DOCUMENT RESUME

ED 056 962 so 002 158

TITLE Consumer Education Bibliography. ,

INSTITUTION New York Public Library, N.Y.; Office of Consumer
pffairs, Washington, D.C.

PUB DATE 71

NOTE 199p.

AVATLABLE FROM Superintendent of Documents, U. S. Government
printing Office, Washington, D. C. 20402 ($1.00)

EDRS PRICE MF-$0.65 HC Not Available from EDRS.

DESCRIPTORS *Annotated Bibliographies; Audiovisual Aids;
childrens Books; Consumer Economics; *Consumer
Education; Consumer Science; Elementary Grades;
Environmental Tnfluences: Instructional Materials;
Money Management; Pollutionj; Resource Gulides;
Secondary Grades

ABSTRACT

Phis second edition, annotated bibliography contains
over 4,000 books, pamphlets, periodical articles, audiovisual aids,
and teacher materials relating to consumer interests and consumey
education. The recent proliferation of materials has made it
impossible to produce an exhaustive listing. The authors instead have
attempted to provide an overview of the field which will be useful to
consumers, educators, school and public libraries, and community
information centers. Major categories in the bibliography are:
consumer classics: consumer and the economy; consumer behavior;
consumer protection; fraud, deception and other consumer concerns;
agencies and organizations providing services and sources of redress
for consumers; consumer and the environment; money management 3
consumer goods and sexvices; consumex education; and childrens'
books. A subject index is provided. ED 037 560C is the first edition
of the bibliography. ({Author/JLE)




ieducahond
blbllography

,;OI:FIGE OF GDNSUMER AI:FAIF{S "

; Executlve Office’ (bi’ the Présmient




consu mer “PEAMISSION TO REFAOGUCE THIS COPY-
o’ I b = | AGHTED MATERIAL BY MICRGFIGHE ONLY

HAS BEEN GRANTED BY

education Y

m - |
bibllo ra h 7O ERIC AND ORGANIZATIONS OPERATING
v ” | UNDER AGREEMENTS WITH THE U.S. OFFICE
OF EDUCAT!ION. FURTHER REPRODUCTION

QUTSIDE THE ERIC SYSTEM REQUIRES PER-
MISSION OF THE COPY RIGHT OWNER™

ED056962

. oF HEALTH
os QUATIRLETAT:
AEFIGE OF gpUCATION cprO
OFFICE O LA ZEEN N aom
s DOCUMEND (o RECEVER fopiG-
LCED EXA E‘-ﬁ ORGANIZATION % e
£ PERSON TS OF VIET CosARILY
(NATING PO NOT NECESS!
t ONS STA T aErICIAL DFF\((_':‘\,E
E i%?:‘gs posiTION OR poL!
ERIC CLEARING HOUSE FOR SOCIAL SQIENCE EDUCATION
855 BROADWAY
BOULDER, COLORADO 80302
Q . Prepared by The Office of Consumer Affairs
ERIC . and The New York Public Library
! September 1971 5

Fa Infé



ERI!

A ruiToxt provided by ER

For sale by the éuperinfeﬁééi{t of Documents, U.S. Government Printing Office

Washington, D.C.

3

20402 — Price $1

o s =



FOREWORD

As President Nixon stated in his Consumer Message gent to
Congress February 25, 1971, “Legislative remedies and improved
enforcement procedures are powerful weapons in the fight for con-
sumer justice. But as important as these are, they are only as effective
as an aware and an informed public make them. Consumesr Education
is an integral part of consumer protaction.”

S

Consumer Education is a valuable tool and must be made avail-

able for all Americans—young or old, rich or poor.

I have encouraged Consumer Education and am aware of the in-
creased number of consumer programs. More needs to be done, how-
ever, particularly for the poor, foreign language speaking, and the
elderly. Tt is hoped that this bibliography will be helpful fo coensumer
educators, school and public libraries, and community information
centers in establishing such programas.

Children are often overlooked as consumers and it is important
that they learn how to be wise ccnsumers at an esarly age; therefore,
a new section on books for the education and pleasure of cur young

people is included."

This Consumer Education Bibliography is the result of the
efforts of rnany. I am particularly indebted to Mr. John Mackenzie
Cory, Director, the New York Fublic Library, Mr. Robert C. Sheehan,
Principal Librarian, History & Social Science Department, Mid-
Manhattan Library and my Consumer Education staff, Mr. Samuel
B. Blaskey, former Director and Mrs. Doris Sasser Stalker, Director,
who eoordinated the development of this bibliography.

A special thanks is due Miss Germaine Krettek and Miss Eileen
Cooke, American Library Association, for their professional counsel.

Also, a debt of gratitude is owed the professional bibliographic
staff who researched literally thousands of possible entries. They are:

Loda M. Hopkins

Lydia B. LaFleur

Lillian Lopez

Formerly Director of the Library
Simmons College, Boston

Supervising Young Adult Specialist
The New York Public Library

Administrator, South Bronx Project
The New York Public Library
ks m
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Alieen O’Brien Murphy

Shirley Quement

Faye Simkin

Irene Patjens Singer

William Sloan

Children’s Literature Specialist
Office of Children’s Service
The New York Public Library

Supervising Librarian

History and Social Science Dept.
Mid-Manhattan Library

The New York Publiec Library

Assistant Executive Director

New York Metropolitan Reference
and Research Library Agency

Formerly Branch Librarian
96th Street Regional Branch
The New York Public Library
Film Librarian

The New York Library

The members of President Nixon’s Consumer Advisory Couneil,
particularly Dr. Stewart Lee, Geneva College, and Dr. Carmen Bus-
quets, University of Puerto Rico, gave invaluable and expert advice
to the preparation of this doecument.

I am, also, most grateful to the numerous teachers and librarians

throughout the country who offered suggestions and comments on
this publication. I hope that I will continue to receive suggestions
and comments for future editions.
_ The Yonkers Public Library, Yonkers, New York, under the
direction of Mr. Grinton I. Will, Director, and Miss Irene Rogers,
Coordinator of Adult Services, are to be commended for their pioneer
work in producing the first Consumer Education Bibliography.
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VIRGINIA H. KNAUER

Special Assistant to the President

for Consumer Affairs
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INTRODUCTION

This bibliography is a listing of over 4,000 books, pamphlets,
periodical articles, audiovisual aids, and teachers’ materials relating
to consumer interests and consumer eduecsation. It was undertaken
at the invitation of Mrs. Virginia H. Knauer, Speciul Assistant to the
President for Consumer Affairs.

The recent proliferation of materials in this area has made it
impossible to produce an exhaustive bibliography. We have instead
attempted to give an overview of the field. For practical reasons of
space, we have omitted those items which appear in university
extension bulleting and those items which are readily available only
in local areas. No attempt has been made to index every article
appearing in consumer oriented periodicals. Annotations have been
kept as brief as possible.

Wherever possible the most recent edition of each item has been
listed. The nature of the subject, however, requires constant revision
of materials, so the user should be sure to obtain the latest edition
for the most up-to-date information.

It has been an honor for The New York Publiec Library to be
consulted on this revision and to be associated with what is hoped to
be a useful contribution to a field of such paramount importance.

JoHN MACKENZIE CORY, Director
The New York Public Library
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Consumer Classics

Affluent Society, by John Ken-
neth Galbraith, 1958. 368 bp.
$6.95. Houghton Mifflin, Boston.
Also available in paperback: 95¢
(cat. no. MT348) New American
Library, 1301 Avenue of the
Americas, New York, N.Y.
10019.

“A book which iz as disturbing as it
iz brilliant. It is a book with which it
is easy to cavil or to disagree, but
which it is_impozssible to dismiss. . . .
The general reader will relish a book
whose style is polished and witty, but
the professional will feel its sharp
barbs.”’ R. L. Heilbroner. New York
Hezrézld Tribune Book Review, June 1,
1958: 3.

American Chamber of Horrors;
the Truth about Food and
Drugs, by Ruth de Forest Lamb,
1986. 418 p. O. P. Farrar-Rine-
hart, New York.

#Miss Lamb _tells the story of the
Chamber of Horrors, folio upon folio,
until the heart cries out in anguish.
She tells it carefully, accurately, and
with scrupulous documentation.”
Stuart Chase. Survey Graphic, v. 25,
Apr. 1936: 254.

Backward Art of Spending Mon-
ey, by Wesley Mitchell, 1950. 421
p. $5.00. Augustus M. Kelley,
New York.

First published in 1937.

“Every student of social science who
pretends to any intelligent interest in
economics, and particularly in its ori-
entation in the larger problem field,
must welecome this ecollection of es-
says.” F. H. Knight. American Jowrnal
of Sociology, v. 43, Jan. 1938 668.

9

Consumer Cooperation in Amer-
ica, by Bertram B. Fowler, 1936.
805 p. 0. P. Vanguard, New
York.

“Mr. Fowler’s engagingly written nar-
rative is authoritative and penetrat-
ing but not in the least dogmatic . . .
it should be read by everyone who is
interested in our national economic
reorganization.” Manya Gordon. Sat-
urday Review of Literature, V. 14,
June 20, 1936: 3.

Consumer Interest, by Persia
Crawford Campbell, 1949. 660 p.
O. P. Harper, New York.

“The entire book deserves thoughtful
reading by students and educators,
governmental policy makers, and, ob-
viously, consumers in general.” M. B.
Matgon, Survey, v. 85, Oct. 1949 : 5566,

Consumer Movement, by Helen
Taura Sorenson, 1941. 245 p.
C. P. Harper, New York.

« _ . . a history of and guide to the
consumer movement. It is both com-
prehensive and accurate. It threads
its way unerringly among the many
organizations, distinguishing between
the real and sham and between the
guick and the dead.” M. 8. Stewart.

Nation, v. 1568, Aug. 16, 1941: 145,

Consumer Representation in the
New Deal, by Persia Crawford
Campbell, 1969. 298 p. $10.00.
AMS Pr., New York.

First published in 1940.

“Dy. Campbell has made an important
econtribution to the literature of con-
sumer economics. Although writing
close to the events she describes, the
author has sifted wisely and evaluated
objectively.” L. J. Gordon. Social Edu-
cation, v. 6, Jan. 1942: b0.

1
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Consumers’ Co-operative Move-
ment, Sidney and Beatrice Webb,
1922. 504 p. 0. P. Longmans,
London.

“They have an epic story to tell; but
the great virtue of their book is that
while entirely admirable as a descrlp-
tion of a very complex system of
federal institutions, it has a most
suggestwg analysis of future possibili-
ties.”” H. J. Laski. New Republic, v.
31, June 14, 1922: 80,

Consumers® Co-operative Soci-
eties, by Charles Gide, 1921. O. P.

Grlgmally publlshed in French in
1904. First %15h edition being a
translation of the third French edi-
tion published in 1917.

“The book is a keen, critical study of
the movement in its physical aspeets.
The well balanced, almost detached
point of view . . . comes near to mak—
ing sociology as absorbing as fiction.”
Albert Sonnichsen. Nation, v. 116, Jan.
3,1923: 20.

Decline and Rise of the Con-
sumer: a Philosophy of Con-
sumer Cooperation, by Horace
Meyer Kallen, new ed., 1946. 484
p. $4.00. Hendricks House, New
York.

First published in 1936 by Appleton-

Century. Thls edition has an introduc-
tion by 8. I. Hayakawa.

““Charles Gide has furnished the
standard- structural analysiz of co-
operative enterprise. The Webbs pro-
duced the classic economic treatise
from British experience. In formulating
a social philosophy - of the movement
Dr. Kallen has undoubtedly fathered a
new line of co-operative studies.” P, S.
Broughton. Books, Sept. 20, 1936: 21.

Eat, Drink and Be Wary, by
Frederick Schlink, 1935, 322 p.
0. P. Covici Friede, New York.

« ., in eszentials there iz so much
truth in his book, truth that needed
badly to be said lnudly and spectac-
ularly, that the public owes 1im  a
debt of gratitude for writing it.”
Herschel Brickell. New York Times
Book Review, Dec. 8, 1935: 22.

2 10

Economic Effecis of Advertising,
by Neil Hopper Borden, 1942.
988 p. Q. P. Irwin, Homewood,
I11.

“The study is by no means the final
word on the subject, but it iz at least
a point of departure for all future
studies, and no scholar can afford to
venture opinions on the incidence of
advertising costs until he has familiar-
ized himself with the material.” G, B.
Hotchkiss. Annals of the American
Academy, v. 221, May 1942: 218.

Economics and Ethies, by John
Atkinson Hobson, -1929. 489 p.
0. P. Heath, Boston.

“] know of no other book in which
crucial ethical conecepts and issues are
canvassed Wlth such eritical regard ta
their economic relevancy and promise.
T, V. Smith. American Journal of
Sociology, v. 385, Mar, 1930: 849,

Economics of the Household, by
Benjamin Richard Andrews,
1923. 623 p. 0. P. Macmillan,
New York.

“Whether or not the volume be opened
with expeetation, it will be closed with
profit . . . Mr. Andrews accentuates
the slgmﬁcance to the nation that lies
in a recognition of the full economic
meaning of the homes of its people.”
G. B. Biddle. Annals of the American
Academy, v. 111, Jan. 1924 : 879.

Education of the Consumer, by
Henry Harap, 1924. 360 p. O. P.
Macmillan, New York.

A study and evaluation of the con-
sumption habits of the American
people. )

Guinea Pigs No More, by Joseph
Brown Matthews, 1936. Addi-
tional material by Oscar 8. Cox.
311 p. O. P. Covici, Friede, New
York. .

“It is refreshing to have a book of
this type .which offers constructive
suggestions as well as destructive.
While the act offered by Mr. Cox may
or may not be the correect one it at
least supports a negative argument
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with a  constructive alternative.”
Christian Science Monitor, Mar. 2,
1936: 18.

The Jungle, by Upton Beall Sin-
clair, 1906. 413 p. O. P. Double-
day, Page, New York. Available
in paperback: 60¢ (cat. no. Cp-
130) New American Library,
13061 Avenue of the Americas,
New York, N.Y. 10019.

“It was in 1906 that Upton Sinclair
published The Jungle, the movel that
Jack London described as the Uncle
Tom's Cabin of wage-slavery and that
was almost as important in its praecti-
eal effects. This story of stockyards af-
fected legislation, but rather because
the public was shocked by its revela-
tions of the food-supply than because
of the author’s disclosure of social con-
ditions.

The story was a nightmare and all
quite true—it was never disproved in
any part—and the book worked might-
ily for the physical welfare of the
nation.” Van Wyck Brooks and Otto
Bettmann, Our Literary Heritage, 1956.
Dutton, New York. p. 187.

100,000,000 Guinea Pigs, by
Arthur Kallet and Frederick
Qchlink, 1933. 312 p. 0. P. Van-
guard, New York.

“Speaking as one guinea pig to an-
other I must admit that there is a lot
of honest, well made, grade AA Swiss
cheese in the argument of this book:
it is full of holes. The emphasis, how-
ever, should be placed on the compli-
mentary adjectives, because the faets
presented are of greatest value.”
James Rorty. New Republie, v. T4,
Feb. 15, 1933: 23.

Silent Spring, by Rachel Carson,
1962. 368 p. $5.95. Houghton
Mifflin, Boston. ;

The book which shocked the nation into
action concerning the misuse of pesti-
cides. A powerful protest against the
abuse of synthetic chemicals and a
plea for maintaining the balance of
nature. Of special interest to teen-
agers.

Standards and Labels for Con-
sumers’ Goods, by Jessie V. Coles,

1949. 556 p. O. P. Ronald, New
York.

“Tor those who wish information as
well as analysis, this book is a vich
storehouse of facts as to who did (or
said) what and when.” Hazel Kyrk.
Annals of the American Aecademy, V.
268, Mar. 1950: 235.

A Theory of Consumption, by
Hazel Kyrk, 1923. 298 p. O. P.
(Hart, Schaffner and Marx prize
essays, 35) Houghton Mifflin,
Boston.

“It’'s an odd world anyway in its ir-
rationality, and Miss Kyrk’s book will
only help rob the reader of any sneak-
ing suspicion he may have harbored of
rationality in his own choices or in
social choices—in a world of war and
politics. and of love and sunshine.”
Henry Raymond Mussey. Nation, v. 118,
Feb. 6, 1924: 146.

The Theory of the Leisure Class,
by Thorstein Bunde Veblen,
1934. 404 p. $2.95. Modern Li-
brary, New York. Also available
in paperback: 95¢ (cat. no. MQ-
813) New American Library,
1801 Avenue of the Americas,
New York, N.Y: 10019. Also
available in wvarious other edi-
tions.

«1t ig indeed ironic that our under-
standing of work and play today
should owe so much to this mocking
and forbiddingly austere son of the
Scandinavian-American Midwest, who
had such little use for luxury and
frivolity.” Erie Larrabee, ed., Ameri-
can Ponorama, 1957. New York Uni-
versity Press, New York. p. 336.

Tragedyi of Waste, by BStuart
Chase, 1925. 296 p. O. P. Mac-
millan, New York.

“SQtuart Chase _ combines Sidney
Webb’s encyclopedic passion for the
facts with H. L. Mencken’s scornful
fervor. The result is a book which
neither Mencken nor Webb could have
written—a book that is at once ex-
citing and informing.” Evans Clark.
New York Times Book Review, Nov.
15, 1925: b. .

3
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Two-Thirds of a Nation, by Na-
than Straus, 1952. 291 p. 0. P.
Knopf, New York.

“The book should lend itself to effective
propaganda for better housing in the
United States. No one reading Mr.
Straus can doubt the desperate need
for such propaganda—and no one can
remain indifferent to the issues in-
volved.” Peter Blake. New York Times
Rook Review, Jan. 13, 1952: 18.

Unsafe at Any Speed, by Ralph
Nader, 1965. 365 p. $5.95. Gross-
man, New York. Also available
in paperback: $1.00. Essandess
Special Editions, 1 West 39th
St., New York, N.Y. 10018.

“The author has done prodigious re-
search in a field mired in anonymily,

Consumer and

Do You Know Your Economic
A B (%87 11 booklets. Various
prices; various catalog numbers.
U.S. Dept. of Commerce, Supt.
of Documents, GPO, Washing-
ton, D.C. 20402.

Describes such basic aspects of the
American economic system as balance
of payments, patents, profits, and eco-
nomic growth. Of particalar interest
to consumer specialistz are booklet 7,
“Measurement” (ecat. no. C 1.2:M 46;
25¢ each) and booklet 10, “The Mar-

keting Story” (eat, no. C 1.2:M 34/4;
30¢ each).

Adam Smith, Consumer Tastes,
and Economic Growth, by N.
Rosenbery, Journal of Political
Economy, v. 72, May 1968: 361—
374.

The author points out how the taste
and preference structure of the con-
sumer is related to Adam Smith’s ex-
planation of the process of economic
growth.

4

and has come up with a book that,
hopefully, will change Detroit’s ways,
voluntarily or otherwise .. . Eliot
Fremont-8mith. New York Times Book
Review, Deec. 5, 1966: 77. Of interest
to some teenagers.

Your Money’s Worth, by Stuart
Chase and Frederick Schlink,
1927. 285 p. O. P. Macmillan,
New York.

“Messrs. Chase and Schlink have
written a very enjoyable book, gath-
ered an accumulation of winning evi-
dence, and no doubt stirred up na-
tional thought =so that even the courts
—the Ilast resort of musty thinking—
may in time he Influenced to protect
consumers from false representations
and to force sellers to sell by stand-
ards and truth rather than by trade
names and slogans.” M. L. Ernst.
Nation, v. 125, Aug. 10, 1927: 134,

the Economy

America the Inefficient. Time, v.
95, Mar. 28, 1970: 72-78.

A  satirical look at our mechanized
and materialistic society. Consumer
products and services are among the
areas considered. Of interest to some
teenagers.

American Cooperatives: Where
They Came from, What They
Do, and Where They Are Going,
by Jerry Voorhis, 1961. 226 p.
$4.95. Harper and Row, New
York.

{Jonsiders the consumer cooperative in
its broadest sense and discusses ifs
potential benefits to the public and the

American economic system.

The American Market of the
Future, by Arno H. Johnson and
others, 1966. 138 p. $4.95. New
York TUniversity Press, New
York.

Three lectures concerned with the
ecomposition and level of consumer de-
mand and its relationship to the Amer-
ican economy in the next decade.

4 i
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Annotated Subject Index, v. I-
VI, 1964-69. Journal of Mariket-
ing Research, v. 6, Nov. 1969:
511-556.

Serves as an abstract to the research
articles published in the journal, some
of which are separately annotated in
this bibliography. The articles are tech-
nieal, and serve as models upon which
scholarly consumer research can be
based. Written primarily from the
marketer’s point of view.

Better Deal for Ghetto Shoppers,
by Frederick D. Sturdivant.
Harvard Business Review, v. 46,
Mar./Apr. 1568: 180-136.
Disheartening study of the Watts riots
where bitterness towards retailers
was apparent. The author urges in-
eentives to ercourage responsible
chain stores to locate in ghetto areas to
help counteract high-cost and un-
scrupulous retailers.

Bibliography on Marketing to
Low-Income Consumers, 1969.
49 p. B5¢ (U.S. Dept. of Com-
merce, cat. no. C41.12: M34-4)
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

An annotated bibliography of tweo
hundred and thirty-six publications.
Business and the Consumer—a
Program for the Seventies, 1970.
14 p. $1.00. Chamber of Com-
merce of the United States, 1615
H 8t., N.W., Washington, D.C.
20006.

An examination of the zmerging con-
sumer movement: the causes behind it,
its future direction, and the role busi-
niess should pay in its future relation-
ships with the Ameriean consumer.
Business—Consumer Relations
Program, n.d 8ix pamphlet
series. Chamber of Commerce of
thef rUnited States, 1615 H St
N.W., Washington, D.C. 20006.
Program developed to aid and encour-

age local Chambers of Commerce. In-
dividual titles are:

8,

Let's Revitalize Business-Consumer Re-
lations, 30 p. §1.50

Model Community Consumer Swurvey,
8p. Free

Consumer conference guides:

Appliances, 14 p. $1.00
Clothing, 17 p. $1.00
Foods, 16 p. $1.00
Credit, 16 p. $1.00

“Business Responds to Consum-
eriesm.” Business Week, Sept. 6,
1969: 24+

The many ramifications of the rela-
tionship between business and the con-
sumer are discussed in depth. Spurred
by fear of customer revolts or . more
protection laws, industry is now of-

fering simpler produets, new warran-
ties and services.

