenance and upkeep, as indicated by the respon-
dents.



FAMILY FINANCIAL MANAGEMENT: RESEARCH NEEDS
Roundtable organized by

Elizabeth P. Davis, Kansas State University1

The discussion began with three questions:

1. What are the common denominators in the
advice we give as financial counselors
and students of financial management?

2. Do we have an adequate research base to
support that advice?

3. How is "successful financial management"
defined? What are the standards for
"financial health'?

In answer to the first question, the group seemed
to agree that certain concepts and practices are
basic to effective financial management. These
include value clarification, goal setting, budg-
eting and record keeping. In answer to the
second question, the group seemed to agree that
more research is needed.

The third question generated the most discussion.
It was pointed out that creditors have, perforce,
developed certain criteria for measuring a poten—
tial debtor's "financial health" - at least in
terms of that person's ability to repay a loan.

It was felt that any attempt to measure "effective
financial management" should include both objec—
tive and subjective factors. Perhaps what is
needed is not one but a battery of measures,
parallel to the various measures of physical
health in the field of medicine. The development,
testing and refinement of such a battery would
yield useful diagnostic tools for financial coun-
selors and perhaps for individual households.
Incidental to the development of such measures, it
might be possible to develop some way of assessing
a couple's financial compatability. Such a tool
would be useful to marriage and family therapists.

lassistant Professor of Family Economics
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PAST AND PRESENT CONSUMER RESEARCH: PRIORITIES FOR THE FUTURE

Sr. Victoria Marie Gribschaw, Jill Rader Hayes, Anne Swartzlander

The Ohio State University

The analysis of past and current consumer-interest
research and the roundtable discussion were de-
signed to be a contribution to the ongoing efforts
of practitioners in our field to assess the status
and future direction of the consumer-interest
field. Kroll (4) contends that a distinct focus
is needed to guide the efforts of practitioners in
research, policy formation, teaching and related
activities. Others have suggested that delineat-
ing the focus and differentiating our field from
other fields of study is important to providing
identity to build academic prestige and setting
priorities in teaching and research (4, 5).

We began with the assumption that consumer-inter-
est research exists and that it can be defined,
identified, categorized and traced over time in
relevant journals and conference proceedings. We
reviewed literature that addressed definitions of
the consumer-interest field and through processes
of analysis, synthesis, evaluation, and consensus
arrived at this definition:

Consumer-Interest Research is research
concerned with the economic, ecological,
psychological, sociocultural, technologi-
cal, and political factors that affect
consumers' well-being in their interre-
lationships with the marketplace. Here
consumer well-being is seen as a function
of environmental quality, private and
public goods and service and the wel-
fare of others to the extent that these
elements involve consumers' interrela-
tionships with the marketplace. This
perspective broadens the widespread

view of consumers as purchasers and

users to incorporate the roles of con-
servers, disposers, and citizens as
individuals and as groups on local,
national, and global levels.

We decided to use content analysis as our method
of analyzing consumer-interest research. Content
analysis is a method of analysis that uses docu-
mentary evidence to describe the attributes of
messages. It can be seen as any technique for
making inferences by objectively and systematical-
ly identifying specified characteristics of mes-
sages (3).

The most critical and difficult part of content
analysis is a determination of the categories used
to classify or describe the characteristics of a
given message. As Holsti warns, '"When categories
are not properly formed, inferences drawn from the
data are open to serious question." (3, p. 48)

He outlines the following guidelines for category
formation. A good operational definition of each
category is required. The definition must be a
valid representation of the analysts' concepts.

The definition should be sufficiently precise that
it guides coders to produce reliable judgements.
Categories must be exhaustive and mutually ex-—
clusive.

So that categories would satisfy Holsti's crite-
ria, we searched for a classification scheme that
would give us well-defined, meaningful, useable,
reliable categories. After several false starts
which included testing Shepard's (6) framework,
examining the categories Herrmann (2) used, and
attempting to develop our own categories; we
determined that with a few modifications Bannister
and Monsma's (1) classification of concepts met
our criteria. Testing applicability and relia-
bility is yet to be completed.

The goal of our efforts is to develop a method-
ology so that results can be compared across stud-
ies and used in a cumulative process to investi-
gate consumer-interest research over time. To
that end, the roundtable discussion yielded modi-
fications of the definition and helpful insights
into methodological procedure and potential. The
participants also contributed their views on which
journals represented the relevant consumer-inter-
est research population, ranging from a broad
interdisciplinary mixture to only those with "con-
sumer" in the title.

REFERENCES

1. Bannister, Rosella and Monsma, Charles. Clas-
sification of Concepts in Consumer Education.
Michigan Consumer Education Center. Chicago:
South-Western Publishing Co., January 1982.

2. Herrmann, Robert 0. '"The Historical Develop-
ment of the Content of Consumer Education: An
Examination of Selected High School Texts,
1938-1978." Journal of Consumer Affairs, Vol.
16, Winter 1982, pp. 195-223.

3. Holsti, 0. R. Content Analysis for the Social
Sciences and Humanities. Addison-Wesley:
Reading, Massachusetts, 1969.

4. Kroll, Robert J. '"Consumer Science: Its
Unique Niche as an Academic Discipline." Pro-
ceedings of the Symposium, Consumer Science in
Institutions of Higher Education. Ronald W.
Stampfl (ed.). Madison, Wisconsin, July 1982,
pp. 2-10.

5. Monsma, Charles. 'Defining Consumer Science:
Political Scientist's View." Proceedings of
the Symposium, Consumer Science in Institu-
tions of Higher Education. Ronald W. Stampfl
(ed.). Madison, Wisconsin, July 1982, pp.
110-119.



6. Shepard, Lawrence. 'Toward a Framework for
Consumer Policy Analysis." Journal of Consum-
er Affairs. Vol. 12, Summer 1978, pp. 1-11,

234



HEALTH CARE COSTS:

ISSUES AND ALTERNATIVES

K. Edwin Graham, Health Insurance Association of Americal
Edward D. Lord, Life Insurance Company of Georgla

ROUNDTABLE SUMMARY

Good health is priceless. No one wants to put a
price on their own health care. We want to be
well, to remain well, and to be made well when we
are sick. However, health care costs are one of
the nation's most serious problems. In 1982, $300
billion was spent on health care. That figure re-
flected a 13% increase in hospital charges while
the CPI increased only 3.9%. Something must be
done to control the rise in health costs if we are
to maintain an effective health care system avail-
able to all members of the society.

Several crucial factors contribute to this situa-
tion. The present system is built on the cost—
plus concept with little thought or provision for
cost containment. Consumer choices in the system
are very limited and the "Prudent Buyer" was non-—
existent until recently. Hospital cost shifting
in 1983 will result in $8 billion of costs not
covered by Medicare and Medicaid, being paid by
other patients and their insurance companies.

