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. The consomer roTe"

b Free enterpride system |
71, Wide range of choices.
| ~ 2. Conparison shopping
o g‘) » ";3 Remard good,buy.

"B, Money econony
1. Developnent from barter
2, Exchange of skills for |
| -=.a'necessities and luxuries .

[ Demand for new goods and :
Co 0 shrvices

o 2+Needs and tastes drctate

- ~ products .
3 Price factor -
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»-I]; Purchasing decisrons

B, Nhat to, buy o
C D1 Diffiat deciston:
Coo T Mardety of preducts
R b Complexity of products
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" . Friends' advice
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A Nhy Reasons for maknng purchases

Sources of buying informatron
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.‘,Consumer'magazines:~n -
‘¢, Advertising - .
. Shapping guides

£, Better Business Bureaus - o
. Labels, hang-tags, etc.
R Government

b
C
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gt e, Consumer organizations
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Nhen to by - o
-1, Plan. purchasiB// i
2. Avoid impuls buying , .
oy Shop sales .
2, - Pre- inventory
b Seasonal -
, Special
. End-of-Season :
. Preferred Customer
. Irregqulars, Seconds, Damaged
Goods © . -
~q. Hhite Elephant >
"h, Garage Yard and Carport
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Be. sure you need it
Inspect -

Check: sizes .

Consider colors

Compare .~
Cash or credit decrsion
Be.aware of advertising -



C Be a]ert for )
S ".,‘ (1) Appeéltng t0 your petter
P instincts" ,

(2) Using snob- . pe1'
(3) Playing on yous vani
(4) Appealing fo your competitive
" "Keeping up with the- Joneses’
instinct
(5) Rushing you -
(6) Promising too much
(7) Bait and switch
(8] Sign on'the dotted 11ne
. b Protection: -«
| (1) Reputable merchdnts
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i (3)- Check with Better Bus1ness
| /r-Bureau o
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_'ItI. Budgeting - f.‘ ,s'

A, Know what is purchased for how muph
B P]an ‘. | |

1. Determing income

2. Estimate éxpenses v

SN () Fived
- (B)A extb]e‘

' o(c) "Extras"
~(d) Plan for savings, >
3. Record actual spending
. Compare estimates with-actual
spendtng o -
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AT ‘\. (2) Den't fall for "something for
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oG Steps o
LoSttit o b
2. lrite it | | .
LoTryit R
4, Keep 1t or révise it. -

V. Rights; respohsibt]ities, reCQUrse_"
! +, K -Be aware of rights \
P i
B Fulfill responsibilities .

C. Know avenues of recourse
‘Identtfy difficulty.,
Delivery failure -
b Performance fatlure
Faillre of comunication-
d Mtsrepresentattpn, deceptton, L
E o frad - L
. 2 Write a letter  + .
S Appearance counts -
b, Address highest ‘officer of .
.compapy -+
Be- concise and: spec1f1c
Send. c0p1es to-proper - !
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.y
™ L



. 4 " (
w o NV AR .
e L .Gnven a password and severa1 descrnptnve e b leen severa] phraSes and sentences, the -
| ”ﬁ'”mmwstMSm@MWH1wwmﬂmehw d.AW@Mwﬂlgquthdmmdﬂwme‘;
dmmmmmuQM%wummm -;nmwmnwumwmmw o
-2, Given sevel Mmdvnmmwm J.mMmM%mWMMmmmHMm
. enterprise, the student wili select free . uill identify business as the supplier and
-, enterprise as the nane of the economic - WMMMHHMMMM |
x p7smmmemMm%Mmma L P
R o &MMamHWNMWMMHMWﬁ.
~\9& ManwmlmmwsmstmmM% Lo ‘";.gwwwem%mdmmdwdmmdumws
‘ pertaining to the roles, rewards, etc., - o v supply, the student.will be able to detemmine
1 pertaining to free enterpriSé and qoverment- its expected effect on the regu]ar retall |
'W,CMWMMWHMMWHMMW1>ru wmﬁmWMMm |
_";mmwmeMnmemmmm . L
‘~}VWMmmmﬂwmmmmmm ﬂ‘;dwn.WWmmHMWmﬁmummMH |
1@; SN SR 1@WWtMmdﬁthwwwﬂmmmmm "
nd«WmNmmeHmMWwWst dwnnHmeMWmmmmmmMm B
I and services are bought and sold, the Student -~
‘ni;mHMmWMWMMWManm@xmw "-_1&GwmmwMammmwamedeHi
RN nwbedmmﬂﬁuMﬂafmemwmm%ora : ,n@ﬂﬁy%e%wmmnmmmc%nmasme -
;T_WWmmwmmemﬂ%med S MMNWWM,OWWMMMdJ””
L ‘system S o supply and demand L .“d, —
5, ,The student il select from anong sever] - - L Given severaT a]ternat ves, the- student 11]
| l,"duwmu%smewmmlmmofmmm%-Tv“” fMWUWtMmemN'Wm"thmMMt .ﬂ
o profits in the free enterprise systen. " . place as being when the consumer selects one- v .
S T R R MMMMmeTmewwh :
\ "\ﬁv o \ 4 ’- o R
0 e v L .