Business Week. Weekly. $12.00.
McGraw-Hill, 380 W. 42 §8t,
New York, N.Y. 10036.

Contains brief but informative articles
about consumer expediture surveys. A
weekly column on “Personal Business”
iz aimed at the upper, middle-income
businessman. Other articies are of oc-
casional interest to consumers.

Comparison of Prices Paid for
Selected Foods in Chainsteres
in High and Low Income Areas
of Six Cities, 1962. 15 p. Free.
Consumer and Marketing Serv-
ice, U.8. Dept. of Agriculture,
Washington, D.C. 20250.

“Data collected during a survey of
prices charged for food items pur-
chased in stores of two chains iIn
each of the six cities showed no identi-
fiable pattern of differences between
sample stores of the same chain op-
erating in high and low income areas.”

Competition for Consumers: a
Study of the Changing Channels
of Distribution, by Christina
Fulop. 1965. 823 p. $8.25. Trans-
lantic Arts, Inc., 565 Fifth Ave.,
New York, N.Y. 10017.

Developments in recent years in Great
Eritain. One section discusses prob-

5
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lems of consumer protection, resale
price maintenance, and trading
stamps.

The Consumer, edited by Gerald
Leinwand, 1970. 190 p. 75¢ (pa-
per) Washington Sgquare Press,
630 Fifth Ave., New York, N.Y.
10020.

One of a series of volumes designed as
text materials for urban schools. A
shocking and informative exposé of
the marketing and selling practices
that are commonplace In modern
America.

Consumer Affairs: Progress in
Sight, by Sidney Margolius.
American Federationist, v. 76,
Sept. 1969: 1-6.

Comprehensive article about what has
gone on in the consumer area during

the 1960°’s and what problems continue
to exist.

Consumer Choice in the Ameri-
can Economy, by Carolyn Shaw
Bell, 1967. 429 p. $9.50. Random
House, New York.

Focuses on welfare economics,  con-
sumer Information, labeling, pricing,
packaging, standards and consumer
credit. Extensive bibliography.
Consumer Interests Drift in
Vacuum as Business Pursues
“Marginal Fleat,” by Stanley E.
Cohen. Adwverlising Age, v. 40,
Mar. 24, 1969: 112 +.

Perceptive analysis of some of the
interactions between th:r consumer, the
government and business.

The Consumer Movement in His-
torical Perspective, by Robert O.
Herrmann, 1970. 32 p. Single
coples free; additional copies 25¢.
College of Agriculture, Dept. of
Agricultural Economics and Ru-
ral Sociology, Pennsylvania State
University, Weaver Bldg.,, Uni-
versity Park, Pa. 16802,

6 1 4;:3.'1 )

A brief discussion of the three eras
of consumer activity: =sarly 1200's;
1930’s; and the 1960’zs. Provides an his-
torieal perspective for the consumer
education teacher.

The Consumer Movement ir the
United States, by Lucy Black
Creighton, 1968. 319 p. Disserta-
tion, unpublished. Harvard Uni-
versity, Cambridge, Mass. 02139,
Available on interlibrary loan. Traces
the history of the consumer movement.
Subtitled: “A study of efforts to pro-
mote the role of consumersz in the
economy.”

The Consumer Price Index.
Monthly., Free. U.3. Dept. of

tics, Washington, D.C. 20210.

“A monthly report on consumsr price
movements including statistical tables
and technical notes.” Issue for Jan.
1971 reports figures for Nov. 1970.

The Consumer Revolution. U. S.
News & World Report, v. 67,
Aug, 25, 1969: 43-46.

“Mrs,  Virginia Knauer . . . tells
what is causing the consumer revolu-
ticn, and explaing her plans for im-
proving products and services thrﬁu_gh
*tell-tags’, and other ideas.” A question
and answer interview.

Consumerism Reaches the Cross-
roads, by Isadore Barmash. The
New York Times, Oct. 5, 1970:
67, col. 4.

Summarizes the present state of the
consumer movement,

Consumerism: the Opportunity
of Marketing, by Peter Drucker,
1969. 12 p. Free. National As-
sociation of Manufacturers, 277
Park Ave., New York, N.Y.
10017. -

A noted business philosopher tells why
he feels the consumer movement
marks a failure in the marketing con-
cept when it should actually create
an opportunity for marketing.
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Consumers’ Capitalism and the
Immutable Laws of Economics,
by Al Lox, edited by E. A. Opitg,
1969. 286 p. $5.95. Charles Hall-
berg and Co., 110 W. Grand Ave.,
Chicago, I1i. 60610.

A book on comparative economic sys-
tems, with implications for the con-
gsumer. The author rejects govern-
ment interference in economic aectivity
and defends his system of “eonsumers’
capitalisr.”

The Consumer’s Freedom to be
Wrong, by E. B. Weiss. Advertis-
ing Age, v. 39, Mar. 4, 1968:
53+.

Excellent discussion of the pros and
cons of consumerism by businessmen.
The position of the consumer is out-
lined clearly by the author.

The Consuming Public, edited by
Grant 8. McClellan, 1968. 219 p.
$3.50. H. W. Wilson Co,, New
York.

Thirty-four articles reprinted from
newspapers and magazines that offer
a spectrum of views on consumer in-
terests. Contents are grouped under
headings: the citizen as consumer, the
role of government as a protector,
Lusiness and consumer protection, con-
sumer concerns and the consumer in-
terest movement. A seven-page bibli-
ography is appended.

Consumption Economics, n Mul-
tidisciplinary Approach, by Mar-
guerite Burk, 1968. 359 p. $10.95.
John Wiley, New York.

Quantitative and technieal presenta-
tion of consumption economics, pre-

senting the micro- and macro-econom-
ics of consumption.

Co-ops on Campus, by Barbara
W. Newell. Nation, v. 209, Dec.
8 1969: 635-636.

Subtitle: “The militant consumers.”
The developing consumer movement on
campus, due in large part to older
students with families confronted
with rising costs. s

The Corporate Deaf Ear, by E.
B. Weiss. Business Horizons, v.
11, Dec. 1968: 5-6.

The auther believes that there will be
more governmernt legislation in the
future if large corporations do not
develop effective channels of ecommuni-
cation with the growing number of
sophisticated consumers.

Crusader Widens Range of His
Ire. Business Week, no. 2056,
Jan. 25, 1969: 128+.

Interesting biographieal sketch of
Ralph Nader and his new tarpets:

federal agencies and law firms. Of in-
terest to some teenagers.

The Customer—Business Part-
nership, by Frank E. McLaugh-
lin. Food, Drug, Cosmetic Law
Journal, v. 25, Dec. 1270: 519-
524.

Reviews the changing nature of the
relationship between business and its
customers. The author is Director for

Industry Relations of the Office of
Consumer Affairs.

Do the Poor Pay More? by
Charles S. Goodman. Jowrnal of
Marketing, v. 32, Jan. 1968: 18—
What kind of stores do the poor pa-
tronize and why? How well do they
perceive differences among stores?
These are some of the questions
answered from a survey conducted in
a Philadelphia redevelopment area.

Economic Report of the Presi-
dent: together with the annual
report of the Council of Eco-
nomie Advisers, 1969. 332 Dp.
$1.50 (ecat. no. PR36.9:989) Supt.
of Documents, GPO, Washington,
D.C. 20402.

A compendium of past, present and

future economic_ policy. On page
twenty-six the President states I
hope that this Congress will go down
in history as the consumer-conscious

Congress.”
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Economics of Food Retailing, by
Daniel I. Padberg, 1968. 292 p.
$9.00. Cornell University Press,
Ithaca, New York.

A text prepared for a correspondence
course for supermarket managers and
food industry executives. It provides
consumer economists with a wuseful
overview of the organization of food

retailing, competitive behavior and the
overall performance of the industry.

Fact Booklets. 1971. 15¢ (or 8
for $1.00). Council of Better
Business Bureaus, Inec., 1101 17th
St.,, N.W., Washington, D.C.
20036.

A series of pamphlets exp]ammg or
commenting on various subjects of in-
terest to consumers. Sample titles an-
notated elsewhere in this bibliography.

Farm te Factory, by Gilhert C.
Fite, 1965. 288 p. $6.00. Univer-
sity of Missouri Press, Columbia,
Mo.

Detailed accounts of its activities and
the kinds of challenges that face the
modern large-scale cooperative. In-

cludes labor-management relations,
and expansion into newer areas.

Five Myths of Consumerism, by
Dallag Smythe. Nation, v. 208
Jan. 20, 1969: 22--84.

“Consumption is the goal of life” and
“the consumer is king’’ are two of the
five myths of the “buy something”
society in which we live. Of irlerest
to some teenagers.

Fortune. Published 14 times a
year. $14,5QO, $2.00 per copy.
Fortune Magazine, Time and
Life Building, Rockefeller Cen-
ter, New York, N.Y. 10020.

Cominents on consumer qpendmg and
trends appear occasionglly in the
“Busineszs Roundup Column.” Long

articles on individual industries and
companies are useful to investors.

® RS 6

Growing Consumer Upheaval
Seen Aspect of Fasi Changing
Society, by Stanley E. Cohen.
Advertising Age, v. 40, Dec. 8§,
1969: 20.

An analysis of the changes taking

place in the modern “econsumerism?”
movement,

A Guide to Consumerism, by
George S. Day and David A.
Aahen, Journal of Marketing, v.
34, July 1970: 12-19.

Heavily documented discussion of how

consumerism_evolved and where the
movement iz headed.

Handbook of Modern Marketing,
edited by Victor Buell and Carl
Heyel, 1970. unpaged. $27.50.
MceGraw-Hill, New York.

A monumental compilation of market-
ing information. Of special interest
to consumer spemahsts' Section 14,
“Customer Services” Section 1'7,

“Ethical and legal aspects of mar-
keting”.

Harassment Laid fo Consumer-
ism, by Peter Millones. The New
York Times, Feb. 18, 1970: 1,
col. 5.

An account of a rebuke to cocnsumer
activists given by Woodrow Wirsig,

president of the Better Business Bu-
reau of Metropolitan New York, Ine.

How to Organize a Co-op, 1969,
53. p. Free. Office of Economic
Opportunity, 1200 19th 8t,,
N.W., Washington, D.C. 20506.

“Moving szhead together” describes the
purposes and organization of a _co-
operative. Very simply written. Pre-
pared by: the Cooperative League of

the TJ7.8.A. and the Office of Economic
Opportunity.

Income in 1969 of Families and
Persons in the United States,
1970. 136 p. $1.256 (Consumer
income current population re-
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ports, Series P-60, No. 75, cat.
no. (38.185:P60/75). Supt. of
Documents, GPO, Washington,
D.C. 20402.

Eighteen pages of desecriptive material
followed by one hundred and eighteen

pages_of a variety of tables on per-
sohal income.

Journal of Marketing. Quarterly.
$10.00. The American Marketing
Association, 230 Michigan Ave.,
Chicago, Il1l. 60601.

Official publieation of the American
Marketing Association. Emphasis is
on the marketer’s point of view. Al-
most every issue, however, contains
articles of interest to consumer econ-
omists.

Kiplinger Washington Letter.
Weekly. $24.00. Kiplinger Wash-
ington Editors, 1729 H St. N.W.,
Waghington, D.C. 20006.

A report to business men, taxpayers,
and consumers on trends and develop-

ments affecting finance, jobs, and eco-
nomie conditions.

Let’s Revitalize Business-Con-
sumer Relations, 1969. 32 Dp.
$1.50, Chamber of Commerce of
the United States, 1615 H Street,
N.W., Washington, D.C. 20006.

Explains for the twenty-seven hun-
dred local chambers of commerce the
mechanics of setting up a business-
consumer dialogue st the lecal level.
Quantity prices available.

Let’s Take the Politics out of
Consumerism, by Arthur C. Fatt.
Nation's Business, v. 57, Jan.
1969 : 82-86.

The author claims that government
bureaucracy, mainly for political rea-
sons, is championing the consumer
eause without understanding the con-
sumer’s real needs or the purposes of
the American econoriic system. Steps
are outlined to remedy this situation.

The Making of Economic Society,
by Robert Heilbroner, 2d ed.,
1962. 241 p. $6.75. Prentice-Hall,
Englewood Cliffs, N.J.

An exploration of ‘‘economics of the
past, bringing the reader through eco-
nomic evolution of the Roman slave
system, medieval feudalism, and the
industrial revelution to the present-
day market system.” Current economic
problems and the role of planning for
the future are included.

Market Restraints in the Retail
Drug Industry, by F. Marion
Fletcher, 1967. 444 p. $10.00. Uni-
versity of Pennsylvania Press,
Philadelphia.

Examination of the ways govern-
mental regulations and occupational
licensing obstruct free market com-
petition in the retail sale of drugs.
Instead of focusing on the price-fixing
and market-controlling activities of
the large drug manufacturers, this
study emphasizes the activities of
smail companies and pharmacists.

Marketing Information Guide.
Monthly. $4.50 (cat. no. Cc41.11:)
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

A publication of the U.S. Department
of Commerce, Business and Defense
Services Administration, Marketing
Division. Contains an annotated bib-
liography of current government and
non-government materials. Of interest
to those concerned with the gale or
purchase of industrial and consumer
produets, bhusiness or personal serv-
ices.

The Marketing Story, 1968. 48 p.
30¢ (cat. no. C1.2:M34/4). Supt.
of Documents, GPO, Washing-
ton, D.C. 20402.

The marketing functions of the Amer-
jean economy are explained in lay-
man’s language. A valuable list of
bibliographical references is included,
primarily on marketing but some
consumer source materials are inecluded.

Markets of the Seventies, by the
editors of Fortune, 1968. 118 p.
$3.95. Viking Press, New York.
o 9
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This collection of articles from For-
tune provides a look forward to the
unwinding American economy of the
1970°s.

Masz Consumption Society, by
George Katona, 1964. 3843 p.
$8.50. MceGraw-Hill, New York.

A plea for the revision of many aec-
capted economic theories based on
three emerging characteristies of mod-
ern society: affluence of the many,

consum«r power, dependence on con-
sumer motivation.

The Merchant and the Poor, by
Marion O. Boner, 1970. 5 p.
$1.50 (Exchange Bibliography
129) Council of Planning Librar-
ians, P. 0. Box 229, Monticello,
Ill. 61856.

Selective bibliography on consumer

credit and consumer protection, as
they apply to low-income groups.

Monopoly, by Joseph C. Goulden,
1968. 350 p. $5.95. Putnam’s,
New 7York. Also available in
paperback: 95¢ Pocket Books. 1
W. 39th 8t., New York, N.Y.
10018,

A critical survey of the operations of
the American Telephone and Tele-
graph Company.

Monthly Labor Review. Monthly.
$9.00 (eat. no. L2.6) Supt. of
Documents, GPQO, Washington,
D.C. 20402.

The medium through which the De-
partment of Labor releases many arti-
cles of interest to consumer specialists,
including information on consumer

costs, budgets, and labor develop-
ments.

NFCU 1970 Consumer Annual,
1970. 84 p. Free. Navy Federal
Credit Unicn, 8th and M Strests,
8.E., Washington, D.C. 20360.

Containg fourteen articles of general
consumer interest.

10

The New Age of Consumerist
Columnists. Sales Management,
v. 104, Feb. 15, 1970: 42+.

A brief but interesting discussion_ of

the increasing number of journalists
writing consumer ecolumns.

The New Indusirial State, by
John Kenneth Galbraith, 1967.
427 p. 0. P. Houghton Mifflin,

Boston.

Well-known examination of the role
of industry, the state, and the indi-
vidual. A new economiec order ig de-
scribed where great corporate com-
plexes carry on a_special kind of
planning to insure their continued po-
sitions of dominance.

The 01d Country Store, by Ger-
ald Carson, 1965, 3830 p. $1.85
(paper) E. P. Dutton, 291 Park
Ave., South, New York, N.Y.
10003.

An entertaining and informative his-
tory of the general store in America,

Over the Counter and on the
Shelf, by Laurence Ayres John-
son, 1961. 140 p. $10.00. Tuttle,
Rutland. Vt.

“Country storsgkeeping in America,

1620-1920.” An exercise in econsumer
nostalgia,

Politics of the Consumer, by L.
Tivey. Political Quarterly, v. 39,
Apr. 1968: 181-194.

A Brltlsh view of the role of con-

sumers’ pressure groups and their fu-
ture prospects.

Reaching the Consumer through
the Creative Home Economist, by
Betty McDermott. Forecast for
Home Feconomies, v. 18, Nov.
1967: F33.

How the home economist can assist

manufacturers, retailers, and adver-
tizers to reach their customers, im-
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prove their sales, and provide better
procducts.

Margaret Miller, 1965. 254 p.
$6.25; $1.95 (paper) Transat-
lantic, New York.

Fxamines the ways in which consumer
demands are reshaping the Soviet
economy and changing the living
standards of the Russian people.

Shoplifting, the Pinch that
Hurts. Business Week, June 27,
1970: 72-78.

Surveys the fastest growing larceny
in the nation—shoplifting, a billion
dollar @ vear bill charged to the honest
consumer.

The Significance of Consumer-
jsm, by Milan D. Smith, 1967.
21 p. Free. National Canners As-
sociation, 1133 20th St., N.W,,
Washington, D.C. 20036.

Abstract of an address presented at
the Mid-western Canners Sales Con-
ference. Presents the canners’ side in
the conflict over the growing aspect
of “consumerism’” in the marketplace.

Take in a New Partner—the
Consamer, by William G. Kaye.
Nation’s Business, v. 58, Feb.
1970: 54-b7.

The former execiutive director of the
Prezident’s Committee on Consumer
Interests comments on ways in which
business could improve its relations
with consumers.

Consumer

Anticipations and Purchases, by
¥. Thomas Juster, 1964. 303 p.
O. P. National Bureau of Eco-
nomic Research, 261 Madison
Ave., New York, N.Y. 10016.

Conelusion of an investigation of con-

sumer purchasing behavior initiated
in 1957. Data obtained from a sample

Toward Balanced Growth: Quan-
tity with Quality, July 4, 1970.
228 p. $1.60 (cat. no. PR 37.8:N
21g 1R 29/970) Supt. of Docu-
ments, GPO, Washington, D.C.
20402.

Surveys the objectives of the Amer-
ican way of life. Chapter 7, p. 135-149
entitled: “Consumerism.”

U.S. Consumer. Biweekly. $7.50.
gtudent rate: 25 copies or more
for 8 months at $2.70 per sub-
seription. Group rate: 2 to 49
subscriptions at $5.50 each, 50—
99 at $4.50 each, 100 or more at
$3.75 each. All subseriptions
payable in advance. Consumer
News, Inc., 813 National Press
Building, ‘Washington, D.C.
20004.

A newsletter specializing in news
about brand-name products, safety
hazards and other consumer informa-
tion. Of interest to some teenagers.

The Waste Makers, by Vance
Packard, 1960. 840 p. $6.50.
David McKay, New York. Also
available in paperback: 95¢.
Pocket Books, 1 W. 39th St,
New York, N.Y. 10018,

Attacks “planned obsoleseence” in in-
dustry, a practice which causes the
consumer to waste untold sums of
money on repairs and replacements.
Suggests ways_ of combating this un-
fortunate trend in Ameriean business.
Of interest to some teenagers.

Behavior

of 20,000 families, member-subscribers
to Consumers Union. )
Aspirations and Affluence, by
George Katona, Burkhard Stum-
pel, and Ernest Lahn, 1971. 239
p. $12.95. McGraw-Hill, New
York.
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“Comparative studies in the TUnited
States and Western Europe” which
survey the interaetion between man
and his economic environment.

Blue-Collar World, by Arthur B.
Shostak and William Gomberg,
1964. 622 p. $8.95. Prentice-Hall,
Englewood Cliffs, N.J.

Studies of the American worker as
parent and provider, community mem-
ber, moral and religious being, partici-
pant in physical and mental health
experiences, and user and abuser of
leisure time, unemployment and re-
tirement.

The Child Consumer: a New
Market, by James U. McNeal.
Journal of Retailing, v. 45, sum-
mer 1969: 15-22.

_An analyses of the marketer’s process

of “growing customers for future
use.” The author warns that market-
erg must take care not to offend pa-
rents.

Competition and Human Be-
havior, by Chester R. Wasson
and others, 1968. 173 p.
$2.95 (paper) Appleton-Century-
Croft, New York.

Summarizes the human element in
consumer decisions and considers the

consumer in relation to the major
prineiples of the behavioral sciences.

A Computer Controlled Experi-
ment in Consumer Behavior, by
G. David Hughes and Philippe
A. Naert. Journal of Business,
v. 48, July 1970: 354--872,

Author concludes that there is con-
siderable potential for the application
of the techniques of a computer con-

trolled experiment to consumer be-
havior.

Consulaer Attitudes toward
Auto [nsurance, 1970. 132 bp.
Free. Allstate Insurance Co.,
Northbrook, Ill. 60062.

| S

Reports on twe national studies of
consumer attitudes toward automobile
accidents and automobile insurance.
The studies were sponsored by four
major insurance companies,

Consumer Behavior, by James F.
Engel and others, 1968. 652 p.
$13.50. Holt, Rinehart and Win-
ston, New York.

Comprehensive analysis of consumer
motivation and behavior. Three areas
are stressed: critical analyses of rele-
vant evidence; generalizations drawn
from the evidence; and pinpointing of
areas in which research is needed.

Consumer Behavior: an Inte-
grated Framework, by C. Glenn
Walters and Gordon W. Paul,
1970. 548 p. $15.85. Richard D.
Irwin, Homewood, Ill.

Intended as a basic undergraduate

text on consumer behavior, but of in-
terest to the general reader.

Consumer Behavior and Market-
ing Management, by Ja’mesili,
Myers and William R. Reynolds,
1967. 336 p. $4.25 (paper)
Houghton Mifflin, Boston.

A survey of consumer motivations and
buying behavior as these are related
to marketing, Will be of interest to
the general reader as well as the stu-
dggtg Extensive bibliography: p. 815-
330.

Consumer Behavior and the Be-
havioral Sciences, by Steuart
Henderson Britt, 1966. 592 p.
$11.95. John Wiley, New York.
Three hundred and forty-eight selee-
tions from two hundred and sixty-
nine authors coneerned with varying
aspects of consumer behavior.