Public interest in health cost containment 1s
heightened by an awareness that the health care
system has no built-in controls. There is no nat-
ural competition; there is no automatic device
that acts to moderate costs; the costs are merely
passed along. Consumers often feel their role is
very limited since most medical services are dic-
tated by the physician, who is encouraged to seek
every possible medical alternative for his patient
but who receives no incentive to be concerned
about the costs of providing those services to his
patient. Simply stated, without dramatic changes
in the way the nation's health care system oper-
ates, little relief can be expected in cost in-
creases.

Many things are being done to improve the system
and to control costs. Recent efforts by the Amer-—
ican Medical Association and local medical asso-
ciations to put a ceiling on fees indicates an
awareness that the public is extremely sensitive
to health care costs.

The health insurance industry has supported a wide
range of cost containment efforts including: the
providers' Voluntary Effort; strengthened health
planning laws; state hospital budget review com—
missions; formation of local coalitions of employ-
ers, unions, providers and employers to combat
health costs in their state or region; and adop-
tion of insurers' cost containment techniques such
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as utilization review programs and analyses of
provider charges and claim data. Health insurance
companies have encouraged the coordination of ben-—
efits, pre-treatment estimates on elective proce-
dures, a more careful claims review process, and
the audit of large hospital bills.

Other measures supported by health insurers seek
to decrease the demand for health services: Sec-
ond opinion surgery and other programs to elimi-
nate unnecessary treatment; same day admission for
surgery when possible; disease prevention and
health promotion programs to encourage healthy
lifestyles; and changes in policy design to stimu-—
late greater consumer cost awareness through in-
creased deductibles and copayment; coverage of am—
bulatory surgery, home health care and hospital
pre—admission testing.

There is still a need to control the actual costs
of the care provided; to tighten the review of
delivery systems and screening procedures; to
strengthen health care planning laws in states and
communities; to implement surgical admissions; and
to form local coalitions of employers, unions, and
providers to combat costs.

There are other cost contalnment initiatives that
could be taken at the Federal level. Examples in-
clude: limitations on the definition of reasona-
ble costs; comprehensive health planning legis—
lation; use of the Professional Standards Review
Organizations; limitations on routine service
charges; encouraging experimentation with alterna-—
tive hospital payment systems; health labor force
studies and guidelines; and support in development
of HMO's and alternative delivery systems which
could be more cost effective.

The costs of health care fall heavily on employ-
ers. In the last 6 years, employer costs for
health care services increased from 30 to 67 bil-
lion dollars per year. Employers are developing
educational programs to improve employee attitudes
about health care, and wellness programs to reduce
demands for health care services.

Wellness activities, non—smoking programs, physi-—
cal fitness programs and employee education that

change health habits and good health maintenance

could reduce health care costs dramatically, and

improve the health of persons which is the basic

objective of all health care services.

In summary, the rising costs of health care must
be attacked at three levels: reduce utilization
rates; control the cost of services; and share the
costs equitably among all payors in the public and
private sectors. Informed consumers and consumer
leaders can play an important role at each level.



INTEGRATING CONSUMER EDUCATION INTO THE HOME ECONOMICS CURRICULUM

Virginia L. Clark, College of Home Economics, Louisiana Tech Universityl

ABSTRACT
The subject matter particular to home economics
requires knowledge and sound practice of consumer
education principles. Therefore, consumer educa-
tion should be an important aspect of any home
economics course in the public schools.

The goal of home economics is to provide individ-
uals and families with a means for quality living.
Although the knowledge and strategies necessary
for attaining quality life vary with the situa-
tion, an understanding of consumer issues, rights,
responsibilities, and principles is always essent-—
ial. Therefore, consumer education should be an
important part of all home economics curricula in
the public schools.

Teachers and teacher educators do not always per-
ceive this relationship. Often consumer education
is seen as a separate subject matter area of home
economics. This view may be enhanced by courses
which approach effective consumerism as a skill
achieved only in consumer education courses, not
as a skill that is enhanced by integrating con-
sumer education concepts into all areas of home
economics (family and child studies, food and nu-
trition, clothing and textiles, and housing/home
management) .

Means for providing guidelines for home economics
teachers vary from state to state. Many states
have developed and/or adopted curriculum guides
to assist teachers. Detail and content are di-
verse. Continual updating of these resources and
assessment of pupil needs seems essential to pro-
viding an up-to-date program. In many areas
there is also a need for more teaching resources
and for inservice teacher training in the area of
Consumer Education, particularly as an integrated
part of all home economics areas.

Team-teaching or working with other teachers who
deal with consumer issues is also a possibility.
In these cases home economics can often add an
individual and/or family prespective by providing
students a means for using their learnings in
"real life'" situations -- an integrated approach.
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The Vocational Education Amendments of 1976 (PL
94~482) identified three major priorities for the
consumer and homemaking programs receiving federal
funds. These priorities were parenting, nutrition,
and consumer education. Consumer education con-
tinues to be a priority due to recent societal
changes in laws and regulations that affect con-
sumer buying behavior. In addition, current
economic conditions increase the need for the edu-
cation of family members with regard to consumer
issues.

Results of a national assessment of the consumer
skills of 17 year olds revealed that these young
adults remain inadequately prepared for their

roles as consumers. Use of caution was urged in
the teaching of consumer education courses so that
males and females, for instance, are not restricted
to certain types of curricula [2]. These findings
seem to support the idea of integrating consumer
education into all appropriate courses.

Findings by Bell and Dunn strongly support teach-
ing consumer education in all aspects of home
economics. In a survey of 912 current and former
Consumer and Homemaking students consumer education
concepts in home economics subject areas were per-
ceived as more useful than consumer concepts

taught in consumer education alone [1]. These
findings suggest that after basic consumer con-
cepts are taught, the concepts should be integrated
into all areas of home economics.
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ROUNDTABLE DISCUSSION:

BANKRUPTCY

Karen P, Schnittgrund, University of California—Riverside1

The first major reform of the Federal Bankruptcy
Code in 40 years was signed into law in 1978, Ef-
fective October, 1979, the law provided consumers
with two choices for debt relief--chapter 7 and
chapter 13. A Federal definition of the assets
that are exempt was established (except for those
states establishing their own exemptions) along
with the possibility of more liberal repayment
plans for chapter 13, This law further attempted
to reduce the social stigma of bankruptcy by re-
quiring that persons filing for bankruptecy be re-
ferred to as "debtors" instead of "bankrupts.,"