o700+ have been avoided Withtgreater consumer care,
the student will identify the good consumer «

/

.-

identify corsumer demand as.@ predominant °
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Given severat a]ternattves the- student will
identify sources of tnformatton for compartsdn
” shopping, |

DAY

Gtven,severat altématives, e student
will identify several good practices when -

. comarison, shopptng for goods and services.. |

.. Given a reat ttfe 51tuatton tnv01v1ng 2

consumér: problem which probably. could .

practice that, if foltowed, could have pre-
ented the prob]em |

! 4

.‘kﬁtuen several attennattVes,-the student'uitt‘ ~
identify iteg costy services offered and -

- store ‘policids as general considerations to
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Given a ltst of. alternattves the student
w1l choose seasonal sales as not offering
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Btven severat atternattves the student

will identify practices which will aid the . n
- consumer to av01d betng,an 1npulse buyer |
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Gtven sevehat a]ternattves the student W t] :
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Given severa] atternattves tthe student w1tt";
select-an end-of-season sete as the sale
related to purchaStng 3 utnter coat in the

A

Given several atternattues the. studentﬁuttt A
identify considerations WhtCh shou'd be made
when shdpptng fou credit, -

. Givena reat ]1fe selling dr'adverttsung

pitch the student Will determine yhether
and/or whigh pressure selling tec ntque

s being utilized, - W
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Given several alternatives, the student uttt
identify sales as not usuat]y being examples
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Gtven seuerat statements retattng to bUdgets;v,f -

states that: increased spendable income is not " |

¢ characteristic: of 2 budget

Given severat atternattves, the student uttl L
.~ identify basic fnttures ihich comonly cause
-consumer probtemsf o t‘ 3
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Gtven 3 consum probtem that can be ctasst _
fied 2 2 type of failure, the student wutt |
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'Gtven severat atternattves the student tht '

- Identify that choosing a reputable dealer s M".i
2 means. of- au01d1ng consumer proh]ens S
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o - o day period,
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* Transparency Master #1
Teacher PAL b
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D%ﬁneﬁ"free enterprrse system” a5 it operates in the U S, emphasrzrng prwate

enterprrse profit, and 1ncent1vea : e

Comparem ith- social 1§t1c and cohmumstrc economres\ oo B N

' AN \/
¥ o,
Invrte an econoﬁhc expert to pornc out the workrngs of an economy in a free enter-
prrse system. ) v L v O

b, o

Ask students to Wst maaor factors ! v P | a ,-

L . 1( o

)4 Drscuss ~State 3 ways 1n mhrch consemer\ay benefrt from competatron among
| ‘ husrnesses | . o

'[,,"‘-‘:"\(% A, rmportant drfference betieen caprtahsm, socralrsm, and comunisn -

L. s inyho owns the capital resources. Explarnwho owns the caprtal
resources rn each of the economrc systems o b
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L hat 900ds and services sha1 be produced?
v How shall the goods.and services be produced? - -

Ho sisch can be produced? ' - e

" Fon honshoul: the goods and seevices be produced"

© 0 How fast should the econony grow? ,\ R
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Modern Ta]ktng Ptcture Servm*ce |

The Ktngdom of Mocha .
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The Ktngdom of Mocha |

* Tyansparency Master #4
Teacher PAL - "

2 Money, Banktng & the Federal
Reserve _ys_tb Secttonl '
"Money
(acttvrty masters) :
‘Federal Reserve Bank of New
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Fundamental Facts lAbout Umted

(. States Wone
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Federat Reserve Bank of At]anta
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10 Evaluate the statement , B o
A good form of money is durab]e portab]e drvrstbte and convenrent i size.

H Dmmmsadwvmﬂm%rmmy i'fiz' t' FE a”“~.a,;g5; l‘

: Does the use of money have @ great effect on our may of 1vfe7 |

.f12.‘:DiScuss;theeconommc principle‘ofcsuppty and demand,';f ﬂ.,.,_f‘;‘ I

5 fumpz'lepj Decisions, Decisions

N purchasang goods or servrces
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?'3 Have students survey one product (such as 3 detergent) amd vst the varretres
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+ Consumer Game "'5*' |
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NS Drscuss the fact that today g cohsumer has d vaaoety of decrsrons to be made hefore p
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o Adwifls T Resources

ff'4r Fave students 1ist as many products as possrbte that cannot be Judged for quatrty o o -
| ,;by "nyst 1ooknng." PR , o Tﬂfq,_ . ST Sl [

j&“MWswmm$mmahuofWNMwsmwfwtmwwﬂ1MM1nmemnwwk o
sk that they record all actual purchases made. = f S
At the end of the period, compak’ the Tist with actual purchases, rdenttfynng any e

. unnecessary or “1nputse buyrng" ttems. o

not

;6J,anscuss srtuattons in whrch students made purchases wrthout comparrson shopprng