Consumer Behavior; Contempor-
ary Research in Action, edited by
Robert J. Holloway and others,
1971. 458 p. $5.95 (paper)
Houghton Mifflin, Boston.

PO
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“This volume reflects the editors’ be-
lief that it is time for this vital area
of marketing to move to the next
stage of its development, that is, that
a research emphasis be introduced into
the study of consumer behavior.”
Preface.

Consumer Behavior: Learning
Models of Purchasing, by George
H. Haines, Jr., 1969. 216 p. $7.95.
Free Press, New York.

Digeussion and analysis of contempo-
rary theories. Technieal in approach
and advanced in subject matter. De-

signed for management scientists,
marketing specialists, and economists.

Consumer Behavior of Children
and Teenagers, by Robert 0.
Herrmann, 1969. 160 p. $5.00.
American Marketing Associa-
tion, Central Services Offices,
230 North Michigan Ave., Chi-
cago, 111. 60601.

A selective bicliography of research
done from 1955 to 1970. Entries are
arranged into twenty-one categories.

Consumer Choice Behavior: an
Experimental Approach, by
Flemming Hansen. Journal of
Marketing Research, v. 6, Nov.
1969 : 436-443.

A scholarly analysis of the process of
consumer choice and predicting con-
sumer hehavior. Includes a deserip-
tion of experiments and a twenty-five
item bibliography.

Consumer Demand in the United
States, by H. S. Houthakker and
Lester D. Taylor, 1970. 321 b.
$10.00. Harvard University
Press, Cambridge, Mass.

Comprehensive study of the composi-
tion and magnitude of consumer ex-
penditures in the United States, with
a%)plications to other countries. In-
cludes analyses for 1929-64 for over
80 commodities, projections of the de-
mand for each in 1970 and 1975, and a
detailed investigation of total con-
sumption and savings patterns.

Copsumer Markets in Mid-1970.
Federal Reserve Bulletin, V. 56,
July 1970: 555-563.

Study of consumer spending and sav-
ing patterns through mid-1970.
Consumer Patterns and Market-
ing Patterns in Low-Income
Neighborhoods, by Robert J. Hal-
loway and Richard N. Cardoza,
1969. 62 p. $2.00. University of
Minnesota, Graduate School of
Business Administration, Divi-
gion of Research, Minneapolis,
Minn. 55455.

“An exploratory study,” includes gen-
eral data, retail strategy, and con-
sumer aspirations.

Consumer Response to Income
Increases, by George Katona and
Eva Mueller, 1968. 244 p. $6.75;
$2.95 (paper). Brookings Insti-
tution, Washington, D.C.

A report of a series of interviews

. designed to measure responses of con-

sumers to increages in income during
1964-65. The purpose was to measure
the responses to the tax cut of 1964
as well as to the inereases in income
before the tax cat.

Consumer Search, Role Enact-
ment and Market Efficiency, by
Louis P. Bucklin. Journal of
Business, v. 42, Oct. 1969: 416—
438. '

A study and analysis of comparison

shopping, particularly as it applies to
foods.

Consumerism: a Perspective for
Business, by David W. Cravens
and Gerald E. Hills. Business
Horizons, v. 18, Aug. 1970: 21~
28.

Business firms should understand con-
sumer behavior through appropriate
research, suitable marketing strategy,
involvement in consumer affairs, and
greater awareness in the ranks of top
management. B

13




Consumerism: the Mood Turns
Mean. Sales Management, v. 103,
July 15, 1969: 27-41.

Summation of the problems facing the
consumer, his growing activities and
continued resistance to anti-consumer
forces.

Current Population Reports. Ir-
regular. $8.50 per yr. (price in-
cludes eight series) (cat. no. C
3.186:P[Series no]). Supt. of
Documents, GPO, Washington,
D.C. 20402.

Taken together this series contains a
wealth of statistical information on
consumer behavior and predictions of
consumer trends. It is widely avail-
able in public and academic libraries.
Series P-60 and P-65 are of particular
interest to students of consumer af-
fairs.

Current Problems in Consumer
Behavior Research, by David T.
Kollat and others. Journal of
Marketing Research, v. T, Aug.
1970: 327-332,

Supplements other critical evaluations
of consumer research by discussing
several issues and problems that im-
pede the development of a consumer

behavior research tradition. Includes
eighty-seven references.

Determinant Buying Attitudes,
by James H., Myers and Mark I.
Alpert. Journal of Marketing, v.
32, Oct. 1968: 13-20.

The meaning and measurement of at-
titudes which determine buying be-
havior.

Dimensions of Consumer Behav-
ior, edited by James U. McNeal,
2d ed., 1969. 446 p. $4.50 (paper)
Appleton-Century-Crofts, New
York.

A selection of readings emphasizing
the psychological and sociological as-

pects of consumer behavior and re-
search techniques.

A Dissonance Approach to Re-
peat Purchasing Behavior, by
Robert Mittelstaedt. Journal of
Marketing Research, v. 6, Nov.
1969: 444 4486,

Discusses the nature of the dependent
variable in dissonance studies. An ex-
periment in consumer choice iz de-
seribed.

Don’t Sell the Buyer Shor!:,
[interview with] John A. Howard.
Nation’s Business, v. 58, Aug.
1970: 34-85.

An evaluation of consumer informa-
tion intake as observed in three prod-

act surveys. Professor Howard has a
high opinion of consumer intelligence.

Economic Behavior of the Afflu-
ent, by Robin Barlow and others,.
1966. 285 p. $6.95. Brookings In-
stitution, Washington, D.C.

This study is based on the results of a
survey conducted in 1964, coneerning
the working and investment behavior
of individuals with yearly incomes of
$10,000 or more.

Expenditure Patterns of the
American Family, edited by
Fabian Linden, 1965. 175 p. $25.00
(35.00 educator’s rate). National
Industrial Conference Board, 845
Third Ave., New York, N.Y.
100622,

Based on special tabulations of data
from the Bureau of Labor Statisties’
Burvey of Consumer Expenditures,
1960-61. The volume Iincludes 145
pages of statisties and the remainder
consists of explanatory information.

Forgoiten Generation. Forbes,
v. 103, Jan. 15, 1969: 22—24 -+,

The over 65 market.

Handbook of Consumer Motiva-
tion, by Ernest Dichter, 1964.
486 p. $12.95. McGraw-Hill, New
York.
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The likes and dislikes of human beings
whether they concern concrete objects
or the world of ideas are explained.
Dichter's studies iIn motivational re-
search helped stimulate Vance Pack-

ard to write The Hidden Persuaders.

The Hidden Persuaders, by
Vance Packard, 1957, 275 p.
$7.50. David McKay, New York.
Also available in paperback: 95¢
(cat. no. 77162) Pocket Books, 1
W. 39th St., New York, N.Y.
10019.

An investigation of the subtle methods
of motivational research. Dated, but
atill a basic work in the field.

Household Decision-Making, ed-
ited by Nelson N. Foote, 1961.
349 p. $8.50
havior, v. 4) New York Univer-
sity Press, New York.

Papers and
ference held at the University of
Michigan in the fall of 1958 on vari-
ous aspects of consumer behavior by
sociologists, psychologists, economists,
market researchers, and other social
scientists.

and discussions from a con-

How to Predict What People Will
Buy, by Louis Cheskin, edited by
Van Allen Bradley, 1957. 241 p.
$6.95. Liveright, New York.

By a trained psychologist who has
specialized in color as a device for in-
creasing sales. The author tells of
many products whose sales increased
because of a change in package de-
sign and color.

Information and Consumer Be-
havior, by P. Nelson. Journal of
Political Economy, v. 78, Mar.
1970: 311-329.

Limitations of consumer information
about quality have profound effects
upon the market structure of consumer
goods. Consumer behavior iz also rele-
vant to the determination of monopoly
power in consumer industries.

(Consumer be-

The Intelligent Buyer and the
Telltale Seller, by Dexter Mas-
ters, 1966, 252 p. $5.95. Knopf,
New York.

A discussion of the fhard sell” com-
mercialism of today- :

Money and the Young Wage
Earner, 1967. 32 p. Free. Na-
tional Association of Bank Wo-
men, Inc., 60 E. 42nd St., New
York, N.Y. 10017.

Reports on a_survey made to deter-

mine the attitudes of young people
toward money and finance.

A Multidisciplinary Analysis of
Children’s Food Consumption
Behavior, by Lois A. Lund and
Marguerite C. Burk, 1969. 221 p.
$2.00. Technical Bulletin No. 265,
Bulletin TRoom, University of
Minnescta, Agricultural Ex-
periment Station, §t. Paul, Minn.
55101.

Appraisal of children’s food consump-
tion characteristics.

On Knowing the Consumer, by
Joseph W. Newman, 19668, 248
p. $9.50. John Wiley, New York.

The result of a Consumer Behavior
Symposium held by the Stanford Uni-
versity Graduate School of Business.
Covers buying decisions, consumer-
product relationships, market segmen-
tation, and influences on consumer
choice. Emphasizes the marketing ap-
proach. .

Perspectives in Consumer Be-
havior, by Harold H. Kassarjian
and Thomas S. Robertson, 1968.
568 p. O. P. Scott, Foresman,

Clearview, Ill

An overview of some of the basic
thinking on consumer behavior. Pre-
sents a comprehensive set of readings
together with a text.
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Psychologicai Approaches to the
Study of Saving, by Folke Clander
and Carl-Magnus Seipel, 1970.
114 p. $3.50; $2.50 (paper) Bu-
reau of Economic and Business
Research, 408 David Kinley Hall,
University of Illinois, Urbana,
I1l. 61801.

Presentz researchers in psychology,
economics and allied fields with a syn-
thesis of previous scholarship on the
psychologieal aspects of saving. Two
hundred and ninety references are
cited. Based on a monograph pub-
lished in 1967 by the FEconomic Re-

search Institute, Stockholm Sechool of
Economies.

The Psychology of Consumer Be-
havior, by Rom J. Markin, 1969,
253 p. $5.25 (text ed.). Prentice-
Hall, Englewood Cliffs, N.J.

Emphasizes that consumer behavior
has its roots in socio-psychologieal
phenomena. The theme of the book

eenters around a concept of existential
behavior.

The Psychology of Pricing, by
Benson P. Shapiro. Harvard
Business Review, v. 46, July/
Aug. 1968: 14-16+.

A. storehouse of valuable information
for retailers, manufacturers and con-
sumers who want to know more about

pricing. Footnotes contain numerous
additional sources.

Research in Consumer Behavior,
by James F. Engel and others,
1970. 688 p. $10.95; $6.95 (pa-
per) Holt, Rinehart an¢ Wins-
ton, New York.

A selection of articles drawn from
the literature of the various hehav-

ioral sciences. All are related to the
study of consumer behavior.

Risk Taking and Information
Handling in Consumer Behavior,
edited by Donald F. Cox, 1967.
667 p. $10.00. Division of Re-

16 24 .

Soldiers Field, Boston, Mass.
02163,

A selection of papers which focuses
on the perception of risk by consumers
and the way in which consumers sc-
quire and process information in order
to deal with these risks.

*70°’s Consumer May Spur Status
of Consumption Everett Warns,
by John R. Everett. Advertising

Emphasizes that consumers will expect
more from corporate giants, and that
they will, at the same time, grow less
prong to revere luxury and less en-
chanted with accumulating “things”.

Shoppers’ Movements Outside
Their Local Retail Area, by Rob-
ert O. Herrmann and Leland L.
Beik. Journal of Marketing, v. 32,
Oct. 1968: 45-51.

An investigation of people who shop
out of town, why and what they buy.
The results zuggest that concern about
local prices was not an important
motivator, but that the desire to ex-
amine a large and varied selection of
fashion merchandise was.

Shopping Center Versus Down-
town, by Christen Tonnes Jonas-
sen, 1955. 170 p. O. P. Bureau of
Business Research, Ohio State
University, 1775 South College
Road, Columbus, Ohio 43210,
Motivation research on shopping hab-
its and attitudes in three widely sep-
arated and diverse cities: Seattle,
Washington; Houston, Texas; and
Columbus, Ohio.

Some Insights intoe Reasonable
Grocery Shopping Strategies, by
James M. Carman. Journal of
Marketing, v. 88, Oct. 1969: 69-
72.

Statistical presentation of a study to

show whether “shopping around” re-
sulted in lower prices being paid.

=]



The Spenders, by Steuart Hen-
derson Britt, 1960. 298 p. $7.95.
McGraw-Hill, New York.
““Where and why your money goes.”
A carefully written defense of the
American gystem of marketing.
The Strategy of Desire, by Ern-
est Dichter, 1960. 814 p. O. P.
Doubleday, Garden City, New
York.
An intriguing re ly to the guestions
raised by Vance Packard’s The Hidden
Persuaders about the value and justi-
fication of the science of motivation.
Ernest Dichter has been ecalled the
“father of motivational research.”
Survey of Changes in Family
na 1968. 321 p. $1.00.
Publications Services, Division
of Administrative Services, Fed-
eral Reserve Bank, Washington,
D.C. 205561.
A discussion of savings-distribution
as related to income and age; deter-
minents of total savings; and compo-
sition of savings. Questionnaires and
statistical tables are included.
Theory of Buyer Behavior, by
John A. Howard and Jagdish N.
Sheth, 1969. 458 p. $5.95. John
Wiley, New York.
Provides a theoretical structure for

the buyer behavior specialist and the
basic scientist in their approaches to

the problems of purchase behavior.

The $30 Billion Negro, by Gib-
son D. Parke, 1969. 311 p. $6.95.
Macmillan, New York.

A journalistic analysis of the Amer-
ican Negro market. Part I: “Under-
standing the Negro Consumer”; Part
II: “Planning for the Negro market”;
Part III: “Developing the market.”
Understanding Consumer Behav-
ior, edited by Martin M. Grossack,
1966. 339 p. $6.50. Christopher
Publishing House, 53 Billings Rd,,
North Quincy, Mass. 02171.

A szelection of papers on the poten-
tialities and limitations of consumer
research as performed by soclal seien-
tists. Topics include aceeptance of new
products, measuring_ of TV commer-
cials, household decision making and
new product innovation.

Why Pecople Buy, by Louis Ches-
kin, 1959. 319 p. $6.95. Liveright,
New York.

Sub-title: “Motivation regearch and
its successful applications.” Basic re-
gsearch inte why people buy. Emphasis
is on color and shape of product. Con-
trolled tests were used to_ determine
why people selected a certain product.

INTERNAL
INFLUENCES

Brand Assortment and Consumer
Brand Choice, by Eli Seggev.
Jowrnal of Marketing, v. 84, Oct.
1970: 18-24.

How do consumers select brands? The
suthor reports on a study in which a
new spproach to brand choice behav-
jor was tested and shows how it ecan
improve understanding of consumers’
decision procesanes.

Buyer Attitudes and Brand
Choice Behavior, by George S.
Day, 1970. 219 p. $7.95. Free
Press, New York.

Develops a theory of the attitude-be-
havior relationship, and incorporates
this theory into an interpretive model

to appraise the influence of environ-
ment on the brand choice decision.

Consuiner Image and Attitude,
by Joim G. Myers, 1968. 167 p.
$2.00 (paper) Institute of Busi-
ness and FEconomic Research,
University of California, Berke-
ley, Calif. 90024.

Succinet monograph on the concepts

of consumer attitudes in marketing
and behavioral seience literature.

Aruitoxt provided by Eic:
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Consumer Self-concept, Symbol-
ism and Market Behavior, by
Edward 1. Grubb and Harriet
L. Grathwohl. Jowrnal of Mar-
keting, v. 31, Oct. 1967: 22-27.
Considers the relationship between the
psychologieal characteristics of a con-
sumer and his purchase behavior. The
authors establish a theoretical founda-
tion for a model of eonsumer behavior
based upon an individua.'s self-concep t
and the symbolic value of the good
he buys.

Household Correlates of ‘Brand
Loyalty’ for Grocery Products,
by Ronald E. Frank and others.
Journal of Business, v. 41, Apr.
1968: 237245,

Primarily written for those in market-
ing, this article will also be of interest
to anyone concerned with econsumer

brand loyalties. Footnotes include nu-
merous other sources.

Interproduet Household Loyalty
to Brands, by Yoram Wind and
Ronald E. Frank. Journal of
Marketing Research, v. 6, Nov.
1969 : 434-435.

A study of brand loyalty patterns in

brand loyalt;r prone households. A
technieal presentation.

Judging Quality by Price, Snob
Appeal and the New Coﬁsumer

others, 1966. 18 p. $3.00; Clear-
inghouse for Federal, Scientific
and Technical Information,
Springfield, Va. 22151.

Highly technical and mathematiecally

oriented study of the theory of de-
mand. Designed for the specialist,

Purchasing Behavior and Per-
sonal Attributes, by William F.
Massy and others, 1968. 174 p
0. P. University of Pennsylvania
Press, Philadelphia.

18 28

W

The relation of household, sccio-eco-
nomie and personality charaﬁtemstlcs to
brand-name grocery purchases are
here examined with psychological, eco-
nometric and statistical techniques.
The author found that personality
factors and socio-economic characteris-
ties provide only a limited explanation
of variations in purchasing behavior,

Secrets of Markeiing Success,
by Louis Cheskin, 1967. 278 p.
$5.756 Trident Press, send orders
to Simon and Schuster, New
York.

One of the most successful “motiva-
tional researchers” presents his views

on the science and art of persuasive
selling.,

Socrial Class and Income as Indi-
cators of Consumer Credit Be-
havior, by John W. Slocum, Jr.
and H. Lee Mathews. Jowrnal of
Marketing, v. 84, Apr., 1970:
69-74.

Baszed on questionnaires mailed to a
random sampling of commercial credit

card holders in a large eastern metro-
politan area.

Social Class and Life Cycle as
Predictors of Shopping Behavior,
by Stuart U. Rich and Subhash
C. Jain. Journal of Marketing
Research, v. 5, Feb. 1968: 41-49.
Concerned with applications of econ-
cepts of social class and life eyele to
consumer behavior for the purpose of

segmenting the market. Contains a
twenty-nine item bibliography.

The Status Seekers, by Vance
Packard, 1959. 876 p. $7.95
David McKay, New York. Also
available in paperback: 954.
Pocket Books, 1 W. 39th St,
New York, N.Y. 10019.

“An exploration of eclass behavior in
Amerieca and the hidden barriers that

affect you, your community, your fu-
ture.”



Image Congruence on Consumer
Choice, by Al E. Birdwell. Jour-
nal of Business, v. 41, Jan.
1968: 76-83. .

A statistical survey of why people buy
the cars they do. Twenty-two concepts
were measured, inecluding sophistica-
tion, reliability, safety, excitement.

A Study of the Influence of

EXTERNAL
INFLUENCES
Advertising
Advertising Age. Weekly. $6.00.
Advertising Age, 740 North

Rush St., Chicago, I1l. 60611.
A trade journal serving the Ameri-
can advertising industry. Carries

frequent articles on consumer inter-
ests.

Advertising and Competition, by
Jules Backman, 1967. 239 bp.
$5.95. New York University
Press, New York.

Results of a study commissioned by
the Association of National Advertis-
ers. Author concludes that advertis-
ing promotes competition and that ad-

vartising does not increase the cost
of goods and services advertised.

Advertising and Your Life, by
Richard P. Frisbie, 1969. 41 p.
504. Claretian Publications, 221
W. Madison St., Chicago, Il
60606

Discusses the defects of advertising

as a medium of information in mod-
ern American society.

Advertising in America, by Ray-
mond A. Bauer and Stephen A.
Greyser, 1968. 474 p. §9.00;
$5.00 (paper) Harvard Business
School, Soldiers Field, Boston,
Mass. 02163,

A study of Americans’ attitudes toward
advertising based on a nationwide sur-
vey of consuiners.

Advertising: Its Cultural and
Political Effects, by Giancarlo
Buzzi, 1968. 147 p. $5.50. Uni-
versity of Minnescta Press, Min-
neapolis.

The author probes deeply into the

political, soeinl and_cultural questions

raised by advertising, and presents

jdeas which are unorthodox, challeng-
ing and sometimes paradoxical. Pub-
lished in Italy in 1963 under the title
La Tigre Domestica,

Bait Advertising, n.d. 6 p. Free.
Council of Better Business Bu-
reaus, 1101 17th 3t.,, N.W., Wash-
ington, D.C. 20036.

Comments on the practice of advertis-
ing a product or service solely to at-
tract consumers who can then be
“switched” to a more expensive item.
Available in guantity, $4.00 per 100;
$30.00 per 1,000,

Consumer Response to Various
Levels of Advertising for Fluid
Milk, 1967. 12 p. 75¢ (cat. no.
A 1.82:805) Supt. of Documents,
GPO, Washington, D.C. 20402.

A Critique of Consumerism, by
E. B. Weiss, 1967. 28 p. $1.00.
Doyle Dane Bernbach, Inec., 20
‘W. 43rd St., New York, N.Y.
10086. (Single copies free to
business executives or educa-
tional organizations.)

Critique stressing the importance of
the effect of consumerism on advertis-

ing. The author is vice-president of a
large advertising company-

Due to Circumstances beyond
Our Control, by Fred W.
Friendly, 1967. 325 p. $8.95.
Random House, New York.
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“Because televizion can make so much
money doing its worst it cannot afford
to do itg best.” This paradox summar-
izes the dilemma of commercial tele-
vision today.

Ethics for Today, by Harold
Hooper Titus and Morris Kee-
ton, 4th ed., 1966. 573 p. $87.50
(text ed.) American Book Co,,
New York.

A leading texthook on ethies, Chapter
19 deals with “Ethies and the Mass
Media.”

The Federal Trade Commission
and the Regulation of Advertis-
ing in the Consumer Interest, by
Dorothy Cohen. Journal of Mar-
keting, v. 33, Jan. 1969: 40-44.
Points out that knowledge of the be-
havior patterns of low-ineome groups
woulld assist the PTC in performing
its advertising regulatory function
more effectively.

15 Ways Ads Try to Get You to
Buy, Scholastic Scope, v. 13, Jan,
18, 1971 4-11.

“Famous people say,” ‘“snob appeal,”
“youth appeal,” ‘“concern for public
good” are some of the approaches used
by advertisers to sell their products.
This article demonstrates through the
use of illustrations fifteen such ap-
proaches. Should make teenagers more

aware of methods advertizers use to
get them to buy their products.