Following the law's change the incidence of per-
sonal bankruptcy increased sharply, even among
debtors having no previous difficulty in repaying
debts. As a result, a great deal of interest has
been expressed in determining why the incidence of
bankruptcy has increased. A study by the Govern-—
ment Accounting Office (GAO) estimated that about
six percent of the total adjusted filings in the
years subsequent to its enactment could be attrib-
utable to the code [l}. In other words, most of
the filing increase following October, 1979 was
attributable to economic factors rather than the
law change., Because of the multicollinearity pro-
blems with the variables in the study, the results
are questionable [2]. Two other studies of the
effect of the new law on the number of bankruptcies
have been completed by Shuchman [4] and Credit Re-
search Center [3]. As a group, the three studies
provide a consistent profile of the petitioner or
debt relief under chapter 7 and the GOA study pro-
vides valuable insight into the financial charac-
teristics of chapter 7 petitioners compared to
chapter 13 petitioners,

The question of whether or not the law change was
responsible for the increase in bankruptcies fol-
lowing the law change still remains, Congress 1s
currently evaluating the law., Many business sources
are arguing that the law change has made it too
easy to file bankruptcy and should be changed to
make it more difficult to file bankruptcy. Other
sources are saying the increase in filings is due
to the decline in economic conditions since 1978,

This discussion group focused on analyzing how data
could be acquired to help resolve this issue. Sev-—
eral members of the group have attempted to conduct
bankruptcy research and reported on the problems
associated with the collection of data. The most
efficient method of collection of data seems to be
the review of bankruptcy petitions since access to
people while filing bankruptecy is difficult to
achieve as well as quite costly. The use of bank-
ruptcy petitions also poses certain problems:

1. The petitions are filed in a variety of loca-
tions depending on the Federal bankruptcy

1Consumer Economics/Management Specialist
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district. This may mean extensive travel to have
access to the petitions, especially those filed
prior to 1978, 1In addition, the petitions can-
not be removed from the federal buildings, so
costly copies (50¢/page) must be made of the
needed information or a great deal of time must
be spent at the federal building taking the in-
formation from the petition.

2, Information on the bankruptcy petitions may
vary from pre-act cases to post-act cases and
the information varies from state to state mak-
ing it difficult to compare data.

Several questions regarding the analyzation of data
were also discussed. These included:

1. Judges in some districts do not want to accept
chapter 13's so all petitioners are encouraged
to file chapter 7. Does this bias the results?

How do you deal with essential demographic
data that is not given, such as age of head
and spouse?

Can the net income figure be used for income
when there is no indication of deductions
taken from gross income?

4. Should child support and alimony payments be

included in the total debt figure?

Concern was also expressed about the possibility
that some people may be filing for bankruptcy,
especially chapter 13's, when they could have
repaid their debts 1f they had sought financial
counseling., This issue will be investigated in
the bankruptcy research that is currently being
conducted.
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Roundtable Discussion

AN AGING POPULATION:
IMPLICATIONS FOR PUBLIC POLICY AND FAMILY DECISIONS

Jane SchuchardtI

and Gordon E. Bivens,2

Iowa State University

As America becomes decidely grayer over the next
two to three decades, every household and publie
policy-making body will be affected. The purpose
of this roundtable discussion was to determine what
we, as consumer affairs professionals in business,
government and education, can provide to policy
makers and families as they make decisions in the
interest of older Americans. Particular attention
was paid to filling research gaps and speaking out
on selected public poliey issues.

Discussion facilitators introduced the topic with
probing questions:

-- What societal attitudes toward older
citizens (i.e. elderly have too much political
power) are likely to have political and economic
consequences?

-- Where will the nation's elderly be housed?
Will assets of the elderly be liquidated to support
current living needs?

~- How will health care be financed?

-- How would changes in the retirement age
affect the economic well-being of the elderly and
the accessibility of jobs to younger workers?

-- What do we need to know about the
intergenerational transfers of resources? Are the
elderly net givers or receivers of time, money and
in-kind transfers?

-~ What happens to the nature and amount of
household production with advancing age?

-~ What consumer education is needed to make
the elderly less susceptible to fraud in the
marketplace?

HEALTH CARE

The issue that surfaced as a predominant concern
was health care for the elderly. Already a
disproportionate amount of the elderly's budget
goes for health care. As rationing of health care
services to the elderly increases, such as with
larger deductibles and co-insurance’ clauses, who
will pay the bill? Will Medicare continue to be a
favored social welfare program for the elderly?

The discussion group concurred that privately-
purchased yedigap policies obviously aren't the
answer, mostly due to a lack of knowledge about
insurance among the elderly population.
Policyholders lack understanding that, in many

cases, the coverage they bought doesn't really fill
the gaps.
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The group discussed the possibility of encouraging
families to bear more of the burden of caring for
their own. What knowledge is needed about the
relative advantages of government programs versus
private assistance? Particularly for newly retired
persons, what is the financial and emotional impact
of being put in the squeeze between meeting the
needs of older parents and adult children?

Other health-related issues discussed were:

-- legalization of living wills. Do these
promulgate decisions about life and death based on
economics alone?

-- billing errors in the hospital's favor.
The discussion group advocated citizen's review
boards to ensure billing accuracy.

-- the need for paid patient advocates in
hospitals.

-- the need to educate the elderly about the
proper use of prescription drugs.

OTHER ISSUES

The discussion group saw a need for orchestration
of services available to elderly. Already this
need has been seen as a business opportunity by
some. Where can the elderly go for emotional
support, for financial counseling, for a live-in
companion? Finding answers in one place not only
benefits the elderly, but also adult children who
live too far away to easily coordinate services for
parents.

There was also concern about the new focus business
now is taking toward the elderly as a lucrative
market segment. Consumer educators have an
important role in helping the elderly function
effectively in a market more directed at them.

SUMMARY

In the limited time available for discussion, it
was apparent issues related to a growing elderly
population need to be on the agendas of
researchers, educators and consumer advocates.
was not the purpose of this discussion to set
priorities about research needs, educational
thrusts or public poliey issues demanding our
attention. Rather the group set forth many ideas
that may be springboards for more thorough
inspection by others.

It



COSTS/BENEFITS OF REGULATION
OF THE MEAT AND POULTRY INSPECTION PROGRAM

Georgia Stevens Neruda, U.S. Department of Agriculture

PURPOSE
The purpose of this roundtable discussion is to
identify and discuss factors that might be
considered relevant to a cost/benefit analysis of
the federal meat and poultry inspection program.

BACKGROUND

Meat and poultry inspection is handled by the Food
Safety and Inspection Service (FSIS) of the United
States Department of Agriculture (USDA) under the
authority of the Federal Meat Inspection Act and
the Poultry Products Inspection Act. Federal law
mandates that all meat and poultry products moving
in interstate and foreign commerce be federally
inspected. This protects consumers by assuring
that meat and poultry products are safe,
wholesome, and accurately labeled. The laws
protect producers by keeping the marketplace
competitive so that no one gains an unfair
advantage economically by selling adulterated or
misbranded product.