‘;a7;ffnrsptay ) number of ttems or packages (foods detergents etc ). -
- Bk students to determipe whrch offers the "hest\ouy“ An terms ot nutrrtton cost 1
-'~_“per ounce L ;‘Srh - Ie | T ]

p&DmWWMmﬂﬁmmmmmmmmmﬂmmwmem&%m '”mmmmeW
‘*'",,see orhear g day? - - Lo, SR ,A..,. L Teacher PAL 1
hnwyTchmwmah S S e T S R
_ List:a)l the products advertrsed durrng 1 half hour or hour shon Inctude S
| norntug, afternoon, and prtme-ttme viewing haurs.. - o o]
- b..Counttfte non- classrfred ads in'the local newspaper, -~ - U Pl
‘-‘: ¢ Count the ads-in both 4 news and special interes} nagaznne. BT 31" B o
i Count, the:comercials during a half holr, of your favorite radio program R I L
. e, hmnutthﬂanrﬁa&fwapﬂmnhnmmgmomrmwpmmm,.ﬂpe‘ “n;j‘rh;aua/
ﬂﬁyewmmmeWWMMmemmmmmng,~g\,w,_; Lo
oy Y ¢ Lo : EEE L ;
9 DtSCUSS advertrsnng and sates‘techniques or grnn cks'whtch mrght be mrsteadrng 1 'Advert sin
& Dtscuss why such appeals “;elt "o o e e b {videotape e
R m“““faﬁj,”‘yngwqu H mwmmmmnmem
A RS ﬁag"‘f,_ S Broadcasting -

<

Py o Advertrsrng The Inage Makers
s (wltiedia ST D
e e Xerox Educatton Publicatnons

AR
’ +‘Adverttsnng Infornatton,
= Persuasion. or Dece tion
TFiTm Guide 5]
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’ﬂ“-stores

rUt11rze new5paper ads to compare prrces of. sale 1temslw1t"“uqna1" éosts 1n local f’ ; f';'-,‘: R

Tnvrte a Tocal store manager to drscuss sales empha51
'C@ﬁf:-spec1f1€\ﬂtems . e
GU-

j‘l?:}”
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+un 0 He By
.|+ TFim Gu1d”-%7)

~{16:m Filns)
Journal Films, Inc

| + The ggl Line -

TMWmM)_ .
+ Foot -in"the Door -

~ TFiTm Guide X'T'
(16 m films). -

FrlmFarr Commun1catlons .;,

| :' + The Old Re]rab]e Bart and

-——-——-——-—-—-——-———-—- .

TTTnToume #m)
- {16m film)
Paramount Oxford Fllms

"; + 6 B1111on $$$ Sell

Trﬂm Tuide 117)
- (16 m filn)
Films Incorporo}eﬁ
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l'Hlm tuide #12)
.- (16 m filn) - ;, ﬁ
Pyramid Fllms e

-
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' 14 Drscuss actrons and rnf]uenges whrch often cause us to make Tess than Wise consumer I

.decrsrons s s A
‘kflnclude. 1mpulsaveness i "‘ f | .'-._n‘(
peer & paréital pressure ‘f EERTORRI o
other emotronalrf gors " R

. n."

15 Disciss comparrsons whrch shou]d be made befbre makrng i pUrchase " fﬁfaa#wx;5

- /Anclude: price 1, T N ST R
- quality - T T
. service

Drscuss the meanrng of each term i

16 Lrst.factors to consrder when choosrng sale merchandrse o "lefa ;-}*{5,
<% Brand nanes and Tabels , Y IR ‘

'*Qwhw,mmemdmwmh%ofmmhrmMWEoﬁwManﬂMﬁ\
stores C

17 Ask, "wnat 1f an:§dvertrsed sale 1ton is no longer avar]able when you go to the
. ot 5t0r97" L

to demand:the advertised item at the advertisgd price, even if it- must be ordered
'"~1ude drscussron of "Rarn Checks" offered by sone stores

.
*.n L
+

IToxt Provided by ERI

XN
S / :
Lo .
. . " ..l
. ‘

'75 * Blmishes, dents, scratches, etc, | o V'“*‘-eu ;‘r:,e‘ ;{:
* Comparrson of sa]e rtems fn a]l categorres urtﬁ\Sanrlar non sale rtens .
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4\Bu 1n Ra ht Vo
Let the uyer: Beware
- Tsound fiTmstrip serres)
Eye Gage House

3

+ Consumer Educataon Sepies o
- {5sound Filmstrips). —
Interpretwe Educataon -

o+ lats o S
Srtuatrons 1 @'?g
(nu]tr-medaa kit)
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. * Resources -
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8. Emphasaze the unportance of tearmng shopprng skﬂls when’ shopptng for servrces
- d’ AT HAS BEEN ESTIMATED THAT - 40% UF 0R. AFTER-TAX INCUME IS SPENT FOR SERVIQES )

LtSt the types of servaces whtch e an use. Qp -“{ L

Ll

'ﬁt9 Evatuate the fot ow1ng statemints:

e *seero&tnuceaooootnsrenae YR BEST SUDES - R

% "HIGH PRICE = BUALITY" 15 A FALLAEY

e, % IOAD S D0 OT ECESSRLY e 3E5T aur f SRRTER P

. ..'.Drscuss sources of buyer 1nformatton a\;aﬂabte 1n schoot and phbhc 11brar1es