Free Press and Faney Packages,
by A. Z. Mowbray. Nation, v.
205, December 11, 1967 : 621-623.

Discusses the attempts to suppress in-
formation on the truth-in-packaging
bill in magazines, newspapers, TV and
radio, and the degree of success ob-
tained.

Freedom of Choice—an Action
in the Public Interest, 1968, 32
p. Free. Magazine Publishers As-
scciationi 575 Lexington Ave.,
New York, N.Y. 10022,
Compilation of advertisements spon-

sored by the Magazine Publishers As-
sociation.

20
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From Those Wonderful Folks
Who Gave You Pearl Harbor, by
Jerry Della Femina, 1970. 253
p. $6.50 (text ed. $5.95) Simon
and Schuster, New York.

An hilarious and urbane commentary
on advertising agencies and their
practices.

The Golden Fleece: Selling the
Good Life to Americans, by
Joseph J. Seldin, 1963. 305 p.
0. P. Macmillan, New York.

An advertising man analyzes adver-
tising men, the Madison Avenue sym-
bol, advertising in a class society,
built-in obsolescenee, quack remedies,
TV give-aways, motivational research
and the exaggerated ungrammatieal
language »f Madison A.venue.

Guides Against Bait Advertis-
ing, Adopted November 24, 1959,
1969. 3 p. 10¢ (Federal Trade
Commission Reports, cat. mno.
FT1.8/2:B16) Supt. of Docu-
ments, GPO, Washington, D.C.
20402.

_Highlights pr{’;vbiéms of price advertis-
ing which have proved troublesome
to businessmen, who in good faith,
desire to avoid deceiving the consumer
publie.

Guides against Deceptive Adver-
tising of Guarantees, Adopted
April 26, 1960, 1969. 5 p. 10¢
(Federal Trade Commission Re-
ports, cat. no. FT1.8/2:G93/960).
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

Enumerates the major principles ap-
plicable to advertising of pguarantees
and indicates that the greatest diffi-
culty with this type of advertizsing
has bheen the failure to state ade-
quately what a guarantee is.

Honesty aud Competition, by
George J. Alexander, 1967. 315
p. $10.00. Syracuse University
Press, Syracuse, New York.
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«“Pglse advertising law and policy un-
der Federal Trade Commission ad-
ministration.”” This heavily dacu-
mented study analyses legal aspects
of descriptions of product assets, price
information, testimonials, and sales
information. Seventy-two pages of ap-

pendices include PTC guides and regu- .

lations against deception.

Madison Avenue, U.S.A. by
Martin Mayer, 1959. 332 p. 75¢
(paper) Pocket Books, 1 W.
39th St., New York, N.Y. 10018.
A popular study of the advertising
industry and the people who run it
The Mechanical Bride, by Mar-
shall MeLuhan, 1951. 154 .
$£12.50. Vanguard Press, New
York. Also available in paper-
back: $2.95. Beacon Press, 25
Beacon St., Boston, Mass. 02108.

A fpenetrating analysis of the content
of many advertizsements.

The Morality (?) of Advertising,
by Theodore Levitt. Harvard
Business Review, v. 48, July-
Aug. 1970: 84-92.

“In curbing the excesses of advertis-
ing both business and government
must  distinguish between _embell-
ishment and mendacity.” An interest-
ing in-depth article with valuable
suggestions for businessmen and con-
sumers to consider.

The One-Eyved Slicker; TV’s
Long Lasting Superstrength
Half-Truths, by Daniel Hennin-
ger. New Republic, v. 162, May
2, 1970: 17-19.

A commentary on television “soft-core’
semi-frauds. Several popular commer-

cials are examined. Of interest to some
teenagers.

The Permissible Lie, by Samm
Sinclair Baker, 1968. 236 p. O. F.
World Publishing Co., New York.

An_ esposé of Ameriean advertising
which condemns the industry for plac-

ing profits before public service. The
author states that “a lie that helps
build profits is considered as a per-
missible lie.””

The Role of Advertising, edited
by Charles Harold Sandage and
Vernon R. Fryburger, 1960. 499
p. $11.35 (text ed. $8.50) Rich-
ard D. Irwin, Homewood, Ill.

A book of readings from forty-five
writers representing a wide range of
skills and occupations. Each presents
some aspect of the role of advertising
in the economy.

Seven Glorious Days, Seven Fun-
Filled Nights, by Charles Sopkin,
1968. 286 p. $5.95. Simon and
Schuster, New York. Also avail-
able in paperback: 75¢. Ace
Books, 1120 Avenue of the Amer-
icas, New York, N.Y. 10036.

The diary of “one man’s struggle to
survive a week watching commercial
television in America.”

Stormy Weather in Media City,
by Jacqueline Eagle. Media-
Scope, v. 14, Feb. 1970: 29-32+.
Advertising quality and ethics as they
affect the consumer.

Text of Model State Deceptive
Practices Act. Advertising Age,
v. 39, Nov. 25, 1068: 2628,

Final form of model statute on decep-
tive practices in advertising drawn up
by the American Advertising Federa-
tion to be transmitted by members to
their respective legislators.

Those Were the Good Old Days,
by Edgar R. Jones, 1959. 448 p.
$15.00. Simon and Schuster, New
York.

“/ happy look at American advertis-
ing, 1880-1930.”

Advertisements, by
1968. 136 p.
Philadelphia,

Victorian
Leonard DeVries,
$8.95. Lippincott,
Pa.
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A pietorial survey of early consumer
advertising. Of interest to some teen-
agers.

The Vulnerable Americans, by
Curt Gentry, 1966. 383 p. $4.95.
Doubleday, Garden City, New
York.

Describes questionable advertising
procedures, confidence games, shady
interest and credit terms, tricks of
the drug trade, merchandlsmg schemes,
e}{tortlon credit eard swindles, tele=
phone insurance frauds, aund many
others dubions practices.

Washington View: Tough Cus-
tomers Ahead for Admen, by
Stanley E. Cohen. Adwvertising

'~ Age, Jan. 19, 1970: 85, 40+.

Contends that a vast consumerism
surge to save the environment will
make consumers wary of advertising
claims, The author makes predictions
of consumerist aims for the coming dec-
ade.

With All Its Faults, by Fairfax
M. Cone, 1969. 835 p. $6.95.
Little, Brown, Boston.
“Advertising’s most respected scold
brings to life the controversies, the

triumphs and defeats of forty years
in the world of advertising.”

Marketing techniques

Brand Strategy in United States
Food Marketing, by William Ap-
plebaum and Ray A. Goldberg,
1969. 86 p. $2.00 (paper). Divi-
sion of Research, Harvard Busi-
ness School, Soldiers Field, Bos-
ton, Mass. 02183.

Two lengthy essays. Applebaum ana-
lyzes the competition between. manu-
facturers’ brands and distributors’
brands. Goldberg examines the brand
strategies of six major food chains
in promoting sales of both private la-
bel and manufacturers’ brands of
white bread, frozen orange juice con-
centrate aru:l margarine.

The Case against Trading
Stamps, by Fred E. Waddell
Jeurnal of C’o*nsumgr Aﬁ’aifrsj v.

thor prediets a declmmg use of trad-
ing stamps.

Developing Responsible Promo-
tion, [an address] by E. L. Bond,
Jr. Vital Speeches, v. 37, Dec. 1,
1970: 124-128.

Comment on_ corporate consumer in-. .
formation policies,

The Direct Selling Industry, by
Harry M. Buttenham and others.
UCLA Law Review, v. 16, Sept.
1969: 833-1031.

Empirical study of consumer protec-

tion and door-to-door selling. Loecale
is chiefly California.

Economic Report on the Use of
Games of Chance in Food and
Gasoline Retailing, 1968. 122 p.
Free. Federal Trade Commis-
sion, Washington, D.C. 20580.

An FTC staff report prepared for
the House Subcommittee on Activities
of Regulatory Agencies. Presents many

of the apparent malpractices present
in games of chance.

The Eeconomics of Trading
Stamps, by T—Iarel& W. Fox, 1968

Washmgton, D-C.

Examines the structure, conduct and
performanece of the tradmg stamp in-
dustry and analyzes the economic
functmns costs, and benefits of its
service. Many charts, graphs, and sta-
tistical information.

The Future of Trading Stamps
and Games, by Fred C. Allvine.
Journal of Marketino, v. 383, Jan.
19689: 45-52.
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Discusses the question of whether the
use of trading stamps and games has
stabilized or i1s in the early stages of
a major decline.

The Great Discount Delusion, by
Walter H. Nelson, 1965. 237 p.
0. P. David McKay, Mew York.
A survey of discount merchandising
from an opponent of discount retailing.
Included are interviews with economists,
retailers and marketing consultants,
and transcripts of eongressional hear-
ings.

Groceries, Gas and Games, by J.
Cross. Nation, v. 208, Mar. 24,
1969 : 8370-372.

“Hconomic report on the use of games

of chanee in food and gasoline re-
tailing.”

Grocery Bills, by David Sanford.
New Republie, v. 163, Oct. 17,
1970: 12-14.

Discussion of tactics of supermarkets
which have converted to “‘discount-
ing.” Coneclusion of one study is that
discounting has not altered the cost
of groceries,

How Housewives See the Dis-
count Stores Today. Discount
Merchandizer, v. 10, Mar. 1970:
77+

Findings of a recent marketing re-
search study on the image of the dis-
count house.

Loaded Odds. Time, v. 93, Apr.
18, 1969 : 86-87.

“FPTC investigation of promotional
lures by food chains and oil eompan-
ies.”

On the Use and Economic Signifi-
cance of Trading Stamps, 1969.
44 p. 30¢ (ecat. no. FT 1.2:T67).
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

Price Movements Following the
Discontinuance of Trading

Stamps, by F. E. Brown. Journal
of Retailing, v. 43, fall 1967: 1-
16.

The conclusion reached in this study
is that prices were not affected as a

whole in those areasz where trading
stamps were phased out.

Private Brands—the Inside
Story. Changing Times, v. 19,
Nov. 1965 : 25-29.

“Iz a store’s own brand as good ag a
nationally advertised one?” Discussion
and chart listing private-label appli-

ances and the manufacturers who make
them.

Sperry & Hutchinson’s Very
Successful Stagnation, by Stan-
ley H. Brown. Forture, v. 70,
Nov. 1964: 157-1569+.

In depth analysis of a trading stamp
company. Reveals a great deal con-
cerning trading stamp companies and
their operations, particularly the oper-
ations of S&H green stamps.

pact on Food Prices, 1958. 42 p.
80¢ (cat. no. A 1.82:295) Supt.
of Documents, GPO, Washing-
ton, D.C. 20402.

A study of the impact of trading
stamps on the price of food. The data

has aged, but the report still contains
much valuable material.

Who Wins Marketing Promotion
Games? by Thomas O’Hanlon.
Fortune, v. 79, Feb. 1969: 104—
108 +.

“Nobody, really, but the promoters
themselves, if you take the testimony
of food-chain manapgers, gasoline deal-

ers and disillusioned players”.

What Consumers Think about
Packaging Waste. Modern Pack-
aging, v. 44, no. 3, March 1971.
Survey of consumers’ attitudes con-
cerning different types of packaging,
disposal and recyecling problems.
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Consumer Protection

Buyer’s Guide to the Law: Con-
tracts and Consumer Frauds, by
Howard T. Reben and Michael G.
West, 1971. 45 p. $1.00. Pine Tree
Legal Services, 158 Danforth
Street, Portland, Me. 04101
Booklet contains basic informsation on
contract law, interpretations of war-
ranties, and consumer frauds.

Can “Cooling-off Laws” Really
Protect the Consumer? by Or-
ville C. Walker, Jr. and Neil M.
Ford. Journal of Marketing, V.
24, Apr. 1970: 53-58.

Laws providing the consumer with a
period of one to four days in which

to reseind a contract to purchase goods
or services.

Clearinghouse Review. Monthly.
Free. National Clearinghouse
for Legal Services, Northwest-
ern University School of Law,
710 Lake Shore Drive, Chicago,
I1l. 60611.

Each issue carries a section on con-
sumer legal action.

Compromise on Who Can Sue in
Consumer Actions. Congressional
Quarterly Weekly Eeport, v. 28,
Mar. 18, 1970: 747-750.

“The Nixon administration appears
ready to back down in a legislative
battle over consumer damage suits—
a move likely to make the nation’s
businessmen unhappy.”

Congress and Consumer Protee-
tion Proposals. Congressional Di-
gest, v. 47, Mar. 1968: 67-986.
Provides broad coverage of the scope
of federal activity and considers such
controversial topics as truth-in-lend-
m%', fire safety act, and pipeline safety
act.

24 ;;3?2

Congress Probes Door-to-Door
Selling. Sules Management, v. 99,
Nov. 20, 1967 : 38-40.

Discussion of proposed legislation to
eurb door-to-door selling.

Consumer and the Law in Can-
ada, edited by William A. W.
Neilson, 1970. 538 p. $10.00. Os-
goode Hall Law School, Downs-
view, Ontario.

Thirty-three contributions make this
a valuable source of commentary and

opinion on the interaction of law and
the advancement of the consumer in-
terest. The editor states: “it is neither
a scholarly treatise nor an exhaustive
compendium of the subject field.”

Consumer Law Bibliegraphy, by
Richard A. Elbrecht, 1971. 134
p. $4.00. National Consumer
Law Center, Publication # A044.
550. Boston College Law School,
Brighton, Mass, 02135.

Ribliography developed under a re-
search grant from the Oilice of Eco-
ggg‘gg Cpportunity, Washington, D.C.

Consumer Legislative Monthly
Report. Monthly. $4.00. Office of
Consumer Affairs, Supt. of Doec-
uments, GP0QO, Washington, D.C,
20402.

A subject classified listing of legisla-
tien introdueed in the Congress on
consumer oriented subjects. Provides
bill numbers, sponsors, a numerical
index to bills, and lists of legislation
of consumer interests passed by either
house and by both houses. An indis-
pensable resource for large public and
academic libraries.

Ceonsumer Protection, by Eliza-
beth Hanford. Pittsburgh Busi-
ness Review, v. 39, Dec. 1969:
2-6.
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An address given on Oect. 16, 1969
by the Deputy Director of the Office
of Consumer Affairs.

Consumer Protection at Last
Through Local Control of Retail
Installment Sales Contracts, by
Donald P. Rothschild. George
Washington Law Review,.v. 387,
July 1969: 1067-1116.

Considers the feasibility of local con-

trol over consumer affairs, primarily
through municipal regulations and or-

dinances. The Distriet of Columbia is
used as an example.

Consumer Protection: Hearings
before the Consumer Subcom-
mittee of the Committee on
Commerce, 1970, 533 p. Free.
Consumer Subcommittee, TUT.S.
Senate Commerce Committee,
‘Washington, D.C. 20510.

The hearings on three bills concerned
with consumer protection by amend-

ing the Federal Trade Act, including
the “class action” bill.

Consumer Protection in Michi-
gan. Michigan Law Review, V.
68, Apr. 1970: 926-985.

Current methods in force in Michigan

and some proposals for reform.

Consumer Protection in the
States, 1970. 39 p. $3.00. Council

‘of State Governments, Iron

Works Pike, Lexington, Kentucky
40505.

QOutlines the following consumer prob-
lems while defining the state role in
them and reviewing what some States
have done: public employee labor re-
lations, consumer protection, narcoties
control and drug abuse, law enforce-
ment and crime control, and environ-
mental quality.

Consumer Protection Program,
by Louise Verr Hines and Edna

DeCoursey Johnson, 1968. 12 p.
Apply for price. Family Services

Program, Baltimore Urban Lea-
gue, 2406 Pennsylvania Ave., Bal-
timore, Md. 21217.

“The story of how Baltimore is trying
to meet a need.”

Consumer Protection Responsi-
bility. Congressional Quarterly
Weekly Report, v. 27, Nov. 21,
1969 : 2349--2859.

Thirty-nine agencies and departments
of the federal government that deal

with eonsumer activities are listed
here.

Consumer Protection: the Indi-
vidual Can Act, by Howard Fra-
zier [an address]. Vital Speeches,
v. 86, Feb. 15, 1970: 2656-270.
Address by the president of the Con-
sumer Federation of America at the

Saturday Evening Forum, University
of Arizona.

Consumerism: a New and Grow-
ing TForce in the Marketplace,

'1968. 84 p. Free. Burson-Mar-

steller Public Relations, 866
Third Ave., New York, N.Y.
10022.

Summary of consuiner protection acti-
vities with emphasis on the 1960s. In-

cludes a chapter on the attitudes of
the business community toward this

growing movement.

Consumer’s Handbook, 1968, 26
p. Free. Consumer Division,
Food and Drug Directorate,
Dept. of National Health and
Welfare, Tunney’s Pasture, Ot-
tawa 3, Canada.

A brief description of Canada’s food
and drug laws is prerented, followed

by a series of questions and answers
from the consumer’s viewpoint.

‘Consumers in Court, by Ronald

. Shafer. Wall Street Journal,
v. 175, Apr. 30, 1970: 1+.

3 25
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Potential legislative action by consum-
ers is discussed—Dbills to permit con-
sumers to unite to sue companies,
buyers with similar complaints could
bring class actions.

The “Cooling-off” Period in
Door-to-Door Sales, by Bryan D.
Sher. UCLA Law Review, v. 15,
Apr. 1968: 7T17-786.

Defines the period during which the
consumer may withdraw from pur-
chase commitments made at home.

An Exploratorvy Analysis of
Consumer Rights Cases of Low-
Income Residents, Washington,
D.C., by Ann Charlotte Erickson,
1967. n.p. Unpublished Master’s
thesis. College of Home Econom-
iecs, Cornell University, Ithaeca,
N.Y. 14850.

A study of one hundred and ninety
consumer rights cases handled by the

four Ne;ghbarhcod Legal Service Proj-
eets in Washington, D.C.

Fair Packaging, 1968. 4 p. 5¢
(cat. no. FS13.1281a:P12). Supt.
of Documents, GPQ, Washington,
D.C. 20402.

A report extracted from the Food and
Drug Administration Papers, October,

1967, outlining a synopsis of food
packagmg‘ and labeling regulations.

Fair Packaging and Labeling,
1967. 126 p. $3.00. Commerce
Clearing House, 4025 W. Peter-
son Ave., Chicago, I1l. 60646,

Describes the law, regulations, and

proposed changes in the Fair Packag-
ing and Labeling Act.

Fair Packaging and Labeling—
When?, by Leland J. Gordon,
1968. 23 p. $2.00. Consumers
Union of U.S., 256 Washington
St., Mount Vernon, N.Y. 10550.

Discussion of the Fair Packaging and
Labeling Z4ct and the responsibilities

assumed by the Federal Trade Com-
mission and the Food and Drug Ad-
ministration.

Fair Packaging and Labeling
Aet . .. Approved Nov. 3, 1966.
5¢ (cat. no. 89-2: Public Law
765) Supt. of Documents, GPO,
Washington, D.C. 20402,

“An act to regulate interstate and
foreign commerce by preventing the
use of unfair or deceptive methods
of packaging or labeling of certain
consumer commodities distributed in
such commerce, and for other pur-
poses.”’

Federal Food, Drug, and Cos-
metie Act, with Amendments,
June 30, 1906—O0ct. 24, 1968,
1970. 125 p. 60¢ (cat. no. Y1.2:
F31/10). Supt. of Documents,
GPQ, Washington, D.C. 20402.

Food, Drug, Cosmetic Law
Journal. Monthly. $20.00. Com-
merce Clearing House, 4025 W.
Peterson Ave., Chicago, Il1. 60646.

Published in association with the Food
and Drug Law Institute, this journal
records the progress of the law in
the flelds of food, drugs and cosmetics
and includes econstructive discussion.
In conjunction with FDA Papers, this
publication will keep one well informed
about the administration and enforce-
ment of food, drug and cosmetic laws.

The Great American Gyp; a Man-
ifesto for Consumer Justice, by
Ralph Nader. New York Review
of Books, v. 11, Nov. 21, 1968:
27-34.

Seven out of ten people interviewed
believe present federal legislation is
inadequate to protect their health and
safety. The maJDrlty think more laws
are needed to give shoppers full value
for their money. Nader questions

whether the government is willing and
able to do the necessary job.

Guide to Packaging Law, 1967.
75 p. $6.25. Modern Packaging,
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330 W. 42d St. New York, N.Y.
10036.

Summarizes the basic laws affecting
the packaging industry. Includes federal
and stzte sources of legal information
and packaging practices. Includes the
texts of Tive federal packaging laws.

How to Sue in Small Claims
Court in New York City, 1970.
27 p. Free. Department of Con-
sumer Affairs, 80 Lafayette St.,
New York, N.Y. 10013.

“If you have been hurt or cheated by
a person or a store you can sue in
small claims court. You do_not need

a lawyer. The procedure 18 simple.
This book tells you how to do it.”

Labor Looks at the 90th Con-
gress, 1968. 124 p. Free. AFL-
C10, 815—16th St.,, N.W,, Wash-
ington, D.C. 20006.

An AFL-CIO legislative report, 11
pages of which are devoted to con-

sumer protection legislation considered
by the 90th Congress.

Law and the Consumer, by Rob-
ert Berger and Joseph Teplin,
1969. 101 p. $1.20 (paper).
Houghton Mifflin, Boston.

Survey of the ways in which law re-

lates to advertising, contracts, eredits
and other consumer problems.

The Law and the Low-income
Consumer, edited by Carol Hecht
Katz, 1968. 417 p. $1.00 (paper)
New York University School of
Law, 41 Washington Square
South, New York, N.Y. 10003.
Discusses the legal rights and prob-
lems of the low-income consumer, In-
cludes a twelve-page bibliography.

The Law Professor behind ASH,
SOUP, PUMP and CRASH, by
Joseph A. Page. New York
Times Magazine. Aug. 23, 1970:
32-33+.

In-depth study of John Banzhaf, a
lawyer and law professor, and his
activities in championing consumer
causez. He succeeded in placing anti-
smoking commercials on _television.
Reply by R. H. Quinn published Sept.
23, 1970: 33.

Let’s Rewrite the Probate Laws.
Changing Times, v. 23, Jan.
1969 : 39-42.