The Federal Goverment's role in meat inspection
spans a 78-year tradition of inspectors visually
checking every 1ive animal and carcass. The
following factors have influenced meat and poultry
inspection decisions through the years:

(1) technological improvements that speed up the
inspection process and permit the production of
more uniform product, (2) concerns about chemicals
that may leave residues in the product,

(3) changes in animal health-related problems so
that disease incidence is different, and

(4) continued need for government to do more with
its resources.

COST/BENEFIT METHODOLOGY

The traditional cost/benefit approach forces
decision-makers to define the problem in factual
terms to which monetary values are fixed, be very
explicit about the costs and benefits with all
alternatives considered, rank the options with all
tangibles and non-tangibles taken into account,
and use a discount rate to convert a future dollar
into its present value because it recognizes that
costs and benefits accrue over time. From a
cost/benefit analysis, it is possible that areas
can be identified where further information and
research is needed to better help decision-makers
with future decisions. This is also an ideal
description of the process because frequently it
is impossible to include all these factors due to
the lack of data. Many would argue that in
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reality, the term cost/effectiveness should be
used rather than cost/benefit since FSIS as a
regulator is primarily interested in effective
regulations that are cost/effective.

CRITICAL QUESTIONS

The primary objective of the Food Safety and
Inspection Service is the protection of the
public throughout the food chain. As a gquiding
principle for decision-making, consumer protec-
tion is the benefit that must be weighed against
the cost of $1.50 per person per year for federal
meat and poultry inspection. The consumer pro-
tection benefit exhibits itself in several ways:
(1) Protection from economic fraud with someone
gaining an unfair economic advantage by selling
adulterated or misbranded product. What will the
consumer pay to be assured tht less expensive
ingredients have not been used and that the
weight is accurate?

(2) Protection from incidence of disease and the
associated hospital costs, costs for days of work
missed, pain/suffering. What will the consumer
pay to avoid diseases transmitted via meat and
poultry?

(3) Protection from residues and the concerns
associated with exposure to low-level contami-
nates over a period of time. What will the
consumer tolerate and/or pay for the assurance
that chemical compounds are monitored and
controlled? Will the consumer pay an increased
cost for the food supply when chemicals are not
used?

(4) Quality Assurance despite imprecise
definitions of wholesomeness and safety. What is
the consumer willing to pay for the difference
between product that is indeed safe but not
aesthetically acceptable?

The role of the public decision-maker is to allo-
cate each individual's $1.50 per year in such a
way as to maximize society's benefits. The major
problem is that individuals will value the above
types of benefits differently. It is reasonable
to assume that individuals do not want to be
deceived economically. On the other hand no one
wants to spend $1.10 to save $1.00. It is also
reasonable to assume that no one wants disease,
but it is getting more difficult because differ-
ent people place different values on good health.
Risk assessments for residues are even more
controversial with research providing varying
opinions regarding short-term versus long-term
effects. Different values have become compli-
cated by scientific uncertainty. Finally, the
question of wholesomeness is one that has never
truly been addressed because the American public
has always been able to afford to be very parti-
cular as to quality of the product.



REGULATION, DEREGULATION AND THE CONSUMER

Debbie M. Aulday, University of Georgia1
Robin L. Gary, University of Georgila

PURPOSE

The purpose of this roundtable discussion was to
examine the role of regulation with respect to
consumers, and to briefly review the deregulatory
events of the past few years. Discussion was to
be focused on the effect of regulation and deregu-
lation on the consumer.

INTRODUCTION

Regulation has been the government's attempt

to protect the consumer/citizen from unsafe,
faulty, harmful, and/or deceptive products/ser-
vices. Proponents of regulation say it is nece-
essary because the consumer operates in a market
with incomplete information, and certainly has
less information than sellers. Rational deci-
sions cannot be made without the necessary infor-
mation. The govermment should therefore absorb
the costs for the information, thus regulation.
Health, safety and conservation are of utmost
importance, and should be protected despite the
costs, according to the proponents.

Many people argue that regulation is not cost
beneficial. Regulation reduces the amount of
goods available for everything else, and so less
is available to consumers. Direct and indirect
costs of compliance, disincentives, phenomenal
paperwork, and loss of freedom of choice are all
costs associated with regulation.

Although regulation remains strong in America,
many steps are being taken to loosen the regula-
tory controls on many industries. Specifically,
deregulation has affected the transportation,
financial and communication industries.

With respect to the airline industry, deregulation
has begun a new era. Rather than functioning as

a public utility with its focus on the legal de-
partment (for dealing with the C.A.B.), the air-
lines are now free to concentrate on their mar-
keting departments in order to more effectively
Serve CONSumers.

Direct results of deregulation include a decrease
in actual costs for individuals flying long
distances between large markets but an increase
in actual costs for those persons flying short
distances between smaller markets. Service for
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consumers 1s generally more convenient due to the
increased number of ailrline companies, many with

a new hub and spoke route structure. Paperwork
for the companies has become much less complicated,
flights are more available to the consumer, compu-
ter systems used for reservations have increased,
and a Business Class has developed.

Deregulation,because it's not in a perfect society
does not have completely positive results. Nega-
tive aspects include pressure for price wars and
pressure for excess seating capacity. Collabora-
tion for flight schedules, flight patterns and
fares optimal for consumers may not be possible.
Deregulation can lead to destructive competition,
glving a few lives a market monopoly.

ISSUES

As part of the roundtable discussion, the follow-
ing questions and issues were discussed -

-Will deregulation result in benefits to a
consumer in our soclety, which 1s not a
society of perfect competition.

-What are consumers' benefits of deregulating
alrlines?

-Are consumers educated to make intellectual
decisions with or without regulation?

-Who is going to organize to represent the
consumer?

-Must everything be 'deregulated?"

COMMENTS

Participants in the discussion seemed to feel
that neither regulation nor deregulation, singu-
larily is the optimal solution to maximizing
benefits for the consumer. The group seemed to
feel that some regulation was necessary to pre-
vent utter chaos. Possibly, a mediator is needed
between seller/producers and consumers to deter-—
mine an optimum level of regulation. Organization
of consumers is also necessary so that their
thoughts on rights may be heard. No distinct
conclusions were drawn.



CONSUMER RESPONSIBILITY AND
THE RESPONSIBLE CONSUMER

Stewart M. Lee, Geneva College1

ABSTRACT

Are there consumer responsibilities beyond those
of getting the best buy, not shoplifting, not dam-
aging products in the store, reading labels, con-
tracts and warranties carefully? This paper pre-
sents one person's thoughts on what he believes is
the really significant responsibility of consumers
- making value judgments as a responsible consumer
that deal with the sanctity of life.

INTRODUCTION

I would like to begin my talk by sharing with you
a story, a columnist's article and an ode, which
may well lead some of you to wonder where this
talk is heading, since the title is, "Consumer Re-
sponsibility and the Responsible Consumer."