Inctude' Lo DR N

o Chang ngTomes
= .. Common Cause Newsletter
S Congumer Bulletin, - a00nswnens Res_eanch
S Consren Newsweekly “ A Conewner
t’onswner Reports * Honey
S S Moneysuorth

Co'sumer' s Buyong Gutde

V*I.".'-,»Obtatn c0p1es of as- many pubtrcatrons as possrbte and dtscuss the purpose of o

o f‘each and what type. of 1nformatton it: contatns |
?21 ’. f‘Suggest that students nay keep current on consumer happenings by readtng the't | o
| consumer secttons 1n most women 5 magazmes and ctty neuspapers ]

R , e ) ¥

’ [2 Drscuss the. advantages and»drsadvantages of budgetrng

3 Utrhze an audto vrsuat approach to the need for and advan\tages of budgettng

- Congumers Tndez + . . / |

AT
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+ Needs aod Wants

mf" iy~ F Fin bide #13)
Ftthatr Communtcattons o
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1 //Ut11aze :’:ldt? |5? 15?’

2 Collect artrcl g from Bustnees Wee
*f Wall Street Journal; and the daily

3 Dnscuss how drshonesty affects tem cost

4 WMMnememmmeofWemmMW"

hsk Hhat 1. thefnndrvidual

J D
L v -t ' N . o .
s E ) . - L Y B
‘ . . . ' i .

5 Role play types of consumer problems emphasrzrng students mork related“g

_experiences,
. -List actual exoernencqq
List possible problens.

, f‘Deternrne thefapproprrate approach or agency to hand]e several of the exanphes
e - v . ;}j " f‘
-6.1-Collect neWSpaper and magazine artiet"’descrrbrng varrous consumer frauds S

Discuss how the individual consumer could have avoided.his preset: plight and where R
¢Mngohrmquwhwpmstvwhm ; [

o ]1St€d
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- .consuner servtces.,.
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desponsnbrlrty
consumer S responsrbttrty Ain the marketplace?

_:rrf. -

value and neamng of guarantees or \arrantres I
larantee is a quarantee and | it protects you when you buy J produnt

Tevs- and Wbﬁtd Heport The | ; ‘
eHSpapers for 2 bulTetin board enphasrznng the
theme, “Consumer Rrghts and Responsrhntatres e
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.'ilnvrte 2, representattve of/the‘Better Busrness Bureau to discuss’ hns agency s
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z "harranttes There Ought to be#.
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The Federal Trade Conmission
AR T

_r“ ,:‘r‘

, o P o . . . . AL “
i, o . L . Lo
+ . . ) ' 0 Nath . . Y .
. i T : . . L R
. ot ". Vo . 4 N . .
) . R . A . .
v ‘ ‘n' . Y ,l' N N ‘ 1



DE -Acfivities' ~

v

Resourcgs

9 Cotlect several guarantees from dafferent products

| ‘]O.' .

e % B ‘ ' 7
! “.

RwdﬁmaMamUntMu

Joo Kk What parts of the product are guaranteed?

< For how loog?
| ,‘,who stands behind. the guarantee the retarler or' the manufacturer?

. Where must the product be. taken or mailed 1f it ds defective?

~ Wi there be any-costs to you and what are they? -
; {p‘How soon ua]l you get actdon on the defectuve product? :

Lrst the areas uhrch must be mcluded n.a uarranty

1, Whatproduct or part of produet is guaranteed

2 Duration of the quarantee

i]l._Utr]rze audro~vgeua1 materials 1o demonstrate there rea]]y is somewhere to turn,

‘whenthere- ns 2 consumer complarnt

"fammmwmmmmmmmmuwmmmwwmmemm o

4., Who e’ uarantor is

g 5. How the niarantee will be fFulfilled: uncondrtronat parts & Tabor under f

| nornal. use partsJ but not 1 ahor ete, L

~

‘ ”mmm&mﬂMMWmnmwwmewmmmmmﬁmmwMUmW

federal government,
(The iarest Federal Tnformation Center is listed in the
- white pages of loc) telephone drrectorres under "U 5.

e Government ")

*nIramsparencyshaster‘#9, S

Teacher PAL.

et T
i

+ Consumer Co_ptarnts The Rrght

ITx b, mm frlm Film Guode #14)
erFﬂms |

|+ The Consumer 4 the Marketplace,

TConsumer Purchasing
(malti-media kit)
Pendulum Press, Inc.. -

¢ The (onsumer Offensive -
{16 m f1Tn - Frmededw)Ai
Benchmark Flms, Inc. ! _.oeep

| tIf It Doesn t WOrk

Com 1a1 a
{167 1Tn - FTh Gilde ey

Journal Films, Inc

+ Let's Go Shoppin
o TnuTti-media kit i

Changrng Trmes
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~ 'A B .",l | “,”ﬁ P R BE There Is A Law Agaitst It f

S Tem A F‘im buide #17)’

SRR o — - | This s Fraud .
S | o s T06 mr £71m = Film Guide #18)

L N o o R Ftthatr Eommuntcattons -
]2 Drscuss the avenues of recourse open to the dtssatrsfred consumer, s TranSparency Master 410