Arguments presented for a uniform
probate code, so estates may be trans-
ferred with minimum delay and in-
terference.

1971 Suggested State Legisla-
tion, 1970. 240 p. $5.00. Council

of State Governments, Iron
Works Pike, Lexington, Ky.
40505.

Statutes expressly concerned with con-
sumer protection in_the book are en-
titled “Consumer Information Act”
“ Automotive Repair Dealer Registra-
tion” and “Games of Chance.” An in-
dex lists suggested laws from past
editions which may still be appropriate
for many states. Published Annually.

Notes on Government Action
Taken to Enforce Consumer
Protection Laws. Consumer Re-
ports, v. 84, Jan. 19692: 34-85.
Specific cases of regulatory actions
taken by federal agencies, such as
the Federal Trade Commission, Food
and Drug Administration and U.S.

Postal Service; also state and local
action to protect consumers.

The Package, Legislation, and
the Shopper, by D. M. Gardner.
Business Horizons, v. 11, Oct.
1968 : 53-58.

A sociological approach to truth-in-
packaging legislation. Emphasizes the
need to investigate and understand the
“shopper-package relationship” before
interpreting existing laws or creating
new legislation.

Product Liability. by David L.

Rados. Harvard Business Re-
view, v. 47, July/Aug. 1969:
144152,

o9 27
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Discusses the changing law of prod-
uct hablhty and indicates some of
the ways in which management ean
respond. This law has been designed
to protect consumers from inferior
products.

Progress Made in the Fair Pack-
aging Program, 1968. 9 p. Free.
Office of Weights and Measures,
National Bureau of J3tandards,
Room A739, U.8. Department of
Commerce, Washingtonr, D.C.
20284.

Discusses the voluntary moves made

by business to reduce the prolifsration
of package sizes.

The Proposed Federal Daor-to-
Door Sales Aect, by William G.
Mzgerve. George Washington
Taow Review, v. 87, July 1969:
1171-1217.

“An examination of its effectiveness
as a consumer remedy and the econ-

stitutional vahdl*y of its enforeement
provisions.!

Rules, Regulations, Statement of
General Policy or Interpretation
and Exemptions under the Fair
Packaging and Labeling Act,
November 1, 1969. 21 p. Free.
Federal Trade Commission,
Washington, D.C. 20580.

A precise, detailed, and technical state-
ment of FTC regulatmns

Rush to Protect Consumers, [J.S.
News & World Report, v. 68,
Feb. 2, 1970: 44-47.

The buying public now finds business-
men and politicians eager to listen
to complaints about produgtz and serv-
ice. New laws, new agencies, both pub-
lic and 'private, are taking shape.

Symposium on Consumer Protec-
tion. Michigan Law Review, V.

64, May, 1966: 272 p. The Michi-
gan Law Review Association,
University of Michigan Law
School, Hutchins Hall, Ann Ay-
bor, Mich. 48104.

tectmn

These Lawyers Work for Con-
sumers. Changing Times, v. 24,
July 1970:17-19.

The story of the National Consumer
Law Center with headquarters in Bos-
ton College Law School, Newton,
Mass., and how it works with the

Office of Economic Oppportmnity to aid
the poor.

Two Legal Reforms to Protect
Shoppers’ Rights. Changing
Times, v. 24, Apr. 1970: 23-24.
Discusses two areas: “the holder in

due course” legal concept, and con-
sumer class action suits.

Unordered Merchandise, Ship-
per’s Obligations and Consumer’s
Rights, 1969. 4 p. 10¢ (cat. no.
FT1.3/2:2) Supt. of Documents,
GPO, Washington, D.C. 20402.
Advises the consumer receiving un-
ordered merchandise that he has ne
obligation either to return the mer-

chandise or to pay for it under the
Federal Trade Act.

Up against the Law, by Jean
Strouse, 1970. 265 p. 95¢. Bignet
(cat. no. Q4815) New American
Library, 1301 Avenue of the
Americas, New York, N.Y. 10019.
The legal rights of people under 21
regarding school, parents, marriage,
drugs, sex, drwmg, employment, con-

tracts, and the draft are clarified
1t questmns and ans-

wers. The ap ix lists lawyers and
legal organizations that will deal with
the legal rights of young people. Of
special interest to teenagers.
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Fraud, Deception and Other Consumer Concerns

FRAUD AND
DECEPTION
Aiding the Poor. Wall Sireet
Journal. v. 171, Jan. 4, 1968: 18,

Numerous rases of unethical and
fraudulent uusiness practices involv-
ing the poor are cited. Possible social
and legal actions aimed at remedying
these conditions are disecussed.

The Assault on Children, by Ron

Goulart, 1969. 288 p. $6.50.
Sherbourne Press, Los Angeles,
Calif.

An “exposé” type of book presenting
“the multi-million dollar ‘kid market’
and the insidious techniques of the

promoters and manufacturers who
reap profits from it.”

Bargain Hucksters, by Ralph Lee
Smith, 1962. 236 p. O. P. Thomas
Y. Crowell, New York.

Survey of the ways the public is
gulled by fraudulent salesmanship.
Automobiles, funerals, encyclopedias,

household appliances and charities are
the principal areas of investigation.

The Big Sell, by Pierre Berton,
1968. 239 p. $5.95. Alfred A.
Knopf, New York.

“An introduection to the black arts of
door-to-door salesmanship and other
techniques.” )

The Billion Deollar Swindle, by
Amram Ducovny, 1969. 252 p.
$5.95. Fleet, New York.

“Frauds against the elderly”, how to
avoid them by knowing what to look
for and who to contact when you have

been cheated. Foreword by Senator
Harrison A. Williams, Jr.

Buyer Beware!, by Fred Trump,
1965. 207 p. $3.50. Abingdon
Press, New York.

Entertaining and informative guide to
hoaxes and hucksters. “Get rich guick

schemes”, deceptive advertising, con-

fidence men and other fraudulent prac-
tices are examined in real state,
investments, home Iimprovements, in-
surance, ete, Notable feature iz a
guide to where to turn if you feel yeou
are being exploited.

The Compleat Swindler, by
Ralph Hancock and Henry Cha-
fetz, 1968. 294 p. $6.95. Macmil-
lan, New York.

“Lively survey of the art of conman-
ship from the short change gyp to
the big time securities swindle.” Case
histories are drawn from official files.
The book is dedicated to “the gullible

American—may his numbers never
dwindle.”

Consumer Guide for Older Peo-
ple, 1968. 2.5 in. x 4 in. leaflet.
5¢ (eat. no. F8 17.808: C76) Supt.
of Documents, GFO, Washington,
D.C, 20402,

To be carried in wallet or purse, this
handy reminder warns against mer-
chandlsmg‘ frauds and swindles affeet-
ing the health and pocketbook of older
peaple To be used by all desiring pro-
tection when buymg by mail, buying

at the door, signing your name, and
huying on credit.

Consumer Information Series,
1969. 6 p. leaiflets. Free with
stamped, self-addressed envelope.
Council of Better Business Bu-
reaus, 1101 17th St., N.W,
Washington, D.C. 20036.

Leaflets prepared to alert consumers
of potential frauds. Titles include:
Homeworl Schemes, Unordered Mer-
chandize, Mail Order Profit Mirages,
Truth in Lending, Fulfillment Com-

plaints, Bait Advertising, and Con-
sidering a Franchise.

Consumer Swindlcs and How to
Avoid Them, by John L. Springer,
1970. 246 p. $5.95. Regnery,
Chicago.

_ 29
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How to avoid being cheated in eight
common consumer situations.

Curbing Fraud, by W. Stewart
Pinkerton, Jr. Wall Street Jour-
nal, v. 175, Jan. 9, 1970: 1, col.
6.

A detailed description of the work-
ings of the Department of Consumer
Affairs of New York City. The de-

partment is headed by Bess Myerson
Grant.

The Dark Side of the Markei-
place, by Senator Warren G.

‘Magnuson and Jean Carper,

1968. 240 p. $5.95. Prentice-
Hall, N.J.

Arn angry investigation of the many
areas in which c¢onsumers are ex-
ploited: cosmetics, home improve-
ments, packaging, credit plans, small
loans, drugs, and mail frauds. Tips
are offered to aid the consumer.

Facts You Should Know about
“YFarn Money at Home” Schemes,
1956, 1967. 16 p. 15¢. Council of
Better Business Bureaus, 1101
17th St., N.W., Washington, D.C.
20036.

A valuable discussion of the various
kinds of false and misleading adver-
tisements which are directed to peo-
ple wanting to supplement their in-
comes. The victims are usually women.

Fads, Myths, Quacks—and Your
Health, by Jacqueline Seaver,
1968. 28 p. 25¢ (Public Affairs
Pamphlet no. 415) Public Affairs
Committee, 381 Park Ave. South,
New York, N.Y. 10016.

An elementary discussion of what to

look for in many areas of health
care.

Fight Back! 1969. 4 p. 10¢ (Fed-
eral Trade Commission Re-
ports, cat. no. FT1.2:F44). Supt.
of Documents, GP0O, Wasghing-
ton, D.C. 20402.

30 38 U

“The ungentle art of self defense as
recommended by the Federal Trade
Commission.”” Aerts the consumer to
be aware of the con artist in buying
merchandise.

Five Common Frauds, and How
to Avoid Them, by Don Wharton,
EReader’s Digest, v. 91, Dec.
1967 : 69-72.

Frauds covered are: phoney bank-
examiner swindle, home-improvement
gyps, dishonest telephone golicita-
tions, questionable charities, and pre-
financed funeral plans.

Ghetto Merchants: a Study in
Deceptions, by Philip G. Schrag.
New Republic, v. 159, Sept. T,
1968: 17-19. )
Results of a study about low-income
groups and merchants. Food is still
more expensive and is still inferior
to food sold in higher-income areas.
Health Education vs. Medical
Quackery, 1966. 6 p. 10¢ (cat. no.
FS18.122:13). Supt. of Docu-
ments, GPO, Washington, D.C.
20402.

This Food and Drug Administration
Student Reference Sheet discusses
medical quackery and presents exam-
ples of some of the most common
types of medical frauds and swindles
to be concerned about.

Health Quackery, 1966. [12 p.]
15¢. Americ n Medical Aggocia-
tion, 535 N. Dearborn St., Chi-
cago, Ill. 80610.

A review of the various forms of

medical frauds perpetrated on an un-
suspecting publie.

The Innocent Consumer vs. the
Exploiters, by Sidney Margolius,
1968. 227 p. $4.95 ($.95 paper).
Trident Press, Order from Simon
& Schuster, New York.

Revealing report on the money traps,
deceptive advertising, credit plans and
packaging that the unsuspecting
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buyer encounters in the marketplace.
Included are lists of Better Business
Bureaus and local, state and national
consumer organizations.

Mail Fraud Laws . . . Protec-
ting Consumers, Investors, Busi-
nessmen, Medical Patients, Stu-
dents, 1969. 20 p. Free. Chief
Postal Inspector, U.S. Postal
Service, Washington, D.C. 20260.
Describes the many types of mail

fraud against which the law attempts
to protect the consumer.

The Medical Messiahs, by James
Harvey  Young, 1967. 460
p. $9.00. Princeton University
Press, Princeton, N.J.

“A social history of health quackery
in twentieth century America.” Quack-
ery and home remedies are examined
against the broader background of
sociology, science, marketing and gov-
ernment.

The Medical Offenders, by How-
ard and Martha Lewis, 1970. 377
p. $7.95. Simon and Schuster,
New York.

A readable account of the “ecorrup-
tion and malpractice” confronting the
consumer when buying services from
some unscrupulous members of the
medical professions.

The Other Side .of the Poverty
Problem, by David Caplovitz.
Challenge, v. 14, BSBept—Oct.
1965: 12-15.

Points gut methods used by many mer-
chants in their dealings with the poor.
Author’s conclusion is that there is a

clear need for legal safeguards to
supplement poverty programs.

The Pill Conspiracy, by George
Johnson, 1967. 175 p. 75¢ (paper)
New American Library, 1301
Avenue of the Americas, New
York, N.Y. 10019.

Exprsé on hazardous drugs and pill
profiteering.

3

A Primer on the Law of Decep-
tive Practices, by Earl W. Kint-
ner, 1971. 593 p. $10.95 Mac-
millan, New York.

A leading expert in anti-trust and
trade regulation law offers the lay-
man an up-to-date introduction to

consumer-oriented marketing legisla-
tion and regulation.

Stop the TV Repair Swindlers!
by A. Hamilton. Reader’s Digest,
v, 94, Feb. 1962 : 100-103.

“Without forceful regulation, dishon-
est repairmen can clip the publie mer-
cilessly. Here’s how one state (Illi-
nois) cleaned out the frauds.”

The Thumb on the Secale, by A.
Mowbray, 1967. 178 p. $4.95.
Lippincott, Philadelphia, Pa.

INMuminating portrait of supermarket
packaging abuses and the efforts en-

tailed in trying to pass an effective
“tyuth-in-packaging”  bill. Appendices
inclade reprints of Senator Hart’s
strongly-worded bill and the watered-
down version that became law.

Wolves, Widows and Orphans, by
Dan Tyler Moore, 1967. 261 p.
0. P. World Publishing Co., New
York.

Entertaining book on swindlers and
their vietims, cxposing the con man’s
many get-rich-quick schemes.

CONSUMER CONCERNS
Consumer Attitudes and Frus-
trations in Shopping, by Charles
J. Colazzo, 1965. 148 p. $10.00C.
Retail Research Institute, 100 W.
31st St., New York, N.Y. 10001.

A marketing study of consumer frus-
tration.

The Consumer Fights Back, by
Lucia Mouat. Christian Science
Monitor, Jan. 26, 29; Feb. 2, 5,

31
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9, 12, 16, 19, 24, 26; Mar. 2, 5,
1970. Reprints available: Uni-
versity of Michigan, Reprint
Dept., University Microfilm, 300
N. Zeeb Rd., Ann Arbor, Mich.
1-25 copies, $1.00 each; 26—
100 copies 90¢; 10l-and over
copies 75¢.

A broad, sweeping journalistic study
of the American consumer climate.
The author considers such diverse top-
ies, as consumerism, automobile re-
pairs, supermarket bargains, product
safety, warranties, consumer protec-
tion, sales gimmicks, and consumer
organizations.

Consumer Problems of the Poor,
1968. 68 p. Iree. Committee on
Government Operations, House
of Representatives, Room 2157,
Rayburn Bldy.,, Washington,
D.C. 20580.

“Supermarket operations in low in-
come areas and the federal response.”
Thirty-eighth report by the Committee
on Government Operations.

Consmerism: a New Protest,
by Virginia H. Knaner as toid
to James C. G. Conniff. Bell Tele-
phone Muagazine, v. 48, Nov/
Déc. 1969 26-31.

“A revolution among consumers over
poor-quality products and shoddy serv-
ice is forcing the market-sensitive busi-
nessman to revise his approach to
customer needs.”

Consumerism—an Interpretation,
by Richard H. Buskirk and James
T. Rethe, Journal of Marketing,
v. 84, Oct. 1970: 61-65.

The forces underlying the pres-nt up-
surge in consumer activity are ana-
lyzed, and some of the dangers of the
remedies proposed by some consumer
advecates are considered.
Consumerism: the Search for
Consumer Inte. t, by David
Aacker and George S. Day, 1971.

32

442 p. $10.95 ($4.95 paper). Free
Press, New York.
Collection of articles and reports on

varying aspects of consumer proteec-
tion.

Consumerism—What is It? Con-
sumer Bulletin, v. 58, Aug. 1970:
21-28,

An editorial comment on the present
stage of consumer activism.

The Extra Cost of Being Poor,
by T. Meyers. Journal of Home
Economics, v. 62, June 1970:
3738-384.

Research has proven that it actually
costs more to be poor, from an eco-

nomie, educationzl, psychological and
physical standpoint.

Eyveball to Eyeball with Cus-
tomers. Nation's Business, v. 56,
Nov. 1968 : 42-45.

Report of the efforts of businessmen
in ecities all over the country to ini-

tiate dialogues on what’s bothering
the consumer.

Food Marketing in Low Income
Areas, by Bruce W. Marion and
others, 1969. 79 p. Free. Coopera-
tive Extension Service, Ohio
State  University, Columbus,
Ohio 43200,

This publication received the Ameri-
can Council on Consumer Interests

award for outstanding research on
the consumer problems of families.

Food Prices: Before and Afier
Distribution of Welfare Checks
. .. Low-Income Areas, Seven
Cities, 1969. 1970. 22 p. 30¢ (cat.
no. Al1.82:907) Supt. of Docu-
ments, GPO, Washington, D.C.
20402.

sSurvey to determine if low-income area

food stores increase prices after dis-
tribution of welfare shecks.
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Green Power: Consumer Action
for the Poor, 1969. 65 p. Free.
Office of Economie Opportunity,
1200 19th 8t., N.W., Washing-
ton, D.C. 20506.

Designed for use in planning and es-
tablishing Consumer Action Programs
and their various components, includ-
ing credit unions, consumer organiza-
tions, huying eclubs and other coopera-
tive enterprises.

Hot War on the Consumer,
edited by David Sanford, 1969.
280 p. $5.95. Pitman, New York.
Collection of articles, most of which
have appeared in the New Republic
since 1985. Focuses a sharp light on
the dark corners of American com-

merce and offers practical remedies
for consumers.

Let the Buyer Beware, 1969. 19
p. 25¢. United Automobile Work-
ers Education Department, 8000
E. Jefferson Ave., Detroit, Mich.
48214.

Simply presented facts about the prob-
lems of consumers.

Let the Seller Beware! James
Bishop, Jr., and Henry W. Hub-
bard, 1969. 195 p. $6.95. News-
week Magazine, 1750 Pennsylva-
nia Avenue, N.W., Washington,
D.C.

Traces the growth of the congumer
movement and protective legislation

and discusses the personalities in-
volved in “The Consumer Revolution.”

Marketers Fiddle While Con-
sumers Burn, by E. B. Weiss,
Harvard Business Review, v. 46,
July/Aug., 1968 : 45-53.

A marketing man’. view of consumer-
ism, stressing the need for industry to
work with the government to protect
the consumer. By so doing, the indus-
trialist will protect himself from ex-
cessive government regulation.

The Person Nobody Quite Under-
stands, by Oscar Sussman. Na-
tion's Business, v. 56, May 1968:
48-55.

Defense against government assistance
to the consumer. The author contends
that the consumer may be overpro-
tected, preventing a flow of new moods
to the marketplace.

The Poor Pay More, by David
Caplovitz, 1967. 192 p. $6.95
Free Press, New York.

Survey of consumer habits of 464
households in low-cost housing proj-
ects in New York City. Provides facts
and figures which show how and why
poor people are victimized by high
pressure salesmen, bait advertising,
and “easy credit.”

Poverty American Style, edited
by Herman P. Miller, 1966. 804
p. $4.95 (paper). Wadswarth Pub.
Co., Belmont, Calif.

Qeries of essays dealing with the prob-
lems of poverty, including consumer
problems and patterns among low-
income groups.

Rattles, Pings, Dents, - Creaks
and Costs. Newsweek, v. 72, Nov.
25, 1968 : 92-93.

Enlightening article on the lack of
quality control in consumer products.

Report of the National Advisory
Commission on Civil Disorders,
by the editors of The New York
Times, 1968. 660 p. $1.25 (pa-
per). Bantam Books, Inc., 271
Madizon Ave., New Yorx, N.Y.
10016.

One section of the Kerner Report deals
with the exploitation of consumers in
ghetto areas by retail merchants.

The Responsible Consumer, by
Qidney Margolius, 1970. 20 p.
25¢ (Public Affairs Pamphlet no.
452). Public Affairs Committee,
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381 Park Ave. South, New York,
N.Y. 10016.

Reports on the various problems fac-
ing today's econsumer. Discusses the
advances made in protecting the con-
sumer, and counsels the individual in
spending his money wisely.
Safeguarding the Coasumer; an
Interview with Virginia Knauer.
Retired Officer Magazine, Aug.
1970: 24 +.

Agencies and
GOVERNMENT
Federal

The following section contains
only a sampling of the agencies of
the Federal government which
provide services and sources of
information for the consumer.
For a broader listing consult
Guide to Federal Consumer Ser-
vices. For the most complete in-
formation contact each agency or
department individually.

Guide to Federa: Consumer Serv-
ices, 1971. 51 p. $1 Office of Con-
sumer Affairs, (cat. no. PR36.8:
C76/SE6) Supt. of Documents,
GPO, Washington, D.C. 20402.

Contains information on services to
consumer provided by forty federal
agencies and divisions. Information
on each agency, includes basic facts
on its organization and origin, major
lavsz administered, services for con-
sumers, and how these services ean

be obtained. Also gives publications
released by the agencies.

Consumer Alert. Monthly. Free.
Federal Trade Commission,
Washington, D.C. 20580.
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A question and answer review of the
problems and prospects of consumer
protection. A concise and lueid pre-
sentation.

Why Customers Complain. U.S.
News & World Report, v. 67,
Dec. 1, 1969 : 50-52.

The breakdown in service or slipshod
service at high prices in stores, hotels
and garages are attributed to the de-

mands of affluence and to workers’ at-
titudes.

Organizations

Newsletter of consumer affairs and
consumer protection, Items relate to
the FTC.

Consumer Messages. Free as
available. Houge Document Room,
Room H226, The Capitol, Wash-
ington, D.C. 20510.

Transmitted by the President to the
Congress. Each message comments on
presidential consumer concerns. All
consumer messages appear in the Con-
gressional Record.

Consumer News. Monthly. 4 p.
$1.00. Office of Consumer Affairs,
(cat. no. PREX16.9:) Supt. of
Documents, GPC, Washington,
D.C. 20402.

Newsletter describing regulations, le-
gal actions and continuing programs

of Federal agencies in the field of
consumer affairs.

Consumer Report/New Program
Spotlights Government as Com-
parison Shopper, by Andrea F.
Schoenfeld. National Journal, V.
2, Nov. 28, 1970: 25696-2603.

A review of the presidential order
charging the General Services Admin-
istration, the President’s Committee on
Consumer Interests, and the Defense
Department with making available to
consumers information about the prod-
ucts that the government buys for its
own use.



Q

ERIC

Aruitoxt provided by Eic:

Consumer Services for Older
Americans, by James J. Barry.
VHtal Speeches, v. 35, Aug. 15,
1969 : 649-652.