Two families were pulling in their boats from the
lake at the end of the summer and one mother said
to the other, "I hate to see the end of summer
come and the end of our enjoyable family outings.'
The other mother replied, "Well, we have enjoyable
family ski outings during the winter." The first
mother said, "But how can you afford ski outings?"
The other replied, "Well, you know it is like
this, we have an old fashiloned bathroom, a four-
legged bathtub. The whole bathroom is in need of
renovation. Each year we set aside money to re-
model the bathroom, comes January and February we
decide we would rather use the money for family
ski outings than use it for remodeling the bath-
room. Just recently we received a letter from our
gon who is in the army. He was reminiscing about
those enjoyable family ski-outings we had. You
know, I can't imagine him writing home and saying,
"Gee, Mom, but we have a nice bathroom!"

This next item I wouldn't dare share with you for
fear of being accused of male chauvinism, but it
was written by a woman (2).

ARE THE WOMEN GUILTY?

The late Mrs. Walter Ferguson wrote in
the New York WORLD TELEGRAM: '"We hear
that scientists are working to see if
they can find out what is killing off
so many men in the prime of life.
That's a real easy one. It's the wo-
men.

We aren't doing it on purpose, of
course. We love having mink coats,
two air-conditioned cars, large houses
with lovely gardens, stylish clothes
and all the latest gadgets in the
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Council on Consumer Interests
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kitchen. It's killing the men to supply
them. The pressure of getting 'things'
for their women and gratifying their own
material wants puts them in a rat race.

Looked at another way, it seems that men
commit deliberate suicide as surely as if
they put a gun to their heads. They have
geared our economy to the wants of the
American publiec which must be constantly
increased.

The person who is satisfied with what he
has 1s now regarded as a menace to indus-
trial progress and the next thing to a
moron. I doubt that the findings of
scientists will help much in this tragic
dilemma. At least, until the wives in
this country decide they'd rather keep
Papa than keep up with the Joneses.

I think those two stories make one give careful
thought to what truly makes a responsible consumer
and what is important in life. Yes, getting one's
money's worth in the marketplace is important, but
establishing proper priorities is vital. I believe
the thought is brought out in this ode of George
Santayana (13).

My heart rebels against my generation,
That talks of freedom and is slave to
riches,

And, toiling
burden,
Boasts of

'neath each day's ignoble
the morrow.

No space for
watches,
No purest joy of breathing under heaven!
Wretched themselves, they heap to make
them happy,
Many possessions.

noonday rest or midnight

CONSUMER RESPONSIBILITIES

As we think about consumer responsibility and the
responsible consumer I believe that it is appropri-
ate that we work from a framework of consumer
rights. Rights without responsibility is anarchy.
I would like to paraphrase the "Rights of Consum-
ers" as enuncilated by President Kennedy and added
to by Presidents Nixon and Ford, and relabel them
"Responsibilities of Consumers" (8, 12, 3):

*The responsibility to be concerned about
safety - Not to buy goods that are hazard-
ous to health and to use products safely.

*The responsibility to be informed - To
be knowledgeable about fraudulent, deceit-
ful, or grossly misleading information,




advertising, labeling or other practices,
and to seek out the facts needed to make
informed choices.

*The responsibility to choose — To make
the marketplace, wherever possible, com—
petitive by being aware of quality, price
and service; and where competition is

not workable and government regulation

is substituted, to demand assurance of
quality and service at fair prices.

*“The responsibility to speak up - Thus,
by speaking up to be assured that the
consumer interest will receive full
and sympathetic consideration in the
formulation of government policy, and
fair and expeditious treatment in the
government's administrative tribunals.

*The responsibility to seek redress -
To know how and where to register dis-
satisfaction and work for satisfaction
where there is a legitimate consumer
complaint.

*The responsibility to seek consumer
education - To seek consumer educa-
tion, both formal and informal, and to
pursue it for a lifetime.

In addition to these responsibilities, the In-
ternational Organization of Consumers Unions

has formulated a five-point '"Charter for Consumer
Action." These five points should serve as anoth-
er framework for action for the consumer—citizen -
the responsible consumer (6):

1. CRITICAL AWARENESS - Consumers must
be alert and questioning about the goods
and services they use. 2. ACTION - Con-
sumers must act on what they know to be
fair and just demands. 3. SOCIAL RES-—
PONSIBILITY — Consumers must be concern-—
ed about the impact of thelr consumption
behavior on other citizens, particularly
on disadvantaged groups in the local,
national or international community.

4, ECOLOGICAL RESPONSIBILITY — Consum-—
ers must be sensitive to what their con-
sumption of goods does to the environ-
ment, and not waste scarce natural re~
sources or pollute the earth. 5. SOL-
IDARITY -~ Consumers must act together
through the formation of consumer groups
which have the strength and influence to
promote consumer interests.

There is another side to consumer responsibility
that was emphasized in an article titled, "Consum~
erism's Other Half" (11). The author pointed out
that almost half of all consumers are also produc—
ers of goods and services, and if we are concerned
about getting quality in the goods and services we
buy that we, in our producer roles, should be dil-
igent in producing the best quality goods and ser-
vices possible for others.

CONSUMER RESPONSIBILITY AND GOVERNMENT

A responsible consumer realizes that he or she
does not have all the answers and at times govern-
ment does know best. We should not allow George
Orwell's idea of "Big Brother' to prevent us from
realizing that there are some good "big brothers"
and at times government does and government needs
to assume the role of "blg brother'" in protecting
consumers from themselves. T believe that the
following letter received by the former acting
governor of Maryland, Blair Lee I1I, speaks better
about the role of "big brother" than anything I
could say (5).

Dear Acting Governor Lee:

A while back you vetoed a bill that would
have allowed persons riding motorcycles
to choose for themselves whether or not
to wear a helmet. I, being a person who
wholeheartedly believes in personal
rights, and I might add, does not like
helmets, was very disappointed in your
decision.

I believe that as long as one is 18 or

older he or she should be able to do as
they please, as long as it does not in—
fringe on the rights of others. To me,
the government has taken away too many

of our personal freedoms already.

Three weeks ago a friend and I were in a
motorcycle accident. We are both still
in the hospital recuperating. (We got
pretty banged up.) If not for your veto,
I would not have been wearing a helmet.
According to the doctors, if not for the
helmets, at 22 years of age we would
have been dead.

My opinions on personal freedoms have not
changed, but I guess there is a point in
which some people need protecting. In
other words, thank you for saving my
life.