Identrfy the areas of concern for each | o © Teacher PAL. . - S
o Merchants. . S K | R
& Suppliers. | . o S
 RadiohTV ¢
- "Action Reporter’ - .
oo 'Call for Action”
~ MNewspaper Action |
"+ Private consumer organtzattons o
" Business & trade associations |
~State & local ‘government
 Federal governnent agencies o r
Legal channels--small claims courts; etc L o
Lrst several comnon agencies such as FOA, FTC, ICC, Consumer<Unton etc., and, - o -
MMmmewwmmgmweuthms R | ol T
) ' S \ “ C .
‘1&_hﬂtm"Mhu“mrmmMrmmcMMMmm: | .|| * Student Activity Sheet 41
- o B 4} TeacherPAL
Don t “tell your story for practtce S o R
~ o lose your temper - x o - \
- beafraid to speak out S -
-+ let distance stop you--write! o
" ever Tose conftdence in your abtltty to wrn - * \ -

M mewmnm%towmﬂeﬁﬂsﬁf@wﬂ‘ﬂ&eamtmﬂa%mmsmmhwm' ., o
~ tect the consumer, | T A
- Each comnittee may prepareawrrtten or oral report of the va]ue of the agenctes in |\ I |
prov1d1ng consumer nformation. | |

15 Prepare a panphlet, ctrcutar of 1nformat oh schoot newspaper, r bu]]ettn board SRR N S N o Q§ ‘
. contrasttng rtghts and responsrbitrttes of consumers - | o \ Lo o

O | P o - A
AR R ' | 1
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 Genrolizafions . {

St Acivifies o R

" Resotross .

v‘.\’

rtkapday $ consumer has-
R comp]ex rale to
- +play-in a complex

- system, but can. leam ]

- to.be skilled'in -
. chnosung and using

. goods and‘sethces |

1 Revreu the meantng nf dmnsumer Ask students to make consuner

ords fron the term, (can, sum, sue, et. ) oy

2 List the 4 secttnns in’ the student PAL:

. Mhat's My Role?
090151ons DeCt51ons
D'l Need A Budget?

S The3R's - .
Dtscuss what those ttttes mean 10 students now |

3 Utt]tze the Spectattzed Vocabu]ary for reutew exercrses or .
games R L | ;

4 Compare the terms chueat emptor (1et the buyer beware) the taw
* of the Romars; and Caveat vendor (1et the seller beware) the '

byuord of the curreht consimer movement.

5. Discuss: the statement that modern consumers aré'beynnd the -

 caveat emptor stage and are demanding that the buyer be
1informed. | |

6. Review the student objectives for this module,

*fransparencyihaster E
# . |
Teacher PAL

* Student Acttvrty Sheet

o
Teacher PAL

e

N

* Student Activity Sheet

#3 o
Teacher P | 13 .
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 Generalizalions

o Addiviles

- ,;*P]an and present 3 consumerrsm program fo other students
-0r parent groups, emphasrzrng the points learned in ¢lass.

. IMustrate how it 1s possible for the modern consumer to
-not.be baffled, bothered, or bewrldered

Vrdeo tape rfgfeasrb]e

: Admrnrster*BaffZed,,Bothered,‘Beoilderéd test‘as 2 Post-testr -

5

:"m" . 5y

¥ Test
Teacher PAL
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t Artv-‘“APR T o Lo r'a , Nnnuat Percentage Rate the rate ot 1nterest for one year theu O o
T L '_rwtcmtofcmmt | .

l;;?'.‘fBNIT&;SNITCH- : R M dethod uied bya setter to lure. customers uith an advertised
e TN T ~ - item and then try to sell 4 sinilar, but fore costly, iten

"BNmWPMMMO o "wflMrmhwdﬁmtmmmtmacthmMmu,anWmeMe

AR :f?,‘SNZetof other payments R .

S SRS R 2 L ”
S BRTER . T grue goods o servrces rn return for other goods or servuces,
R o to trade -

o ST cerning companies’ selling qoods dnd-services, and offers a free- of-
o \7 . o charge procedure for processrng consumer comptarnts -
BUOOET 17: ;fj o : o ptan for usrng your money S
COMMAND ECONOMY | jQ:'u S hn econonic system i which. productron decrsrons are made by )
R ruter or 2 smata group of rulers |

COMPMRISOM SHOPPINO B *‘ﬂ ‘::' -Shopptng for the best va]ue by compartng quatrty and cost
COMPETITION 1 t‘ 'O o ',jBusrness rtuatryh competrng for 0ustomers or markets h

" _counnmsrc o Confidence man; one who attepts to chest another through rickiry

4

R T I R B

: ;thTTER,BUStNESS‘BURENU{".g't o 'A non profrt busrness organtzattou uhuch prourdes 1nformatron'con- .;‘, ﬁ.‘“
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. leen EXPENSES
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- FREE ENTERORISE

Y
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. Brnef and to ¢he ponnt - , :

R 'Careful
BRI 1nqummtommHormMmeMMersthMm

A person who uses go.ods or servn:es to satnsfy hns OMN needs

S - Tegal agreement between tno partnes in whnch one agrees to /
o glve sonething in feturn for regeiving somethnng else ve‘ oL

|

7 3hwmfwtmpmwhmofmmg%n&m%%m1twpmdhr | N
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Low