An address made on May 24, 1969 by
a representative of the Department of
Health, Education and Welfare. C n-

cerng the steps we must take to pro-
teet our older citizens.

Enforeing the FDC Act, 1966.
5 p. 10¢ (eat. no. F3 13. 122:6).
Supt. of Documents, GP0O, Wash-
ington, D.C. 20402.

This Food and Drug Administration
Consumer Protection Student Refer-
ence Sheet gives information on en-
farrmg the FDC Act. A deseription

is given of the types of court pro-
cedures used to enforce the law.

Establish a Department of Con-
sumer Affairs, 1969. 826 p. Free.
Committee on Government Oper-
ations, U.S. Senate, Washington,
D.C. 20510.

Reports of the hearings held during
March, April and July, 1969 hefore
the Committee on Government Opera-

tmns, U.8. Senate, 91st Congress, first
seasmn The report of “Nader’s Raid-

ers’” concerning the Federal Trade
Commission.

FDA Papers. Monthly, except
combined July—Aug., Dec—Jan.

$5.50. Supt. of Documents, GPO,
Washington, D.C. 20402,

The official magazine of the Food and
Drug Administration.

FTC Gets a Nader Needling.
Business Week, Jan. 11, 1969:
34+4.

The Federal Trade Commission is m—
dicated by Ralph Nader for its in-
competence, its too friendly attitude

toward business and its lack of regard
for the consumer.

Guide to OE-Administered Pro-
grams, Fiscal Year 1971, (pub-
lished) Nov. 1970. 8 p. Single

copies free. The Editor, Ameri-
can Education, U.5. Office of Ed-
ucation, Washington, D.C. 20202.
Quantity reprints available from
Supt. of Documents, GPO, Wash-
ington, D.C. 20402. (cat. mno.
OE-11015-71).

Reprinted from American FEdusation,
Nov. 1970. A listing of U.S. Office of
Education funds allotted to wvarious
educational programs. Many of these
are adaptable to consumer education
programs.

How the FDA Works for You,
1968. 16 p. Free. (FDA publica-
tion no. 1) Food and Drug Ad-
ministration, Washington, D.C.
20204,

Discuszes the organization and work
of the Food and Drug Administration.
Of interest to some teenagers.

Instructions for Updating the
Catalog of HEW Assistance,
1970. 204 p. $1.75 (cat. no. HE-
1.6/6.:969/Supp.970) Supt. of
Documents, GFO, Washington,
D.C. 20402,

Basie information about more than
two hundred separate programs. Some

of these are specifically directed to
the consumer.

Le Conseiller du President des
USA pour les Intereis des Con-
sommateurs, by Virginia H.
Knauer. Consommateurs Actual-
ite, no. 27, Feb. 1971 : 56-57.

A deszcription of the duties of the
President’s Committee on Consumer In-
terests. Text in French.

Mrs. Knauer, Consumer Envoy
—Both for and to the White
House, by Andrea F. Schoenfeld.
National Jowrnal, v. 2, Jan. 10,
1970: 90-98,

A review of the operations and activ-
ities of Virginia H. Knauer, special
assistant to President Nixon for con-
sumer affairs.
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“The Nader Report” on the Fed-
eral Trade Commission, by Ed-
ward F. Cox and others, 1969.
241 p. $5.95. Richard Baron Pub-
lishing Co., distributed by E. P.
Dutton, New York.

Investigation of the Federal Trade
Commission’s strueture, policies, and
operations, by a task force of young
law students in the summer of 1968.
This very critical report was super-
vised by Ralph Nader. Of interest to
some teenagers.

New Help for Shoppers, Tighter
Rules for Business. [7.8. News &
World Report, v. 70, Mar. 8§,
1971 : 68-69.

A review of possible changes in the
government’s relations with consum-
ers and business.

Organization and Functions of
the President’s Committee on
Consumer Interests and the
Consumer Advisory Council. Fed-
eral Register, v. 32, BSept.
7, 1967: 12813-12814.

A concise statement of the functions
and structure of these two govern-
ment organizations,

Producer Versus Consumer, by
Benjamin 8. Rosenthal, Fconom-
ic and Business Bulletin, Tem-
ple University, v. 22, winter,
1970 : 87-40.

How government can help solve the
purchaser’s problems In the market-
place.

Publications of the Bureau of
Labor Statisticz. Semi-annual.
Free. U.S8. Dent. of Labor, Bu-
reau of Labor Statistics, Wash-
ington, D.C. 20210.

Provides an annotated bibliography of
the BRBureau’s publications, including
periodical articles. Many are of value
to consumer specialists. Entries are
arranged under broad subject fields.
(January—June 1970 issue [published
1971] contains 56 pages).
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The Question of a Federal Con-
sumer Protection Agency. Con-
gressional Digest, v. 50, Feb.
1971 : 33-64.

A ‘“pro and con” debate featuring
views by such authorities as Senator
Montoya, Representative Rosenthal,
Louis Lefkowitz, Ralph Nader, James
I.. Goddard, and Joseph A. Califano.

Raiders Report Finds FDA In-
effectual in Guarding Food. Ad-
vertising Age, v. 41, Apr. 13,
1970: 2.

Summarizes the main points of The
Chewmical Feast, an indictment of the
Food and Drug Administration.
Recent Developmenis in the Fed-
eral Trade Commission’s Con-
sumer Protection Program, 1970.
12 p. Free. Federal Trade Com-
mission, Washington, D.C. 20580.

A brief cutline of current aectivity in

the FTC's program to educate the
American consumer.

The Regulators Can’t Go on This
Way. Business Week, Feb. 28,
1970: 60-61+.

Discuszes the various reforms needed
in regulatory agencies.

The Regulators: Watchdog Agen-
cies and the Public Interest,
by L. M. Kohlmeier, 1969. 339
p. $8.95. Harper & Row, New
Yo. k.

Charges regulatory agencies fep}'esergt,
rather than regulate, industries in
their charge., Conflicts among agencies
result in subordination of consumer
interests. The author suggests that
these agencies be abolished and their
powers be reapportioned among the
traditional branchez of government.

Keport of the ABA Commission
to Study the FTC, 1969, 63 p.
$2.00. Bureau of National Affairs,
Inc., Washington, D.C. 20037.
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Special supplement to the Antitrust
and Trade Regulation Report, which
presents the American Bar Associa-
tion’s very eritical analysis of the
Federal Trade Commission. President
Nixon requested this report.

Science and Consumers, 1967. 16
p. 25¢ (Agricultural Informea-
tion Bulletin no. 322, cat. no.
A1.75:322) Supt. of Documents,
GPO, Washington, D.C. 20402.
Sub-title: “The story of how agri-
cultural research serves you’ A wpro-

file of the Department of Agriculture’s
contributions to consumer welfare.

Service: USDA’s Report to Con-
sumers. Monthly. Free to media
and organizations and teachers
only. USDA, Office of Informa-
tion, Washington, D.C. 20250.

A monthly four-page newsletter of
consumer interest. A typical issue con-
tains several short paragraphs on a
wide range of topies.

Services for You from USDA’s
jce, 1966. 12 p. 10¢ (cat. no. Al
68:570/2). Supt. of Documents,
GPO, Washington, D.C. 20402.

Subject Guide to Major United
States Government FPublications,
1968. 175 p. $5.50. American Li-
brary Association, 50 E. Hu-
ron St., Chicago, Ill. 60611.

A comprehensive guide covering titles
of permanent importance issued from
the earliest period to the present.
Many of the subjeects covered are of
current and historieal interest to con-
sumers and consumer specialists.

Virginia Knauer Likes Action,
and She’s an Expert at Getting
It. Washington Post, Aug. B8,
1970, The Potomac (Sunday sup-
plement) : 1-5.

An intimate description of the Presi-
dent’s Special Assistant for Consumer
Affairs.

Virginia Xnauer: What She
Tells the President, by Robert
T. Gray. Nation's Business, v. 58,
July 1970: 35-38.

Reviews the work of Mrs. Knauer dur-
ing her first vear as head ol the
Office of Consumer Affairs,

The Weights and Measures Men,
1969. 6 p. Free. National Con-
ference on Weights and Meas-
ures, National Bureau of Stand-
ards, Washington, D.C. 20234,
Brief and elementary information for
the conzumer.

Where the FTC’s New Chairman
Stands. Nation’s Business, v. 58,
Apr. 1970: 28-20.

Caspar Weinberger gives his philoso-

phy on the Federal Trade Commis-
sion's relations with business.

State

Many States, some counties and
cities, now have gome form of spe-
cifically designated consumer off-
ice, or offices, although the re-
sponsibilities and powers of these
offices vary. Consumers with
guestions or problems may con-
sult the offices listed, asking re-
ferral of their letters to the ap-
propriate State agency in the
event the office itself does not
have jurisdietion, information, or
educational materials on the spe-
cific issue.

Free and inexpensive consumer
educational materials are, 1In
many cases, available from these
offices or other States offices such
as Diepartment of Apgriculture,
Agriculture Extension Service,
Office of the Attorney General, or
Division of Weights and Meas-
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ures to assist residents of the
specific State.

ALASEA

Attorney General of Alaska
Pouch *K”’, State Capitol
Juneau, Alaska 99801

ARIZONA

Consumer Fraud Division
Office of Attorney General
159 State Capitol Building
Phoenix, Arizona 85007

ARKANSAS

Consumer Protection Division
Office of Attorney Genersa’'
Tustice Building

Little Rock, Arkansas 72201

CALIFORNIA

Consumer Fraud Section
Office of Attorney General
€00 State Building

Los Angeles, California 20012

Directcr

Department of Consumer Affairs
1020 N Street

Sacramento, California 95814

COLORADO

Office of Consumer Affsirs
Attorney General of Colorado
503 Farmers Union Building
1575 Sherman Street

Denver, Colorado 80203

CONNECTICUT

Commissioner, Department of
Consumer Protection

State Office Building

Hartford, Connecticut 06115

DELAWARE

Consumer Protection Division

Office of Attorney General

120& King Street

Wilmington, Delaware 19801
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FLORIDA

Attorney General of Florida

State Capitol

Tallahassee, Florida 32304

Division of Consumer Affairs

Florida Department of Agricul-
ture and Consumer Services

The Capitol

Tallahassee, Florida 82304

GEORGIA

Georgia Consumer Services Pro-
gram o

Department of Family and
Children Services

15 Peachtree Street, Room 909

Atlanta, Georgia 30303

HAWAII

Director of Consumer Protection
Office of the Governcr

602 Kamamalu Bidg.

250 South King Street

P. O. Box 3767 )

Honolulu, Hawaii 96811

IDAHO

Office of Atfbi-héy General
State Capitol

Boise, Idaho 83707

ILLINOIS

Consumer Fraud Section
Office of Attorney General
134 N. LaSalle Street
Chicago, Illinois 60602
INDIANA

Attorney General of Indiana
219 State House
Indianapolis, Indiana 46204

Consumer Advisory Council

¢/0 Indiana Dept. of Commerce
336 State House

Indianapolis, Indiana 46204



IOWA

Consumer Fraud Division
Office of Attorney General
1228 E. Court

Des Moines, Iows 50319

KANSAS

Office of Attorné};éénera]
The Capitol

Topeka, Kansas 66612

KENTUCKY

Consumer Protection Division
Office of Attorney General
The Capitol

Frankfort, Kentucky 40601

FExecutive Director

Citizen’s Commission for Con-
sumer Protection

State Capitol

Frankfort, Kentucky 40601

MAINE

Consumer Protection Division
Office of Attorney General
State House

Augusta, Maine 043830

MARYLAND

Consumer Protection Division
Office of Attorney General
1200 One Charles Center
Baltimore, Maryland 21201

MASSACHUSETTS
Consumei Protection Division
Office of Attorney General
State House

Boston, Massachusetts 02138

Executive Secretary

Mass. Consumers’ Council

State Office Bldg., Gov’t. Center
100 Cambridge Street

Boston, Massachusetts 02202

MICHIGAN

Consumer Protection Division
Office of Attorney General
Law Building

Lansing, Michigan 48902

Special Assistant to the Governor
for Consumer Affairs

1033 South Washington Street

Lansing, Michigan

Executive Director
Michigan Consumer Council
525 Hollister Building
Lansing, Michigan 48933

MINNESOTA

Special Assistant Attorney
General for Cons. Prctection

Attorney General of Minnesota -

102 State Capitol

St. Paul, Minnesota 55101

Office of Consumer Services
Dept. of Coinmerce, Room 230
State Office Building

St. Paul, Minnesota 55101

MISSISSIPPI
Assistant Ailtorney General

for Consumeyr Protection
Attorney General of Mississippi
State Capitol
Jaclkson, Mississippi 39201

Consumer Protection Division
Dept. of Agriculture & Commerce
Jackson, Mississippi 39205

MISSOURI

Consumer Protection Division
Office of Attorney General
Supreme Court Bldg.
Jefferson City, Missouri 65101
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NEW HAMPSHIRE
Assistant Attorney General
for Consumer Protection
Office of Attorney General
State House Annex
Concord, New Hampshire 03301

NEVW JERSEY

Offica of Consumer Protection
1100 Raymond Boulevard
Newark, New Jersey 07102

NEW MEXICO

Consumer Protection Division
Office of Attorney General
Supreme Court Bldg., Box 2246
Santa Fe New Mexico 87501

NEW YORK

Congumer Frauds and Protection
Bureau

Office of Attorney General

80 Centre Street

New York, New York 10012

Chairman and Executive Direc-
tor

Consumer Protection Board

380 Madison Avenue

New York, New York 10017

NORTH CAROLINA

Consumer Protection and Anti-
trust Division

Office of Attorney General

P. O. Box 629

Raleigh, North Carolina 27602

NORTH DAKOTA

Consumer Protection Divisian
Office of Attorney General

The Capitol

Bizsmarck, North Dakota 58501

OHIO
Consumer Frauds and Crimes
Section

40

Office of Attorney General
State House Annex
Columbus, Ghio 43215

OKLAHOMA

Administrator

Department of Consumer Affairs
Lincoln Office Plaza, Suite 74
4545 Lincoln Boulevard
Oklahoma City, Oklahoma 73105

OREGON

Assistant Attorney General for
Antitrust and Consumer Pro-
tection

Office of Attorney General

322 State Office Building

Salem, Oregon 97310

Assistant to the Governcr for
Economic Development &
Consumer Services

State Capitol Bldge.

Salem, Oregon 97301

PENNSYLVANIA

Bureau of Consumer FProtection

Pennsylvania Dept. of Justice

2.4 N. Market Square (Durbin
Bldg.)

Harrisburg, Pennsylvania 171C1

RHODE ISLAND

Special Assistant Attorney
General for Consumer Pro-
tection

Office of Attorney General

Providerice County Court House

Providence, Rhode Island 02903

Executive Director

Rhode Island Consumers’ Gouncll
365 Broadway
Providence, Rhode Island 02902



SOUTH DAKOTA

Office of Consumer Affairs

Attorney General of South
Dakota

State Capitol

Pierre, South Dakota 57501

TEXAS

Antitrust and Consumer FPro-
tection Division

Office of Attorney General

Capitol Station, P. O. Box 12548

Austin, Texas 78711

Office of Consumer Credit
1011 Jan Jacinto Boulevard
P. O. Box 2107

Austin, Texas T8767

UTAH

Assistant Attorney Gemneral for
Consumer Protection

Office of Attorney General

State Capitol

Salt Lake City, Utah

Administrator of Consumer
Credit

403 State Capitol

Salt Lake City, Utah 84114

VERMONT

Consumer Protection Bureau
Office of Attorney General
94 Church Street
Burlington, Vermont 05401

Family Economics and Home
Management Specialist
Room 210, Terrill Hall
University of Vermont
Burlington, Vermont 056401

VIRGINIA
Assistant Attorney General for
Consumer Protection

Office of Attorney General

Supreme Court—Library Build-
ing

Richmond, Virginia 23219

Special Assistant to the Gover-
nor on Minority Groups and
Consumer Affairs

Office of the Governor

Richmond, Virginia 23219

Administrator, Consumer Affairs

Department of Agriculture and
Commerce

2th Street Office Building

Richmond, Virginia 23219

WASHINGTON

Consumer Protection and Anti-
trust Divigion

Office of Attorney General

1266 Dexter Horton Building

Seattle, Washington 98104

WEST VIRGINIA
Assistant Attorney General
for Consumer Protection
Office of Attorney General
The Capitol
Charleston, West Virginia 25305

Consumer Protection Division
West Va. Dept. of Labor

1900 Washington St. HE.
Charleston, W. Va. 25305

WISCONSIN

Assistant Attorney General
For Consumer Protection

Office of Attorney General

Department of justice

Madison, Wisconsin 53702

Bureau of Consumer Protection,
Trade Division

Department of Agriculture

%01 W. Badger Road

Madison, Wisconsin 53713
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WYOMING

State Examiner and Adminis-
trator Consumer Credit Code

State Supreme Court Building

Cheyenne, Wyoming

COMMONWEALTH OF
PUERTO RICO AND THE
VIRGIN ISLANDS

Attorney General of Puerto Rico
P. 0. Box 192

San J° an, Puerto Rico 00902

Consumer Services Administra-
tion

P. O. Box 13934

Santurce, Puerto Rico 00908

Executive Director

Public Services Commission
Charlotte Amalie

St. Thomas, Virgin Islands 00801

Local

LOS ANGELES, CALIFORNIA
Secretary
Los Angeles Consumer
Protection Committee
107 8. Broadway
Los Angeles, Calif. 90012

SAN FRANCISCO,

CALIFORNIA

Secretary

Bay Area Consumer Protection
Coordinating Comrmittee

450 Golden Gate Avenue

Rox 360056

San Francisco, Calif. 94102,

SANTA CLARA COUNTY,

CALIFORNIA
Director
Santa Clara County Dept. of

Weights & Measures

& Consumer Affairs
Division of Consumer Affairs
409 Matthew Street
Santa Clara, California 95050

DADE COUNTY, FLORIDA
Director

Consumer Protection Division
1351 N.W. 12th Street

Miami, Florida 33125

JACKSONVILLE, FLORIDA
Consumer Affairs Officer
Division of Consumer Affairs
Department of Public Safety
220 East Bay Street
Jacksonville, Florida 32202

ST. PETERSBURG, FLORIDA
Director of Consumer Affairs
264 First Ave. N.

St. Petersburg, Fla. 33701

CHICAGO, ILLINOIS

Conimissioner

Department of Consumer Sales
and Weights & Measures

City Hall

121 N. LaSalle St.

Chieago, Illinois 60602 -

CHICAGUO. ILLINOIS

Secretary

Chicago Consumer Protection
Committee

Room 486

U.S. Court House and Federal
Office Bldg.

219 South Dearborn Street

Chicago, IIl. 60604

LOUISVILLE, KENTUCKY

Supervisor

Division of Weights & Measures
& Consumer Affairs



Metropolitan Sewer Distriet
BRuilding, Second Floor
Louisville, Kentucky 40202

NEW ORLEANS, LOUISIANA

Secretary

Consumer Protection Committee
of New Orleans

1000 Masonic Temple Building

338 St. Charles Street

New Orleans, Louisiana 70130

PRINCE GEORGES COUNTY,

MARYLAND

Consumer Protection Division

Prince Georges County Court
House

Upper Marlboro, Maryland 20870

BOSTON, MASSACHUSETTS
Chairman
Boston Consumer’s Council
Office of the Mayor, Boston

City Hall
Boston, Massachusetts 02201

BOSTON, MASSACHUSETTS
Secretary
Boston Metropolitan Consumer
Protection Committee
% Federal Trade Commission .
John Fitzgerald Kennedy
Federal Bldg.
Government Center
Boston, Mass. 02203

DETROIT, MICHIGAN

Secretary

Detroit Consumer Protection
Coordinating Committee

Immigration and Naturalization
Bldg.

333 Mt. Elliott Avenue

Detroit, Michigan 48207

ST. LOUIS, MISSOURI

Chairman

Citizens Consumer Advisory
Committee

7701 Forsyth Boulevard

Clayton, Missouri 63105

CAMDEN COUNTY, NEW
JERSEY
Director

Consumer Affairs, Room 606
Commerce Building
#1 Broadway
Camden, New Jersey 08101

LONG BEACH, LONT

ISLAND, NEW YORLK

Director, Consumer Affairs

City Hall

Long Beach, Long Island, New
York 11561

NASSAU COUNTY, NEW
YORK

Tjommissioner

QOffice of Consumer Affairs
160 01d Country Road
Mineola, New York 11501

NEW YORK (CITY,

NEW YORK

Commiissioner

City of New York Department
of Consumer Affairs

20 Lafayette Stree.

New York, New York 10013

COCLUMBUS, OHIO

Measures
City Hall
Columbus, Ohio 48215
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MULTNOMAH COUNTY,

OREGON

Deputy District Attorney in
Chiarge of Consumer Protec-
tion

600 County Court House

Portland, Oregon 97204

PHILADELPHIA,

PENNSYLVANIA

Secretary

Philadelphia Consumer
Protection Committee

53 Long Lane

Upper Darby, Pa. 19082

PHILADELPHIA,
PENNSYLVANITA

Consumer Protection Office

City Hall, Room 121

Philadelphia, Pennsylvania 19107

PRIVATE

Canadian Consumer Council—
First Annual Report, 1969. 29 p.
Free. The Council, P. O. Box 94,
Ottawa 2, Canada.

Report of the government appointed,

but independent, council for its first
vear of operation, 1969.

Catalogue of Caveats. Time, v.
96, Aug. 24, 1970: 38.

Discusses th= activities of Consumers
Union.

The Consumer Interest, hy John
Martin and George W. Smith,
1968. 280 p. 45 s. ($6.30) Pall
Mall Press, London.

Describes consumer organizations, both
local and national, in Great Britain;
assesses their effectiveness in respond-
ing to the problems and complexities
of the consumer market; and compares
develc\pment in Britain thh ather_c

+
tries. d
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Consumer Rights: a World Re-
view, 1968, 123 p. $3.50. (Proceed-
ings of the Bth Biennial Confer-
ence of the International Organi-
zation of Consumers Unions held
in Bronxville, New York from
June 26 to July 1, 1968.) Inter-
national Organization of Consum-
ers Unions, 81 Sweelinchplein,
The Hague, Holland.