(Name Withheld)

A number of years ago I heard Ralph Nader give a
talk to the student body at Villanova University.
It was a most interesting experience. WNader was
speaking on consumerism, consumer rights and the
consumer movement. He would make a significant
point and the students would clap and cheer, an-—
other peint,; and the students would clap and
cheer. He had the audience in the palm of his
hand. Then he directed his remarks to the envir-
onment, pollution and ecology. He pointed out to
the students that it would be a long hard battle
to clean up the enviromment and to get rid of pol-~
lution, but he said that they could immediately
clean up the pollution in their own lives by giv-
ing up the products of R. J. Reynolds Tobacco Com-
pany and Schenley Distillers. His remark was met
with a deafening silence. It is rather ironic
that these students, so enthusiastic about clean-
ing up pollution where they could have relatively
little impact, were not interested in cleaning up
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pollution where they could have a one-hundred per—
cent impact. One might well ask, '"Do they really
want to be responsible consumers and clean up
pollution?"

A responsible consumer has many roles to fill. A

responsible consumer is an intelligent shopper; a

consumer advocate; and, is a consumer citizen who

looks beyond personal responsibility and is will-

ing and eager to assume social responsibility. An
illustration of this social responsibility is seen
in one's attitude toward a proposed regulation of

the Consumer Product Safety Commission.

The Commission has been considering a regulation
that would require manufacturers of mattresses to
make them flame retardant in order to reduce the
number of injuries and deaths due tc smoking in
bed. But the implementation of this regulation
would add to the cost of manufacturing mattresses.
Why should the members of my family and I who do
not smoke have to pay more for mattresses to pro-
tect those who do smoke? I believe that a consum-
er citizen, recognizing his social responsibility
to his fellow citizens, should not only be willing
to make this financlal sacrifice in order to help
others, but I believe consumer citizens should
work to see that this regulation becomes a reality
whether they smoke or not. If you believe that
this is being too idealistic, so be it, but we
need more idealistic and responsible consumer
citizens.

One responsible consumer citizen can make a dif-
ference. In one state a woman's son was killed in
an automobile accident. The investigation reveal-
ed that he had been driving a car with tires that
had been regrooved, note that I said regrooved not
recapped. There was no state law prohibiting the
regrooving of bald tires, which is a very unsafe
practice. The mother was so disturbed to find out
that there was no law to prevent the regrooving of
tires that she went on a one-woman campaign to get
such a law passed. After a long struggle and a
lot of hard work she was successful, and now in
her state the law prohibits the regrooving of
tires,

Thanks to the Consumer Product Safety Commission
and the cooperation of many manufacturers in the
toy industry, 23,000 fewer children were hurt or
killed by toys in 1982 than in 1577 (14). Five
million fewer deaths and disabling injuries and
total economic savings of over $14 billion were
the main findings of a Consumer Federation of Am-
erica report on the trends in household accidents
since the creation of the Consumer Product Safety
Commission (10).

The preliminary statistiecs of the National Highway
Traffic Safety Administration for 1983 indicate
that 43,028 people were killed on the nation's
roads, down 2,1 percent from the 43,947 killed in
1982; 49,301 in 1981, and 51,091 in 1980. This
was the lowest death toll in twenty years. Much
of this reduction is due to the government's re-
quirements of more safety equipment in cars; a re-
duction in the average miles driven in part due to
the recession; and due to the fifty-five mile-per-
hour speed regulation, a regulation which ironi-
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cally was passed not to save lives but gasoline.
How many more lives would be saved and injuries
reduced or eliminated if all consumers were re-
sponsible consumers and buckled up? And what
would be the results if "big brother" mandated
passive restraints systems in all new automobiles?
How really concerned are we about the sanctity of
life?

CONSUMER EDUCATORS' RESPONSIBILITIES

Talking about the consumer's responsibilities is
not enough. We need also to talk about the con-
sumer educator's responsibility to teach consumer
values without forcefeeding beliefs. Ray Jenkins
wrote, "Values education is an effort to overcome
a kind of moral malnutrition" (7). There are
grave social consequences in the lack of values,
or even worse, perverted values among young people
today. Jenkins continued: "To say that teaching
should avoid 'values' is itself an expression of a
value - a bankrupt one."

How really serious are we as consumer educators in
trying to improve society by encouraging and de-
veloping responsible consumers? How willing are
we to call a spade a spade, and to not be wishy-
washy about '"good" consumption and "bad" consump-
tion? Are we really willing to stand up and be
counted or is it easier and less controversial to
avoid such discussions?

It is difficult to be a responsible consumer, and
at times people knowingly choose not to be respon-
sible consumers. People choose to smoke and to
drink, people choose not to use seat belts, and
people choose to do many things that a truly re-
sponsible consumer would not do. A basic question
one might well ask himself or herself is, "How re-
sponsible a consumer do I really want to be?"

If consumers are to be responsible consumers and
make intelligent choices, they must know that some
goods and services promote their well-being, that
other goods and services have harmful effects, and
that some goods and services neither promote nor
harm their well-being. Traditional economics con-
siders as wealth all goods and services that have
a monetary exchange value, whether they help or
harm consumers. A responsible consumer should
make a distinction between wealth - those goods
and services that promote the well-being of con-
sumers; nealth — those goods and services that
have a neutral effect which neither helps nor
harms consumers; and, illth - those goods and ser-
vices which harm consumers.

Although these concepts are real and useful for
individuals, they are difficult to work with ob-
jectively and in the aggregate. Who 1s to judge
what is wealth, nealth, or illth? By what stan-
dard can products and services be classified as
wealth, nealth, or illth? Would it be correct to
conclude that any product or service that anyone
wishes to sell and for which there is a willing
buyer represents wealth, and further that all pro-
ducts and services therefore in this category
should be legal? Should the government interfere
in such transactions? If not, then prostitution



and heroin represent wealth and should be legaliz-
ed.

Classifying goods and services according to their
contribution to the well-being of the human race
is both complicated and controversial. Some prod-
ucts and services, however, are clearly harmful
and represent illth. If examples of products and
services were placed on a continuum according to
the way many people would classify them, the ar-
rangement might look like this (9).

WEALTH NEALTH ILLTH
Education Candy Heroin
Health care Carbonated drinks Prostitution
Shelter Snacks Pornography
Clothing Alcoholic beverages
Food Gambling
Tobacco

A number of summers ago I was a visiting professor
at Northern Illinois University. I had seventy-
eight high school teachers in my consumer educa-
tion class. I was discussing the concepts of
wealth, nealth and illth. I pointed out that con-
sumer educators were unanimous in agreeing on the
value of telling students to look for the Under—
writers Laboratories' mark when buying an electric
appliance in order to protect them from harm. But
many teachers are reluctant to discuss illth goods
and illth services in the classroom. This would
be presenting value judgments and we must not do
that! One of the teachers in the class revealed
how quickly he was ready to abdicate his responsi-
bility as a good consumer educator by suggesting
that we leave the teaching about illth goods and
services to the health teacher!

Are we going to let situational ethics take over?
Are we going to say, "If it feels good, do it"?
Are we going to emphasize hedonism? Are we going
to avold making value judgments as consumers and
consumer educators? Are we no longer able to rec—
ognize that right is right; that wrong is wrong;
and, that truth is truth? Are we willing to ac-~
commodate to an ever lowering of the level of mo-
rality? If so, can we really be surprised or
shocked at what transpires in the marketplace and
society, or that there may well be a steady dimi-
nution in the number of responsible consumer citi-
zens?