‘,’)WEWMUWOfWMSwswwmsmegmamwﬂhmaMaMe
o tebuyats specnfnc prnce it 2 gnven tnme -

- A part of the all'| DFice pand at the tnne of purchase or de]rveﬁ@

o with the balance o be paid later .~y

'AmMMmemMMMmmemmmemwy@,”
| _.cna1 system | | o i

| Ca]cu]ate gauge N | : o
B .Expenses whnch remain nuch thé“same fron month to month L
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) thrngs to whtch one has 3 uust dtarm or shuuld expect

”“'7Someth1ng grven as 2 ptedge of repayment hhh,;.“

I ;'1 ,
JRRERS r'Deftntte precrse "

i aCompassron prty

o Stanps iven  Merchants at the trme of purchase, stamps oy e,
o redeemed 1ater for grfts »o o L

: 1 .
o o

L 0ccurr1ng onty durrng a partrcular ttme of the year

'/ . l“?." ' )

) Hork dore or duty performed for amother or others such 3§ proa S
o ‘mfessronat servrce repatr servrce | -

f‘t jr Appealrng to one's: desrre to appear to be rrcher more successfut, ‘,;‘1.’
. etc o than others _ | .

. f”f;*The quanttty of goods or servrces se]lers are wr]lrng to set] at ‘.?‘3
e -, specrfrc prrce@a gwem ttme o
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“hn étonomrc systen in whrch st productrom decrsrons are made ‘]. ) h;‘
N ‘fo]tourng ‘he customs of aucestors | | o

. Berng excessrvety proud of onesetf or one g possessrons R
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e MOVERTISING: - INFORMATION, PERSASION OR DECEPTION (13 minutes) -doummel, 1975 - FANGhmE £5 -

+Every purchase represents an attempt to satisTy needs and desires on many different Tevels -+ from the most
o fA‘.pratticav,to_;he'comp1e?e1y'irrationa1;',Adventisgrs-try*to Esﬁch'the consumer-on all of these, levels, =
o Starting from this premise.and employing a Tight butcritica1fapproath,;thefilﬁ“ﬁglps'stUdents.diStinguish-; 3
“.»bbﬂ%ﬁi@iﬁmemﬂaMmmmanemﬁoﬁwmnmmg*ﬁyf*“*f:'?grydy [

1 St A |

E»C.CLj{g%l;KINEE(TﬂE)va4'm{QQtES)-~FiTmF§jr,f1972" ‘,ég:-ﬂ“k% ) B o .ﬂ'vaif:kfﬁFfLM,aulpgﬁ#Bf,

" ~The film opens/with a rapid montage of contemporary visual advertising. We examing each ad learning about
. psychological seductiony disclainers, false and misleading statements, etc. We'also examine good ads. that -
., provide decision making information, Actml: ads are presented (with product mames masked) to ilustrate how.

% they.use fantasy appeals to power, sexuality, popularity, and status to-get the-consuner to'buy-the product’. - s
o Finally, a group of typical consuners shave their opinions about advertising“and offer persondl critewia for -
« oo Judging ads and their products, o T T

BN THTED AR (3 minutes) - ol 9 e

+ - There are a nunber, of buying situations where the;buyer appeard trapped...there s nothing that can be done
© .. except to.make the purchase. - In the #ilm we view four. vignettes -where the buyer appears trapped by an‘emer- =
. gencys by pressure, by 7S or her epotions, and the flatteny. of a salesnan. You dacide — are they trapped,
~ /- rauld preparatjon allow them.tqaake-a'rational buying decision? ‘No one is twisting your ami . *

. COPRRISON SHOPOLIG PUILLE () (13 inutes) - doumal, 78

‘.15_ Hoyﬂganayouffjgure out the shopping puzzle and Sti11 come out ahead? When you Firstetyy. to put it together, -
. n1t's thoroughly confusing, but as you work-at it, it all-begins to fit. First, determine your need. ‘Then, '
‘2 after determining that you need the product or service, do sone' résearch and. investigating. Take a look gt
o a]lfthe same pro ucts:gva1Tab1e£and Check,pfiges:agd‘dea]Er;reputation,'_If‘yoﬁfcharge your purchase, shop o
-+ forthe Towest interest rates. You'l] find dollars’ saved, better and smarter investrients and happier, nore |
o trouble-free uselof-everything you by, - o R R
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CONSUMER COMPLAINTSf THE RIGHT MAY (TT mrnutes) ATfred Hrggrns Productrons lnc 1976 oy FILMIGU‘DE #14

”7”TmmmmmmmMummmNUMMMMWMMHMmenmemﬂwmyﬁmﬂf
products and services are not what they should be?. A consumer when wronged can get resuTts fromf;ghg“bv“~f L
’mHEwmhthngaMWTtmEN%tMMmy e g  gﬂﬂ“A“