Discussions of the roles of govern-
ments and independent consumer or-
ganizations in the fields of consumer
representation, safety, information and
production. Emphasized were safety
standards for foods, medicines, and
other consumer goods; and product
listing, labeling, packaging id eval-
uation.

Consumers Review. 6 per year.
$50.00. International Organiza-
tion of Consumers Unions
(IOCU) Information Center, 9
Emmastraat. The Hague, Hol-
land.

A listing of the contents and articles
of all major international consumer
publications and standard publications
throughout the world, A free list is
available upon request of publications
issued by I0CU members.

The Consumer’s Right to Know.
Consumer Reports, v. 33, Oect.
1968: 551-558.

An account of part of the Consumers
Union’s testimony in its suit to force
the Veteran’s Administration to make
public results of tests made on hes.rmg
aids, The issue is the consumer’s right
of “access to informatien in federal
agencies’ files about the quahty of con-
sumer goods and services.’

Consumers Union Puts on Mus-
ele. -Bur‘ness Week, Dec. 238,
1967 : 84—86.

Overview and a brief history of «.om-
sumers Union, the publlsher of Cun-
swmer Esparts Suggested reading for
all concerned with consumer interests
and the part of Consumerg Union in
protecting consumer welfare.
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Empire of the Consumer Cru-
sader Blossoms . Bringing Him
New Challenges and Froblems,
by Ronald G. Shafer. Wall Sireet
Journal, v. 175. Nov. 19, 1870:
40+.

Detailed breakdown of the operations
and organizations that constitute

Ralph Nader’s Raiders.

Facts You Should Know about
Your Better Business Bureau,
n.d. 16 p. 15¢. Council of Better
Business Bureaus, 1101 17th St
N.W., Washington, D.C. 21036.

“Pyblic service of private business in
the public interest;” a discussion of

the work and organization of the
B.B.B.

Forming Consumer Organiza-
tions, 1971. 27 p. Free. Office of
Consumer Affairs, Director of
Field Operations, New Executive

Office  Building, Washington,
D.C. 20506.
Manual to help consumers organize

for greater effectiveness.

Industry Nips at Consumers’
Watchdog, by John D. Drum-
mond and Frederick Corey. Elec-
tronics, v. 41, Aug. 5, 1968: 170—
173 +.

Critical article concerning the Con-
sumers Union’s subjective approach to
g’rﬁgluct testing and limited sampling
basis.

International Consumer. Quar-
terly. $10.00. IOCU, 9 Emma-
straat, The Hague, Holland.

The official organ of the International

Organization of Consumers Unions.
Text in English and French.

International Organization of
Consumer Unions, 1969. 32 p.
Free. American Council on Con-
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sumer Interests, 238 Stanley
Hall, University of Missouri,
Columbia, Mo. 65201.

The funetion of the American Council
on Consumer Interests is explained in

four languages—English, French, Ger-
man and Spanish. - .

Let the Buyer Not Despair, by
Virginia H. KXnauer. AAUW
Jowrnal, v. 64 no. 5, April 1971.
2 p.

An appeal for citizen involvement in
the search for consunier justice.

Meet Ralph Nader, Newsweek,
v. 71, Jan. 22, 1968: 85-67T +.
Interesting discussion of “everyman’s
lobbyist and his consumer crusade.”
Nader’s Raiders: Older and
Bolder. Sales Management, V.
104, Mar. 15, 1970: 27-28.
Considers the scope and objectives of

the Center for the Study of Responsive
Laxw.

Nader’s Raiders: the Lone
Ranger Gets a Posse, by Jack
Newfield. Life, v. 67, Oct. 3, 1960:
56-63.

Interesting and perceptive analysis of
consumer advocate, Ralph Nader. An
addition to an explanation of Nader’s
raiders, this issue carries an editorial
“The consumers and the regulators.”
Of interest to some teenagers.

National Consumers League Bul-
letin. Pi-monthly. Available to
members only. National Con-
sumers League, 1029 Vermont
Ave., N.W. Washington, D.C.
20005.

Reports on social legislution of interest
to the League. Membership in the

League is a minimum of $7.50 per
year.

Ralph Nader: Consumer Pro-
tection - or Lobbyist’s Gadfly.
o3 45
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Consumer Bulletin, v. 51, Apr.
1962: 25-27.

“The . . . ordinary consumer will not

find groceries any cheaper . . . or new
family auto any more convenient or
comfortable to drive as a result of
the current flood of legislation_ in the
name of the consumer.” A critical ex-
amination of Nader’s reole as consunier
advocate.

Ralph Nader, Crusader, by Pat-
rick Anderson. New York Times
Magazine, v. 5B, Oct. 29, 1967:
25+. _

Brief but interesting biographical

sketch of a “self-appointel lobbyist”
for the public and consumer interest.

Ralph Nader: Playboy Interview.
Playboy, v. 15, Oct. 1968: 78+.

Lengthy and fascinating interview
with the leading exponent of consumer
democracy. Nader discusses his cur-
rent activities, the philosophy which
guides him, and his views about the
relations between consumers, business
and government.

Report on Local British Groups,
1967. 10 p. Free. Consumers
Union of U.S., 256 Washington
St., Mount Vernon, N.Y. 10550.

Prepared by Consumers Union. Dis-

cusses activities of loeal British con-
sumer groups and lists their projects.

The U.S.’s Toughest Customer.
Time, v. 94, Dec. 12, 1969: 85-
96.

A detailed discussion of present day

consumer activity as personifiad in the
work of Ralph Nader.

Who Speaks for the Consumer,
by Ralph Nader, 1968. 12 p. 35¢.
League for Industrial Democ-
racy, 112 RE. 19th 8t., New York,
N.Y. 10008.

A reprint of a speech by Nader out-

lining his crusade for consumer pro-
tection.

16 54:..

Who Speaks for the Consumer
Now? Changing Times, July
1967: 11-44.

A discussion of national, state and local

consumer organizations, Includes a
list of organizations with addresses.

Whieh? Monthiy. 30s ($4.00).

Consumers’ Association, 14
Buckingham, Street, London
WC2N6DS.

An English consumer periodical de-
voied to testing and rating consumer
products,

REGISTERING
COMPLAINTS
Associations Answer Consumer-
ism Challenge. Association Man-
agement, v. 23, Jan. 1971: 24—

27.
How trade associations have met the

challenge of Virginia Knauer in the
resolution of consumer complaints.

Buckpassing.Blues: Lo! the Com-
plaining Consumer Put in the
Run-around Mill, by Ronald G.
Shafer. Wall Street Journal, v.
174, Nov. 8, 1969: 18.

Denalls consumer complaints concern-

ing malfunctioning products, faulty re-
pairs, and misdeliveries.

The Concern for Quality, 1970.
6 p. Free. National Association
of Manufacturers, 277 Park Ave.,
New York, N.Y. 10017.

“Got a complaint . . . be & good com-
plainer! Tell your story directiy to the

seller or manufacturer. IHere are a
few simple hints.”

Consumer Complainis: How Mar-
keters Listen. Sales Man 1gement,
v. 104, Apr. 15, 1970: 29-31.

Discusses thé ways in which some

major companies handle their con-
sumer complaints.
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Got a Gripe? Hejre’s Where to
Complain. Changing Times, V.
24, Mar. 1970: 31-34.

Includes the names and addresses of
one hundred and eleven agencies and
organizations ready to help the con-
summer.

Information Directory 1970. 26
p. 25¢. World Council of Credit
Unions, P. O. Box 431, Madison,
Wis. 538701,

A “complaint” directory which tells
you how to file a complaing and where,
T.ists addresses of federg] and state
agencies, state congumer Drganization‘s,
and names and addresses of major con-

sunier products manufactyrers in the
United States and Canada,

Nice People to Do Business With.

Consumer Reports, v. 32, June
1967 : 832-333.

Descriptions of the methods used by
some companies to satisfy consumer
cor-plaints,

Nothing Works Anymore, by D.
ganford. New Republic, Feb. 14,
1970: 21-24. :

“Ang you can’t fix it.”’ A discussion
of breakdowns, with a report on some
of the comvplaints received by Virginia

Knauer, the Fresident’s Special As-
gistant for Consumer Affairs.

When Consumers Complain, by
C. Merle Crawford. Sales Man-
agement, v. 105, Nov. 15, 1970:
29-31.

Studies the handling of consumer com-
plaints by ten corporations. The article
details a study made by the_unjver-
sity of Michigan’s Graduate Business
School.

Copnsumer and the Environment

Advances in Epvirompmental Sei-
ences and Technology, edited by
James N. Pitts, Jr. and Robert
L. Metecalf, 1989. 356 p. $15.95.
Wiley, New York.

Nine authorities consider the causes
and side effecis of Vvaripys forms of
environmental pollution.

Chemical Fallout, edited by Mor-
ton W. Miller and George G. Berg,
1969. 560 p. $22.50. Charles C.
Thomas Publishing Jo., 3pring-
field, 111

Current, highly technieal yessarch on

persistent pesticides- Proceedings of
the Rochester Confersiceg on ToxXlelty.

The Chemical Feast, by Ralph
Nader and Summer Stuydy Group,
1970. 256 p. $6.95. Grossmai,,
New York.

A report on our failure tg control our

cheinical environment. Of interest to
some teenagers.

Consumer Beware! by Beatrice
Trum Hunter, 1971. 442 p. $8.95.
Simon and Schuster, Wew York.
“Your food and what’s been done to
it.”” A survey of the deterioration of

pur_ basic foods and its impact on the
nation’s health.

Directory of Government Agen-
cies Safeguarding the Consumer
and Environment, $4.95. 90 p.
derina Press, 70 Kennedy B8St.
_Alexandria, Va. 22305.

Lists the faderal and state offices of
such areas as meat and poultry sur-

veillance, weights and measures, and
air pollution.

The Economy of Cities, by Jane
Jacobs, 1969. 268 p. $5.95. Ran-
dom House, New York.

How the processes of production and
consumption contribute to_the cycle of -
growth and decay in the city structure.
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Ecotactics, edited by John G.
Mitchell with Constance L. Stall-
ings, 1970. 288 p. 98¢ (paper)
Pocket Books, 1 W. 39th BSt,
New York, N.Y. 10018.

“The Sierra Club handbook for envi-
ronmental aectivists.” Introduction by

Ralph Nader. Of interest to some teen-
agers.

The Environment, by the Editors
of Fortune, 1970. 220 p. $1.25.
Harper & Row, New York.

Thirteen articles on various economic
aspects of environmental pollution re-

printed from the October 1969 and
February 1970 issues of Fortune.

Environment: a Challenge for
Modern Society, by Lynton Cald-
well, 1970. 312 p. $7.95. Double-
day, Garden City, N.Y,

Published for the American Muscum
of Natural History. A political scien-
tist considers the eritical problems of
maintaining an environment in which
a life of quality is possible,
Everyman’s Guide to Ecological
Living, by Greg Cailliet and
others. 119 p. 95¢ (paper) Mac-
millan, 866 Third Ave., New
York, N.Y. 10022.

Provides advice and suggestions about
activities that concerned people can
undertake to relieve the impending en-
vironmental crisis. Has a section on

proposed consumer activities, Of in-
terest to some teenagers.

The Facis about Today’s Deter-
gents, n.d. 8 p. Free. Soap and
Detergant Association, 475 Park
Ave., South, New York, N.Y.

TAn1d

“Afvae oo fo frequently asked ques-
LM t

. .yt biedegradability, phos-
pihzten., izymes,”

Tacts for Consumers, Pesticide
Residues, rev. 1964. 12 p. 1564
(cat. no. F'S13.111:18/2) Supt. of

43
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Documents, GPO, Washington,
D.C. 20402.

Summary of safety econtrol through
the Federal Insecticide, Fungicide, and
Rodenticide Act, and Food, Drug and
Cosmetics Act. Reports on safe toler-
ances and other safety requirements.

The Fight for Quiet, by Theodore

Berland, 1970. 370 p. $8.95.
Prentice-Hall, Englewood Cliffs,
N.J.

Surveys th2 hazards of noise pollution.

Garbage as You Like It, by Jer-
ome Goldstein, 1970. 243 p. $6.95.
Rodale, Emmaus, Pa.

How to dispose of wastes—sewage, or-
ganie solids, paper, cans, bottles, junk.
Considers recycling, composting and
other less orthodox means of disposal.
Of interest to some teenagers.

Geotechnics, by William A. Nier-
ing. Choice, v. 6, Jan. 1970:
1529-1536.

Bibliographic essay surveying many
aspects of environmental literature.
Included are books on natural re-
sources, conservation, ecology, pollu-
tion, marine ecosystems, and popula-
tion problems.

God’s Own Junkyard, by Peter
Blake, 1964. 144 p. $2.95. Holt,
Rinehart and Winston, New
York.

Describes the deterioration in contem-
porary design and the destruction of
natural bezuty caused by publie
apathy, commercial interests, and our
materialistic national goals, I1-

lustrated by numerous photographs. Of
special interest to teenagers.

Guide to Organic Foods Shop-
ping and Organic Living, com-
piled by Organic Gardening and
Farming and Prevention, The
Magazine for Better Living, ed-
ited by Jerome Goldstein and M.
C. Goldman, 1970. 119 p. $i.00.
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Rodale Press, Emmaus, Pa., dis-
tributed by David McKay, New
York.

Guide to How to Live Better With
Less Conveniences. Contents inelude:
how to read a label and what “in-
gredients” (additives) to avoid; a list
of products which are “extra good”
from an environmental standpoint; a
list of =afe detergents; directories of
organic food sources (growers, shops
and stands offering a wide -selection
of mnaturally raised food praducts),
ecology action groups, ecology re-
searchers, legislators, teachers and
students; and a listing of natural re-
sources, wildlife conservation and
health organizations. Also gives ex-
amples of people who have organized
to fight environmental problems and
to promote better, safer and healthier
products. Of interest to some teen-
agers.

Home Insecticides, Part II. Con-
swmer Reports, v. 28, Aug. 1963:
392-397.

Advice on how to solve specific insect

problems. Tells what to do when you
must hire an exterminator.

Household Insecticides, Part I.
Consumer Reports, v. 28, July
1963 : 321-327.

How to select a product for safety
and effectiveness, why the public needs
to be alarmed, safety precautions in

the war on insects and a guide to the
most hazardous chemicals.

In Quest of Quiet, by Henry Still,
1970. 224 p. $6.95. Stackpole,
Harrisburg, Pa.

Examines such contributions to noise
pollution as automobiles and aircraft

and appeals to government and in-
dustry to establish standards for

noise control,

The Politics of Polluticn, by
Clarence J. Davieg, Jr., 1970. 231
p. $6.00. Scribners, New York.

A  comprehensive study of govern-

ment’s response to the need for polla-
tion control,

Report of the Secretary’s Com-
mission on Pesticides and Their
Relationship te Environmental
Health, 1969. 677 p. $3.00 set
(cat. no. HE 1.2:E43ﬁ£’art I, 1I)
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

Part I details recommendations on haz-
ards of pesticides to_the environment
and man’s health. Part II includes
subeommittee reports, including ecar-
cinogenesis, interaction, mutagenesis
and teratogenesis.

Since Silent Spring, by Frank
Graham, Jr., 1970, 333 p. $6.95.
Houghton Mifflin, Boston. Also
available in paperback: $2.00,
Consumers Union, Mount Ver-
non, N.Y. 10550.

An epilogue to Rachel Carson’s Silent
Spring. A report of what has and has
not been done in understanding and

controlling pesticides gince 1962. Of
interest to some teenagers.

So Human an -Animal, by René
Dubos, 1968. 267 p. $6.95. Scrib-
ner’s, New York.

Discusses how man responds to his
physical and social surroundings and
questions whether or mnot man is
thoughtlessly creating eonditions which
will thwart his pursuit of human free-
dom.

The State of Sizge, by C. P.
Snow, 1969. 50 p. $2.95. Serib-
ner’s, New York.

A plea for a world-wide social policy to

avoid a fcod consumption-population
collision in the near future.

The Third Pollution, by William
E. Small, 1971. 120 p. $6.50. Prae-
gor, New York.

A definitive pieture of the costs and
problems of solid waste disposal.

The User’s Guide to the Protec-
tion of the Environment, by Paul
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Swac:k, 1970. 312 p. $1.25 (pa-
per). Ballantine Books, Inc., 101
Fifth Ave.,, New York, N.Y.
100083.

A commonsense approach to the con-
tributions each citizen can make in
protecting our environment. Of inter-
est to some teenagers.

The Vanishing Air, by John
Esposito, 1970. 348 p. 95¢ (pa-
per) Grossman Publishers, New
York. :

Ralph Nader summer study group re-
port on air pollution sources, such as
the automotile industry, manufactur-
ing industries, power plants, and cur-
rent programs %o curb pollution.

Money Management

PLANNING AND
CONSUMER DECISION
MAKING

Answers to Your Everyday
Meney Questions, by Lorraine L.
Blair, 1968. 200 p. $4.95. Reg-
nery, Chicago, IIL

A careful, philosophical discussion of

the principles of good money manage-
ment.

Business Week’s Guide to Per-
sonal Business, by Joseph L.
Wiltsee, 1970. 334 p. $9.95. Mec-
Gravr-Hill, New York.

“Designed for the man who wants to
manage his personal business as com-
petently as he manages his company

business. Written for the man who
earns more than $15,000 a year.”

Champagne Living on a Beer
Budget, by Mike and Marilyn
Ferguson, 1968. 271 p. $5.95.
Putnam, New York.

An encyclopedic practical guide to get-
ting the “best for less” in everything

from: motel rooms to prime choppe
beef and cruises by sea and air.

Consumer Buying Guide, by Bet-
ter Business Bureau, 1969. 205

p. $1.25 (paper). TUniversal
Publishing and  Distributing
Corporation, 235 E. 45th St.,

New York, N.Y. 10017.
i

S

Sub-title: “How .to get your money’s
worth.” The only guide authorized to
carry the name of Better Business
Bureau. Written by those involved
with the problems brought to
the BBB'’s attention.

Consumers All, 1965. 496.p. $2.75
(cat. no. A 1.10:965) Supt. of
Documents, GPO, Washington,
D.C. 20402.

The Yearbook of. Agriculture, 1965.
Practical handbook -of information for
everyone who has a part in the man-
agement and care of a house, home
and family. Chapters deal with houses,
home furnishings, finances, clothing,
food and nutrition.

The Consumer’s Handbook, by
National Observer Editors, 1969.
162 p. $1.85. Dow Jones Books,
Box 300, Princeton, New Jersey
08540.

A manual e¢ssaying the wise use of
money.

A Discussion of Family Money.
How Budgets Work and What
They Do, 1970. 24 p. Free. Wom-
en’s Division, Institute of Life
Insurance, 277 Park Ave. New
York, N.Y. 10017.

A discussion of basic money manage-
ment for the growing family.

The Dollar Squeeze and How to
Beat It, by George Sullivan,
1970. 213 p. $5.95. Macmillan,
New York.



Hints to assist the consumer in his

battle to J«feat inflation. One half of
the book treats of credit and debt,
the other with buymanship and bud-
geting.

Financial Self-Defense, by John
L. Springzer, 1969. 201 p. $5.95.
McGraw Hill, New York.

A general guide to the financial pit-
falls which await the modern Ameri-
can—inflation, taxes, credit problems,

frauds, and the necessity for careful
planning.

Getting By on $20,000 a Year,
by Ann Bayer. Life, v. 65, Dec.
20, 1968: 58-60.

Sub-title: “Almost all of them end up

in the red.” Spending patterns of six
families.

Guide to Record Retention Re-
quirements, 1970. 8y p. $1.00
(cat. no. GS4.107/a:R245/970).
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

What records must be kept under fed-
eral laws and regulations, who must

keep them, and how long they must
be kept.

Head of Household, 1968. 32 p.
92¢. Follett Educational Corpo-
ration, 1010 W. Washington
Blvd., Chicago, Il11. 60607.

How a young black girl ‘earns
to handle the financial responsibilities
of her household during the illness of
her mother who is receiving welfare as-
sistance. Includes a teacher’s manual
for $1.50. Fifth and sixth grade read-
ing levels, designed for the high school
and young adult level consumer with
poor reading skills.

Helpful Hints for Homemakers:
a Variety of Booklets on Home
Economics, 1970. 2 p. Free. Supt.
of Documents, GPO. Washing-
ton, D.C. 20402.

An annrotated listing of thirty-seven

leaflets published by the Government
Printing Office from 1963 to 1970.

Helping Families Manage Their
Finances, rev. 1968. 51 p. 40¢
(U.8. Dept. of Agricuiture,
Home Economics Research Re-
port No. 21, cat. no. A1.87:21/2)
Supt. of Documents, GPFO, Wash-
ington, D.C. 20402.

A guide to the basic practices of family
financial management.

How Do Those Joneses Do It7
Changirg Times, v. 22, Apr.
1968: 7-11.

A discussion of family differences and

how they are reflected, in varying life-
styles. (’

i

How to Get Twenty to Ninety
Percent Off on Everything You
Buy, by J. and C. Kinney, 1966.
255 p. $6.95; $1.95 (paper)
Prentice-Hall, Englewood Cliffs,
N.J.

General advice, specific ways to save
and cut back expenses, along wich use-
ful suggestions on wise buying.

How to Live Better and Spend
Twenty Percent Less, by Merle
E. Dowd, 1967. 237 p. $6.95.
Prentice-Hall, Englewood Cliffs,
N.J.

Suggested savings on a variety of
goods and services. Designed for the
inexperienced buyer.

How to Live on Nothing, by Joan
Ransom Shortney, 1968. 75¢
(paper) Pocket Books, 1 W. 39th
St., New York, N.Y. 10018.

“A thousand and more ways you can
use wit and imagination to live very
well on very little.” Of interest to
some teenagers.

How to Make the Most of Your
Money, by Sidney Margolius,
rev. 1969. 148 p. $6.95; $3.95

(paper) Hawthorn Books, New
York.



A guide to money management. Aimed
especially at the young-maxvied.

How to Manage Your Money, by
John Kirk, 1967. 144 p. $1.00
(paper) HEssandess Special Edi-
tions, 1 W. 3839th Sireet, New
York, N.Y. 10018.

An elementary guide to family finance.
Contains thirty-two pages of work-

sheets for recording income and ex-
penses.