Various levels of government have already made nu-
merous decisions about goods and services that are
considered 111th by either prohibiting or limiting
their use, but each individual must decide which
products and services to buy or not to buy. Con-
sumers are not born with an intuitive sense that
enables them to choose the things that are good
for them. They have to learn from others. In a
free economy they may come under the influence of
those who have thelr well-being foremost in mind,
or they may come under the influence of those
whose goal is personal economic gain. But a re-
sponsible consumer will be knowledgeable about
what goods and services represent wealth, nealth,
and 111th and reject those which represent illth.
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MATERIALISM AND CONSUMER RESPONSIBILITY

Paul L. Wachtel in his book, The Poverty of Afflu-
ence: A Psychological Portrait of the American
Way of Life (15), points out that our materialistic
preoccupations actually diminish our security and
enjoyment of life, He slows hav our present values
lead us to pursue false solutions that only make
our problems worse; that many of our key ideas
about personal satisfaction and the good life were
forged in an era of steady economic expansion;
and, that we are all too aware of the damage eco-
nomic growth has done to the environment, though
we have yet to realize the impact it can have on
individuals and personal relations. He asks,
"Where have we gone wrong?"

Wachtel examined the totality of human experience,
not just people's actions as consumers. But his
observations are most deserving of consideration
as we ponder the responsibilities of consumers.

A recent publication edited by Fox and Lears, The
Culture of Consumption (4), gilves the reader an

interesting perspective on the topic. The histo-
rians who wrote the six essays in this book answer
brilliantly the questions of what exactly consumer
culture is and how it arose in the United States.
We as responsible consumers need to read such
writings that probe into our patterns of consumer
behavior and to realize that we exist as a '"con-
sumer culture' and that this consumer culture has
become not only an ethic, but also we need to re—
alize the way that the elite (comprising those who
are white, male, educated, and rich) exert their
power over our society.

To improve our social environment we have to look
beyond just the consumer's role in the market-—
place. We have to have a better understanding of
the totality of the impact of spending on individ-
ual lifestyles and society as a whole. In this
way the consumer becomes more than just a robot
consuming and consuming, but becomes an integral
part in making a contribution toward the advance-
ment of civilization. Yes, that is a very sweep-
ing statement to make, but should we not as indi-
vidual consumers and consumer educators do every-—
thing in our power, individually and collectively,
to make this a better world.

I would like to close with a quotation which is
not directly consumer-related, but which I believe
does an exceptionally good job in getting across
the basic message that I have attempted to share
with you as concerned consumers, responsible con-
sumers and consumer educators. ''Let us not be re-
membered as the generation that saved the whales
and saved the trees but ignored our own kind." (1)
I would paraphrase this quotation by saying, "Let
us not be remembered as the generation that con-
sumed and consumed and consumed without a sense of
responsibility or concern for what is right or for
the sanctity of life."
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CORPORATE RESPONSIBILITY

Dianne McKaig, Jones & McKaig
Washington, D.C.

ABSTRACT

In remarks prepared for the 1984 confer-
ence of the American Council on Consumer
Interests, the author discusses (1) the
institutionalization of the concerns of
the consumer movement of the decade past,
providing a permanent infrastructure for
the consumer interest in government, edu-
cation and community; and (2) the effect
on corporate responsibility of developing
consumer focused programs in business.

THE CONSUMER INTEREST: CURRENT STATUS
I'd like to thank not only Karen Goebel
for her generous introduction, and Colien
Hefferan for inviting me to participate

in this conference, but also ACCI - for
what I've learned from your speakers and
conversations with your members in the
hall. I'm taking away from this meeting
more than I'm contributing. As a matter
of fact, I arrived here with an outline of
the remarks I wanted to make, and after
meeting with you for a day-and-a-half, I
went upstairs and redid it to include some
of the compelling issues that you've been
discussing.

So let me start with some comments on the
status of the consumer movement, beginning
with a story, as is customary. Except
that this story is not funny. ©Nor is it
sad. Just a jumping off place.

About 15 years ago, when I was developing
a consumer affairs office in the then
Department of HEW, I went to a luncheon in
Washington honoring a consumer leader.

The speaker was Senator Philip Hart of
Michigan.

For all those who indicated yesterday that
they are first-timers at an ACCI meeting,
Philip Hart was a statesman from Michigan,
worthy of the title Senator. He was
especially interested in people-oriented
issues, and consumerism lost a staunch
supporter when he died at a relatively
early age.

Anyway, for the first time at this lunch-
eon I heard Sen. Hart develop the theme
that consumerism has surfaced three times
in the United States in this century. In
the standard speech of everyone identified
with the consumer movement, second only

to the litany of President Kennedy's con-
sumer rights, the litany of the life

cycle of the consumer interest has become
a staple.

We all know about the muck-rakers in the
early 1900s and the laws that were enacted
to address the issues they raised.

We all know about consumerism in the 1930s
and the fight to establish consumer organ-
izations and co-ops, and to include the
consumer in the programs of the New Deal.
For those interested in a good read, put-
ting the earlier activities in the per-
spective and words of the people who lived
them, I commend to you a book entitled,
"Consumer Activists: They Made a Differ-
ence", recently published by the National
Consumers Committee for Research and Edu-
cation.

We all know about consumerism in the 1960s,
and the Naders and the Esther Petersons,
and the objectives of those who flew the
consumer flag.

The point of this litany was that the
first two efforts abated with the enact-
ment of legislation and establishment of
federal programs, while the third showed
signs of permanency.

Today, the discussion centers on whether
the third effort has abated or matured in
its life-cycle, or changed. There is a
note of discouragement in the conversa-
tion -

o the consumer interest doesn't have the
support or attention it once received
from government;

o many consumer abuses continue unad-
dressed;

0 some programs in consumer education or
redress are falling by the wayside;

o some of the grass roots efforts -
effective once - have evaporated;

o some of the funding has disappeared.
Funding was always a critical issue to
consumer organizations, attempting to
field an activist program with re-
sources from membership dues. When
grants or fees became available, and
some of the underlying research could
be done to support more meaningful
programs - it was exciting. The loss
of such funds is a blow.



o some of the old war horses are tired,
and a sufficient number of replace-
ments have not appeared.

So the first thing I want to say to you
friends is - TAKE HEART!

Whether the third round of consumerism has
abated, matured or changed, the develop-
ments of the last 20 years have provided
such a base and infrastructure for the
consumer interest, that there is a perma-
nence. It will never again be necessary
to start from scratch. The force exists,
it's viable, it's respected, and it's part
of the landscape.