¢

CONSUMER GAME (16 m1nutes) . Ryramrd 1973

Inammmwsmww,wwthpmwmsmwhn%dwdwmrsahMofmm Fwtwnm&y_g
© Vation-to play Ties in the thirty biTTion doTTars a year they have' available to spend. The obJGCaeﬂ i
- qane- for’ the consuner- is to obtain’as much value as possible for his Timited supply of oney. - The b A
> the-game for- the seller is to make as Jarge-d profit.as possible on'money invested in producing-gobds. Zdty
these two goals: of the consumer game confTrct - consumerslcan be winners only if they know some'g'fc ;
'0‘ pornts of the. game o , . A
R

& e S
consumea orrensme (THE) (26 mmhtes) Benchmark 1975 ISR :_-*;: . .4 '

The on expre sron "you can 't frght crty hal” {b wrong The rndrvrduaT Amerrcan consumer, cynrcaT about
government and\industyy's indifference to his needs] is discovering how to get better products for less money,

"~ protect his enVivorinent, and improve the quality off his 1ife-<by joining local and national consumer organr-v
~zations. OWrMemRTSWMStMcmmmrm%thijMMfwtmpﬁﬁ@omeWmemuwn

- laws, boycotted and demonstrated, tested and rated brand products, and organized consimer groups that do every-
. thing: from run food co0ps to vote for legislation’ against unsafe nucTear pTants ~Since the 1960's Ralph -
Nader, assrsted by his young voTunteers ~h\s shown how much one man can do to 1mprove Tafe for aTl consumers

-|'.
[]

. ‘._JQﬁ _M d R (9 manuhgi) FrTmFair, ! .2- IR ‘}U ; ;'."é' L FILM GUIDE #9 ;
N ‘ »"
> “' A PotentraT vrctrm of consumer fraud teTTs how - door-to-door saTesman trred ;L“seTT her a coTor TV at her home. .
* During the dramatized situation, she tells how her awareness of fraud came-about because as a resident of a . -
hmmmmhwmmpmmd,meMdeumhmdea igilar ﬁmay%rwﬂwr Mrﬂwmssmtm
©present case results in arrest of the ¢alesman. The film Continies: with a-police Treutenant fimiliar. with ;

- fraud, who describes several pahches that can entrap peopTe (home “improvement frauds, magazing sales, ete, ),

~and Tr;ts*basrc questions to askdurseves before. signing & contract. Finally, a baby picture s Teswoman .
- describes sales methods and' some-of her psychlogical tricks. The film cToses '35 the door Opens and the baby -
prcture saleswoman begrnS- /prtch“ bhe views ] audrence o :




‘when you buy somethmg, and it doesn twork comp]arn' o

K MONEY umm m*s NORTH(Bmmutes) FﬂmFarr 1975 FILMGUIDE #2 |
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.IF I ooesmr\wonn commnm (15m1nutes) Jouraa] s i t an omor; 6

Everybody 5 botnd to get stuck with a. 1emon once 1nawhﬂe You mtght Just as, weH grrn and k1ss your money -
“qoodbye, Right? lrond. :The film highlights the many steps the individyal consuner tan take to recover the - -
lods from the purchase of an unreliable product or service. - From shopping eens1b1y, M/Mhe proper procedure -
for registering complaints, to. the Jegal avenues avaﬂablé it pomts out the spectf to gam sattsfaction o

‘.‘-.-‘-,KINGDOM ¥ MOCHA (THE) (26 mtnutes) hodern Talkrng P:cture Servrce 1976 MGUIDE i

| ‘_Once upon a tine there hvedasmaﬂ trtbe of people onafar drstaptas]and .50 begtns the story of the
~ Kingdom of Mocha, an island kmgdom 50 remote it's quite unlike our world, O fs t7 Perhaps only at frrst
- K11 inds of people:Tive on Mook a simple; peaceful hfe](gtradtng fish: and*coconuts and firesood. But
then they invent money, and things start happening thick andMast,  Mochans develop many of the same economrc 3
~ . problens we have. Ihey try to so]ve them wtth\thtngs Tike high taxes and price ceilings, But they soon learn :
* . that such, things don’t work well -~ that the strength of : competttwe enterprtSe system Hes in p;oducmg ‘
- :what peop]e need and getttng fatr earntngs 1n return o L

‘ l .

) In a dtstant futurg that ‘has no mohey\, a woman asks the masteﬁ\gomputer to aexptam what she has found a

penny of our- time. In explaining the coin, the computer mist First ‘coyer the basics; it defines prtce the A

~ inconvenierice of barter, how money started, and its yarious ‘forms andogecessary characterrsttcs (umformtty,
| ~portab1hty, etc. ). It then findg 1tmust®explam supp]y and demand, the.gold sta ard o comptextty in -y

e . dealings ] dto},the use of Currency and then checks, “intrinsic value, why Toney mus represent veal value -
' s0mewhere and ftnaﬂy, inflation.. As these terms are defined ‘and explained, the Computer uses ts screen.

the concepts ntrOdUCEd

~ " to show animated scenes to‘rt]ustrate 1ts pomts 'Throughout the fﬂmattmetess narrator further devetops A
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10 Tast-paced, raucous reproduction of a television game sho Jose.and.Marcia. battle for the big prize,” ¥
.+ Each contestant describes his/her values, gQalsgand.1ifésty]eﬁwhiCh_areﬁposted;ontthe1"11festyleiboard””be-"f"-‘
- hind-them. " They then'see a paride o consumer- products 'and must detide 1'each product represents.a real |