How to S-t-r—e-t-c-h Your
M-o0—-n-e—y, by Sidney Margolius,
1968. 28 p. 25¢ (Public Affairs
Pamphlets no. 302) Public Af-
fairs Committee, 881 Park Ave.
South, New York, N.Y. 10016.

Useful guide to the art of mastering
money.

How You Can Beat Inflation, by
David L. Marlestein, 1970. 226
p. $7.95. McGraw-Hill, New
York.

Specific information in the areas of
food, shelter, services and investment.

The Macmillan Guide to Finance.
by Rex Wilder, 1967. 235 bp.
$6.95. Macmillan, New York.

Basically a primer on personal finance.

Approximately one quarter of the text
is devoted to insurance.

Managing Your Family Finances,
by J. K. lLasser Tax In-
stitute, 1968. 278 p. $6.50. Dou-
bleday, New York.

A basiec money management hand-
book.

Managing Your Money, 1964, 12
p. 15¢ (cat. no. A43.16/2:M74).
Supt. of Documents, GPO, Wash-
ington, D.C. 20402.

“A family plan” for establishing fin-
ancial security. -
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Measuring Retired Couple’s Liv-
ing Costs in Urban Areas, by
Mary H. Hawes. Monthly Labor
Review, v. 92, Nov. 1969 : 3-16.

Analysis of cost of living for a re-
tired couple on a moderate budget.
The Bureau of Labor statistics are de-
signed to permit comparisons with

budgets for younger families in urban
areas. Many tables are included.

Mind Your Money—When You
Spend, When You Shop, and
When You Use Credit, 1968. 15
p. each. 15¢ per set. Household
Finance Corporation, Money
Management Institute, Pruden-
tial Flaza, Chicago, Ill. 60601.

Simple instructions for good money
management. This set of pamphlets
has been developed for use with groups
of limited income, reading ability and

experience. Of interest to some teen-
agers.

Moment of Truth for Consumer
Credit, by George C. Cochran,
ITI. Business Review (Federal
Reserve Bank of Dallas, Texas).
Apr. 1969: 3-12.

Discusses the federal truth in lending

program, particularly in its adver-
tising aspects.

Money and Your Marriage, by
Roy A. Burkhart and others,
1963. 32 p. 85¢ National Con-
sumer Financa Association, 1000
Sixteenth 8t.,, N.W., Washing-
ton, D.C. 20402.

Discusses “planning together” as the
basis for sound family finance.

The Money Book, by Anthony
Scaduto. Ladies’ Home Journal,
v. 87, Mar. 1970: 147-150.

A brief summarv of the ideas con-
tained in the author’s book: Getting

the Most for Your Money. Many help-
ful hints are included.



Money in Your Life, 1970. 40 p.
Free. Women’s Division, Insti-
tute of Life Insurance, 277 Park
Ave., New York, N.Y. 10017.

“Financial planning for the woman

on her own.” An elementary but prac-
tical guide.

Money Management: Children’s
Spending, 1968. 26 p. 25¢. Money
Management Institute, House-
hold Finance Corp., Prudential
Plaza, Chicago, Ill. 60601.
Presents ideas on children’s allow-
ances, earnings, savings and borrow-
ing.

Money Management: Your
Shopping Dollar, 1969. 36 p. 25¢.
Household Finance Corporation,
Money Management Institute,
Prudential Plaza, Chicago, Il
60601.

Hints for effective shopping and dol-
lar-stretching. Others in series:

Money Management: Your Automobile
Dollar, 1969. 36 p- 25¢

Money Management: Your Equip-
ment Dollar, 1969. 36 p. 26¢

Money Management: Your Home Fur-
wishings Dollar, 1965. 40 p. 25¢

Money, Money, Monay, by John
Kuenster, 1969. 63 p. 50¢. Clare-
tian Publishers, 221 W. Madison
8t., Chicago, 111. 60606.

A readable psychological, scciological,
and economic study of money. An anal-
ysis from those different points of view

of what it is, what it does for us, and
what we do for it.

New Adult Guide to Independent

Living, by Sidney Margolius,

1968. 213 p. O. P. Macmillan,
New York.

“What you need to know at 21 about:
your legal rights, your money, your
place in the sun.” Simple discussion
of mzny areas vital to the ‘“new
adults” which should prove of benefit.
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The New York Times Guide to
Personal Finance, by Sal Nuccio,
1968. 240 p. $4.95. Harper and
Row, New York.

Covers the entire field of personal fin-
ance. Brief but lucid and helpful.

Present Value of Estimated Life-
time Earnings, by Herman P.
Miller and Richard A. Hornseth,
1967. 54 p. Free. Bureau of the
Census, Washington, D.C. 20233.

Includes forty-six pages of charts
showing the lifetime earnings of people
in various age groups and in various
occupations.

Rich Man, Poor Man, by Her-
man P. Miller, 1964. 260 p. O. P.
Thomas Y. Crowell, New York.

Statistical analysis of the distribution
of income in America, based on United
States census information.

Save Money and Grow Rich, by
John W. Xing, 1968. 288 p.
$4.95. Lyle Stuart, New York.

Popular approach te the art of saving
money by cutting corners. This dic-
tionary guide has entries from “ab-
stracts” to “zoos.”

Sense with Dollars, by Charles
V. Neal, rev. ed. 1967. 380 p.
$1.45 (Dolphin C456, paper).
Doubleday, New York.

A money management counselor dis-
cusses several aspects of personal fin-
ance.

The Spender Syndrome, by
Brenda Dervin, 1965. 212 bp.
O. P. Center for Consumer Af-
fairs, University of Wisconsin,
University Extension, 432 N.
Lake St., Madison, Wis. 53706.

Sub-title: “Case studies of sixty-eight
families and their consumer problems.”
Cases are drawn from all ages, occu-
pational leveis, and from all types of
consumer probiems. Bound into the
book is a 61/2 minute record on
which three cases have been recorded.
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Three Standards of Living for
an Urban Family of Four Per-
sons, Spring 1967. 92 p. $1.00
(cat. no. 1.2.8:1570-5) Supt. of
Documents, GPC, Washington,
D.C. 20402.

This Department of Labor study gives
data for a carefully defined family of
four m different ﬁnanclal circumi-
stances in 39 areas, in answer to the
question: ‘“How much does it cost to
live?”’

The Time-Life Bock of Family
Finance, by Carlton Smith and
Richard P. Pratt, 1970. 415 p.
$11.95. Time-Life Books. Order
from Little, Brown, Boston.

An exceptionally effective guide to

personal finance. Contains many
worthwhile charts and graphs.

What a Young Family Should Do
with Its Money. Changing
Times, v. 21, Dec. 1967: 17-21.
The advice of five financial experts is
given on housmg, life and medical in-
surance, savings and investiments, es-

tate planmng, and other matters of
special interest to the youthful family.

What Every Young Wife Should
Know about Money, by Martin
Cohen. Redbook, v. 181, Sept.
1968: 70-T72.

Summarlzes many points on manag-
ing money. For reprints send twenty-
five cents and a stamped, business size,
self addressed envelope. 'Of interest to
some teenagers.

Women’s Wealth ... How Much?
1968. folder. Free Women’s Divi-
sion, Institute of Life Insurance,
277 Park Ave., New York, N.Y.
10017.

Facts about women’s incomes and their
importance to the financial structure.

Young Teens and Money, by
Mary Beery, 1971. 159 p. $3.83.
McGraw-Hill, New York.
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How much allowance should I get?
What should it cover? Should I get
more as I get older? I'm fourteen now.
f I go to a discount store, am I going
to end up with a junky nroduct? Are
all checking accounts alike? If not,
which is best? The author answers
these and hundreds of other questions
asked by actual teenmagers in matters
relating to earning, saving and spend-
ing money in this informal, easy-to-
read book for the younger teens. Es-
pecially valuable are the long list of
suggestions on how teenagers can earn
money, the guide to tipping and a long
bibliography of books and pamphlets
and list of source materials (pp. 150—~
154). Of special interest to younger
teens.

BUDGETING

Annual Price Survey: Family
Budget Costs, 13th ed., 1970. 57
p. $2.50. Community Council of
Greater New York, 225 Park
Ave. South. New York, N.Y.
10008.

For New Y City, this pamphlet
lists costs fo e family and the re-
tired couple. 2kly costs for indivi-
duals, retail 2 lists.

Family B: iget Standard, 1970.
76 p. $4.¢ Community Council
of Greater New York, 225 Park
Ave. South, New York, N.Y.
10003.

Prepared for the use of social and
health agencies in New York City.
Presents detailed information on a
family budget standard, quantity

standards for major categor1(~- of ex- _ .

penditures, and a general cost sum-
mation.

Family Budgeting, Don’t Won-
der Where the Money Went, by
Thelma Vivian Winder, 1960. 9
p. Free. Family Services Pro-
gram, Baltimore Urban League,
2404 Pennsylvania Ave., Balti-
more, Md. 21217.

A basic introduction to the principles
of family finance. Other resources for



use with low-income consumers are
available from this organization.

Family Economics Review.
Quarterly. Free to professional
workers. Consumer and Food
Economics Research Division.
U.S. Department of Agriculture,
Federal Center Bldg., Hyatts-
ville, Md. 20782.

A report of current developments in
family and food economics and the
economic aspects of home management.

Gives costs of food under various bud-
gets.

Family Money Problems, by Sid-
ney Margolius, 1967. 20 p. 25¢
(Public Affairs Pamphlet no.
412) Public Affairs Committee,
381 Park Ave. South, New York,
N.Y. 10016.

A simple, down-to-earth discussion of
family money problems.

Food For the Young Couple, rev.
1967. 16 p. 10¢ (cat. no. AL.77:
85/2). Supt. of Documents, GPO,
Washington, D.C. 20402.

Deseribes a weekly food plan and gives
sample menus. Tells how to cut food
costs. An additional feature: how to

purchase kitchen tools and utensils. Of
interest to older teenagers.

A  Guide to Budgeting For the
Family, 1970. 14 p. 10¢ (U.8S.
Dept. of Agriculture, Home and
Garden Bulletin mno. 108, cat. no.
A1.77:108/3). Supt. of Docu-
ments, GPQ, Washington, D.C.
20402.

Elementary guide on setting up a bud-
get and following its limits.

A Guide to Budgeting for the
Young Couple, 1968. 16 p. 10¢
(cat. no. A1.77:98/8) Supt. of
Documents, GPO, Washington,
D.C. 20402.

Elementary but useful little guide, giv-
ing hints on why budgets are neces-
sary and steps in developing a family
plan. Of interest to older teenagers.

Methodoiogy of Consumer Ex-
penditures Surveys, 1968. 80 bp.
$1.00. Working paper no. 27.
Bureau of the Census Publications
Division, Washington, D.C. 20233.
Exploration in depth of the cxperience
with family budget surveys hoth uere
and abroad. These insights should prove
helpful in formulating a design for a

dontinuing government program in the
United States.

Retired Couple’s Budget For a
Moderate Living Standards, Au-
tumn 1966. 1969. 36 p. 385¢ (cat
no. 1.2.3:1570-4) Supt. of Docu-
ments, GPO, Washington, D.C.
20402.

Presents comparative data on how
much it will cost a retired couple,
covered by medicare, to live on a
moderate level in a mecropolitan area.

Estimates for non-urban areas are also
given.

Spring 1970 Cost Estimates For
Urban Family Budgets, [pub-
lished] Dec. 21, 1970. [14 rl
Free. U.S. Dept. of Labor, Bu-
reau of Labor Statistics, Wash-
ington, D.C. 20219.

Updates the final spring 1969 cost
estimates. Also available free, together
with the 1969 cost estimates, from
Bureau of Labor Statistics Regional

Offices and the Office of Prices and
Living Conditions.

Three Budgets For a Retired
Couple in Urban Areas of the
United States, 1967-68, [pub-
lished] 1970. 74 p. 70¢. (U.S.
Dept. of Labor, Bureau of Labor
Statistics, Bulletin 1570-6. cat.
no. 1.2.8:1570—4) Supt. of Docu-
ments, GPO, Washington, D.C.
2402,
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Provides budgets at three levels of
income: lower, intermediate, and
higher.

Three Budgets For an Urban
Family of Four Persons, Final
Spring 1959 Cost Estimates,
[published] Dec. 1970. [16 Dp.]
Free. UJ.S. Dept. of Labor, Bu-
reau of Labor Statistics, Wash-
ington, D.C. 20212,

Sample budgets in three income levels:
lower, intermediate, and higher. BRased
on a family consisting of husband. wife,
thirteen year old boy, and eight year
old girl. An analytical report on thexe
budgets “will be published sho»tly ag
a supplement to Bulletin 1570-5.”
Copies of the spring 1969 bhudgets,
and estimates for spring 1970 are also
available free upon request from the
Regional Offices of Bureau of Labor
Statistiecs and the Office of Prices and
Living Conditions.

Young Couples Make Money
Work, 1971. 16 . Free. Institute
of Life Insurance, 277 Park Ave,,
New York, N.Y. 10017. '

How the new family can budget its
income.

CREDIT
Using Credit

AHEA’s Workshop on Consumer
Credit in Family Financial Man-
agement. Journal of Home KEco-
nomics, v. 60, Jan. 1968: 12.

Editorial introduction to an issue dz-
voted to the workshop’s activities. HEx-
cerpts are included within the iszue
from all of the papers presented dur-
ing the four-day session.

Borrower’s Handbook of Annual
Percentage Rates for Install-
ment Credit, by George A.
Peirce, 1967. 26 p. 504. Con-
sumers League of New Jersey,
20 Church St., Monteclair, N.J.
07042.
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Instructions, examples and tables are
given to find the true annual rates of
interest. The discussion on revolving
credit is of particular interest.

Buy Now, Pay Later, by Hillsl
Black, 1961. 240 p. $5.95. Mor-
row, New York. Also available
in paperback: 50¢. Pocket Books,
1 W. 39th St., New York, N.Y.
10018.

Examines the uses and abuses of
credit in the U.S. Describes the work

of collection agencies and the growing
use of teen-age credit.

Buy No¢w, Pay Never, by Liz R.
Gallese. Wall Street Journal, v.
175, Nov. 18, 1970: 1+.

In depth discussion of the many prob-
lems created by the theft of credit

cards, from the viewpoints of the con-
sumer and business.

Buying on Time?, 1967. 19 p.
Free. State of WNew York Bank-
ing Dept., 100 Church St., New
York, N.Y. 10007.

Clear explanation of installment buy-

ing. Emphasis is on buyers’ rights
and responsibilities.

Cash or Credit, by Car]l F. Christ,
1970. 33 p. Free. Family Serv-
ices Program, Baltimore Uiban
League, 2406 Penmnsylvania Ave.,
Baltimore, Md. 21217.

An explanation of the various kinds of
credit available to the consumer. Em-

phasizes the advantages of saving and
the advantages of paying in cash.

Common Sense Credit, by
Charles Morrow Wilson, 1962.
180 p. $4.95. Devin-Adair, Green-
wich, Conn.

Sub-title: “Credit unions coma of age.”
How millions of Americans have es-
caped from loan sharks, high interest
rates and extravagant installment buy-
ing through a unique institution called
the credit union.
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Consumer and Commercial
Credit Management, by Robert
H. Cole, 3d ed. 1968. 615 p.
$14.00 (text ed. $10.50) Richard
D. Irwin, Homewood, ill.

QGives the reader an appreciation o
the economie and social implications

of credit and defines types of credit
available.

Consumer, Beware! rev. 1968, 22
p. 15¢ AFL-CIO Departmer® of
Publications, 815 16th St.,, N.W,,
Washington, D.C. 20006. ($13.50
per 100 copies).

Guide to installment buying. Includes
tables of the statutory maximum small
loan rates for all states, and the laws
regulsting installment sales contract

for the states which have them. Shows
various types of eredit available.

Consumer Conference Guide:
Credit, n.d. 16 p. 1-9 copies:
$1.00 each; 10-99 copies: T5¢.
Chamber of Commerce of the
United States, 1615 H St., N.W,,
washington, D.C. 20006.

Guidelines for local chambers of com-
merce planning consumer conference
programs on credit. Presents a model
agenda, suggests publicity, gives ideas

about follow-up activities, and provides
a resource list.

Consumer Credit, by Elsie Fet-
terman, n.d. 28 p. 20¢. Publica-
tions Room, University of Con-
necticut, Box U-35, Storrs,
Conn. 06268.

Facts one should know about consumer
credit—types available, advantages

and disadvantages, interest rates, pre-
cautions and sales contracts.

Consumer Credit and the Low
Inccme Consumer, 1969. 105 p.
Free up to 10 copies, 11 or more
50¢ each. Urban Coalition, 2100
M St., N.W. Washington, D.C.
20037,

6.

Study of selected activities by com-
mercial banks, credit unions and re-
tailers to make consum.er credit, con-
sumer counseling and consumer educa-
tion available to low income persons.

Consumer Credit and Wealth, by
Reavis Cox, 1965. 47 p. $1.00.
National Foundation for Con-
sumer Credit, 1819 H Street,
*.W., Washington, D.C. 20006.

This study in consumer credit has
: een published by a trade assoziation
of manufacturers, distributors and
financing agencies. It is a technical,
but popularized, presentation on the
use of credit—its accumulation, main-
tenance, and growth.

Consumer Credit Annual, 1969.
38 p. $3.75. National Foundation
for Consumer Credit, Inc., 1819
H St., N.W., Washington, D.C.
20006.

Compilation of statistical reference

material and data related to consumer
credit.

A Consumer Credit Bibliogra-
phy, Journal of Home Econom-
ics,.v. 60, Jan. 1968: 53-54.

A wide variety of books, articles, book-
lets, leaflets and other printed materi-
als selected by the planning commit-
tee for display at the. AHEA Work-
shop on Consumer Credit.

Consumer Credit Finance
Charges, by Wallace P. Mors,
1965. 153 p. $5.00. National Bu-
reau of Economic Research; or-
der from Columbia University
Press, New York.

Concerned with the problem of pro-
viding finance charge information tc
consumers. 'The methods financing
agents and sellers use in computing
finance charges are analyzed and the
consumers’ degrees of comprehension
of this information have been surveyed
and conclusions drawn.

Consumer Credit in Family Fi-
nancial Management, 1968. 183
p. $2.00. American Home Kco-

b7



nomice Association, 2010 Mas-
sachusccts Ave.,, N.W., Washing -
ton, D.C. 20036.

Proceedings of the AHEA mnational
workshop held fall 1967. Contains an

extensive bibliography on consumer
credit.

Consumer Finance, by Irving S.
Michelman, 2d ed. 1970. 336 p.
$10.00. Augustus M. Kelley, New
York.

Sub-title: “A case history in American
business.” Includes the history and de-
velopment of credit unions, auto fin-

ance companies and the entry of banks
intc the consumer credit field.

Consumer Finance Industry,
edited by John M. Chapman and
Robert A. Shay, 1967. 183 p.

$6.00. Columbia University Press,

New York.

An evaluation of loan service rendered
by regulated consumer finance com-
panies. Standards are suggested for
the control of interest rates and loan
ceilings.

The Consumer Finance Indus-
try, by the National Consumer
Finance Association, 1962. 187

p. $5.75. Prentice-Hall, Engle-

wood Cliffs, N.J.

Qutlines development of the regulated
consumer finance industry. Includes
problems involved in the effort of the
industry to achieve and maintain a
position of maximum service and
usefulness to the consumers of Amer-
ica.

Consumer’s Quick Credit Guide,
1964. 2 p. 5¢ (cat. no. A1.11/3:

C86) Supt. of Documents, GPO,
Washington, D.C. 20402.

Capsule information on typical credit
charges, buying on the installment
plan, and borrowing money.

Credit and Collections, by Rich-
ard P. Ettinger and David E.

58

N

Golieb, 5th ed. 1962. 388 p.
$11.95. Prentice-Hall, Engle-
wood Cliffs, N.J.

Contains material on personal loans:

who uses them, how they are obtained,
from whom they are borrowed.

Credit Cards, by Elsie Fetter-
man, 1970. 20 p. 15¢. Agricul-
tural Publications Dept., Box U-
85, University of <Connecticut,
Storrs, Conn. 06268.

A description of the advantages and

disadvantages of credit cards. Sub-
titled: “Thirty days to reality.”

Credit Counselor Training Hand-
book, 1970. 87 p. Apply for price.
Credit Counseling Centers, Inc.,
17000 West Eight Mile Rd.,
Southfield, Mich. 48075.

A handbook compiled by experienced
credit counselors. Recommended to

those working with the poor and in-
debted.

Credit, Master or Servant? 1966.
52 p. 25¢ (cat. no. D2.14:PA-
10) Supt. of Documents, GPO,
Washington, D.C. 20402.

Official Department of Defense pam-
phlet offering information on lenders,
credit, finance charges and rates, con-
tracts. Explains things you should
know before taking on debts, what to
do to protect yourself, how to use your
knowledge to save money. Also offers

suggestions for financial relief if you
are in credit trouble.

Credit Unions, by Jack Dublin,
1966. 179 p. $4.95; $1.95
(paper) Wayne State Univer-
sity, Detroit, Mich.

Discusses the basie philosophy
of credit unicns, and shows how

a credit union should and should not
operate.

Economic Report on Installment
Credit and Retail Sales Practices
of District of Columbia Retail-



ers, IMar. 1968. 52 p. 35¢ (¥Fed-
eral Trade Commission, cat. no.
FT1.2:1N7) Supt. of Documents,
GPO, Washington, D.C. 20402.

he results of a survey of installment
credit and sales practices of ninety-
six furniture, appliance and depart-
ment stores having 85 percent of the
cales in the Distriet of Columbia. The

results show that the poor do ray
more.

tracts You Should Know about
Your Credit, 1962. 16 p. 15¢ eac

to non-members. National Con-

sumer Finance Association, 1000
16th St., N.W., Washington, D.C.
20036. (1-10 copies free to mem-
bers, 11-1000, 15¢ each).

Prepared by the Better Business Bu-
reau of Boston for the NCF A,

Family Credit Counseling, by
Perry B. Hall, 1968. 127 p. $8.75.
Family Service Association of
America, 44 E. 23rd St., New
York, N.Y. 10010.

A national study evaluating family
credit counseling as provided through
non-profit community-based programs.
A summary is also available for $1.00.

Finance Facts Yearbook, 1970.
72 p. Free (