There are at least seven good examples of
this -

o federal laws on safety and disclo-
sure, and the agencies to implement
them, exist. While they may be weak

and underfunded at the moment, leader-

ship and funding are transient. When
the priorities pendulum shifts again,
the structure is in place.

state laws have been strengthened -
laws on credit and holder-in-due-
course; laws on insurance and no-
fault insurance. They exist. Too,
although a state consumer protection
agency was a rare thing when I first
went to Michigan to help establish
the Consumers Council in 1969, now
all states have an agency focused on
the consumer - some two.

consumer education exists as a force.
Think of all the people you have
trained and who have gone on to func-
tion in the field. So you may lose a
few state or university programs tem-
porarily, or they may be short on
money - still consumer education will
never again be the new kid on the
block.

ACCI, ACR, CFA, NCL, ACT,
Thousands of people identify with
these efforts.

the literature that you have helped
prepare exists.

consumerism has become an interna-
tional force. Development of the
issues is behind the U.S. program in
some places, and ahead of it in
others. The ebb and flow of these
programs should be helpful in reju-
venating the interest as it wanes
from place to place and time to time.

an infrastructure within business -
directed to the consumer interest -
exists.

SOCAP exist.
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And each and every person in this room,
as well as your peers in sister organiza-
tions, made a contribution to the enumer-
ated efforts. If they're not perfect,
did you really expect to create a garden
of Eden? The climate for consumerism is
better. The advances developed are perma-
nent. And you have a right to take pride
in these accomplishments.
THE CONSUMER INTEREST: DEVELOPMENTS
IN BUSINESS

To move on to Corporate Responsibility,
the assigned topic of my remarks today -
as you know I am an advocate of the con-
sumer affairs professional in business.
And it should be noted that, unlike the
first two, the third round of consumerism
brought an entry into business - a foot
in the door. When we first established
SOCAP over 10 years ago, fewer than 150
people identified with the business/
consumer discipline. There are now over
1200 people focused on consumer affairs
in business, and that must be a plus.

Parenthetically, Father McEwen mentioned

a consumer complaint that received no
response. And I'm sure that happens, as

a result of error or in a company that has
no consumer affairs program. Still with
1200 people out there - recent additions
to the business scene - more complaints or
inguiries must be receiving appropriate
response.

T've spent the last 10 years designing

and developing a consumer affairs program
in a large corporation, as well as helping
advance a professional organization for
the consumer affairs people in business.
And it's been exciting! Building some-
thing on virgin ground is a rewarding
experience.

Limiting Factors

And I learned a lot! If I'd known then
what I know now, I could have done more
with the programs I helped establish in
federal and state government.

For example, I now realize that I some-
times thought I saw problems that weren't
there. An illustration involves raisin
bran.

When I was with the Consumers Council in
Michigan, we received a call from a lady
who said that there were only three
raisinsg in her box of raisin bran. We
helped her contact the manufacturer, and
she received a replacement box. But in
passing we wondered how often that
happened and what the consumer should
expect with regard to raisins. So we went
out and bought several boxes of raisin
bran, manufactured by several competitors



- took them back to the office and counted
the raisins. (Dave Pittle mentioned some
of the foolish things he has done in the
name of consumer advocacy, and he is not
alone.)

As it turned out, all of the boxes had a
substantial number of raisins and, inter-
estingly, the count was nearly the same
among competitors. So we had visions of
the raisin bran people in the back room,
engaged in collusion on raisin count.
Well now I know that's not what happened
at all.

The consumer can buy a box of raisins, and
he can buy a box of bran flakes. Raisin
bran is a mixture of the two that appeals
to the palate of the consumer. All of the
competitors had done market research on
the mix that the consumer most enjoyed.
The similar count merely indicated that
different market researchers were coming
up with more or less the same answer.

Conversely, I now realize that I didn't
fully recognize problems that were there,
and also that I couldn't do much about
some of them. For example, the dominance
of the marketing people.

It looks to me as if many corporations are
divided into two parts, the marketing
department and everybody else. The magic
of marketing has been so oversold by the
business schools that the people in that
discipline have convinced themselves that
their pursuit of sales takes precedence,
and everything else is support services -
including legal, manufacturing, quality
control, distribution, personnel, and cer-
tainly consumer services. So when the
marketers pursue a program that may appear
foolish or offensive or even misleading to
those in the consumer discipline, it
should come as no surprise that it's
difficult to get the marketers' attention.
Nobody else can either.

Then there's the problem of short-term
decision making by top management. It's

a natural outgrowth of the system. When a
person is promoted to a key management
position - and recognizing that while
there are a few flukes, most of these
people are highly intelligent and competi-
tive = that person has his moment in the
sun and wants to make the most of it.
Within our system, performance is measured
by the bottom line - the profits, the
price of the stock and so forth. So there
is a built-in preference for short-term
decisions which show short-term profits.
Such decisions may not be in the best
interest of the consumer, or even in the
best interest of the business.
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This prejudice is by no means limited to
business managers. I'm sure you've all
seen the same things happen with college
presidents, generals of the army, labor
leaders and politicians.

Something else I learned is that it's use-
ful to stop from time to time and take a
look at the issues traditional to the con-
sumer movement to make sure that they are
still the compelling issues and to repri-
oritize as necessary. I wouldn't have
said this last year for fear of being
labeled an industry apologist, but now
that I no longer word for industry - to me
an example of a non-issue is caffeine.

I took a hard look at caffeine when I
first went to work in the soft drink in-
dustry and decided that it just wasn't a
big problem in the general scheme of
things. A cup of tea has three times as
much caffeine as a soft drink. And the
people of Great Britain have been averag-
ing three to six cups of tea for the last
200 years - with no noticeable side effects
as a result. And Americans have been
drinking caffeine containing soft drinks
for over 100 years. So as far as I'm con-
cerned caffeine has been tested and re-
tested. Even the Consumers Union material
calls it a mild stimulant that has been
domesticated.

Thus I didn't agree with Dave Pittle's
assertion yesterday that the current caf-
feine-free drinks were developed in re-
sponse to a consumer need. People in the
soft drink industry really don't think
there's anything wrong with caffeine as
currently utilized. The caffeine-free
drinks are probably just the marketers
having at it again. Looking for a market-
ing niche.

So in terms of reprioritizing, it seems

to me that it's useful to take a look at
the traditional issues and reexamine
whether they are as Gwen Bymers says "an
issue that it took us 25 years to resolve"
or an issue that's fallen to the bottom of
the list. An illustration of a popular
issue that might be reconsidered is drain-
ed weight labeling. It may be that the
absence of this information on the label
increases the opportunity for misunder-
standing or even a little chicanery. But
how important is that in comparison say to
toxic wastes, or skyrocketing medical
bills, or interest rates that adversely
affect home ownership? Is it a priority?
There will never be enough people, money,
resources to address every consumer issue.
And effective consumer advocacy demands
change as needs change.