-»nmmwmwawnmmmmmmmwmwﬂmmewwmmwmﬂmmymmmmwms.,

| . ang,gga}s‘or-]ifestyles---ﬁand decisions .about needs and wants Arg evaluated only as they relate to'a given -

00 RELIABLE BALT A0 SHITCH"(THE) (3 minuies)¥‘Pyramid,

)

: Ty L L Ly y :
N ’, e )

SN PRmE Al

1976
~ TeemaGer Galsworthy Gulley visits Crazy A]'s;stereoequipdﬁntgtorgtOpurchasetheadvértised special: 4.t

§09.95 tape deck. Saying that the-"special” has been sold, Crazy Al sel1s hin-another model for a mre .

o B199.95, it the aid of a consumer” agency, Galsuorthy tears yp his contract and makes a down payment on. {f:'.;

- 3 1esS\cost1y'mach1ne. S

UL BULLION §58 SELL (15 minutes) - fites, Inc., 95/

o En
L HURmEm

P  AH@wcmﬁﬁﬂmofwMWLMm@%mamanWmMﬂpmxwmﬁmgﬁdmﬁiﬁxm@ﬁ%qWRMMHrg'
" techniques of TV comercials. The film makes the viewer anarg OF how advertising can jnfluence attitudes,

. valugs, and expectations and helps consimers develop.a healthy Skepticism about advertising clains, Young

©people talking about their exp?riencés,’a]bng with clip;,from TV'chmercia1s, makg' this film an enjoyable o R

U SECOMD ST (5 wivutes) - Pyvamid Filgs, 1078 SR

“ning an casting to' the actual filming on Tocation in Yuma, A i%%nﬁ,where Beau'§g§§§'wi$h;GaryCqugr;wag“u o
'ﬁMMW%mmwMa;”;~ R L TR M

© o letmigg experience, 7 Y e

| A

Ths il follos the production of 4 TV cumercial from the stonboard cncept through preproduction plan-,

. : l . ——_— . o e S, {
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oS 'E‘(LijAGAINST 1T (8 minutes) - Fitofair, 1972

~ 0 FIgUIDE A7

= A | | L Awpn -
PR . R e R L . . - e
émiljar-consﬁmerepnoblems,afﬁ lntroduced'ln.th]s.fle;igaP"JShMEﬂt.Of wages, unauthorized auto repair.

S o . r\ S ' . \,'- . ‘."'.
'\.-" ‘l ' .'.. + :

a
! e | S ———— o K - , "'. o

~ ork, payment denanded for 2 debt alveady paid; and a iousewife prd sured into signing a purchase contract

" the.consumer in each.case. It explains

Wﬁdmﬂmﬁmﬁﬁhmﬁﬁlmfﬂmmmdeﬁ&ng@wmmurlmsmom;uu(%nmmﬂ)wnut'fﬁ
provisions of the Taws, responsibilities. of the businesses involved, *

. .and the:steps the consumer should take. The film ends by enphasizing that 4t is up to the COHS"mef‘toﬁtékQFV".nf

R advantage of these laws.and that o, Taw can-protect the consumer fron hinself, -

RN i

‘A

o HIS IS FRAUD (6 minutes) SRR s o Hnamens

» Ty

. Bcar advertised on TV has: ' just been soTd" and the customer- s’ steered to more costly buys. -~ the-old "bait ~+ -
L hand‘SWitch";teChniqUelz‘A.dborétosdoor}vacuum‘gleanet salesman. discreetly spills additional dirt on phe-flogrv' |
finMWWWﬂNMW{MMMMmammmMMMwmmﬁmemmeuMgj
- as the fiouse” - he says theire is nothing like that in-the contract she signed. The methads af recourse for. b
o ‘SUCh Common ConSumér'lﬂfr‘aud' C&S,fes are. described -8, trade aSSOCiatiOHOfﬁCES, Sma”\c]aimgﬁcourt ‘]icensing‘ :
o Buredu, district attomey's offite, Tegal aid society, etc. Using three of the cases dramatized, the-film .~
Af*WWmmm“mmﬁmmmm“%WMMMMmmmMWMHmmmmwmmw*,U»

AR (0 wintes) el 1
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L etk Ffd"fléshfaﬁd'Mf1dféa:M5ximum:'thei_huy'thﬁngs}f}Frénkfand,Miﬁdred;éﬁé nodern Yonsumers, In addi=

“Hio to thedr basic, naterial needs-~food, clothing, shelter, they also have-some Inportant psychic needs

~ which they fry to satisfy with the things they buy. Fank blys 442 horse-pover worth of status, and Wildred . ©

" buys Tove in 3 tybe of todthpaste,.. The film, through“thisffictionaliZéd3ahd,comiqal;appr06ch,ffbbukes‘in on-
" the emotional eﬂeméntsﬂwhich.énter,intoothg.buyingsdeciiion and shows how advertising utilizes the emotional .

o appeals to Sway?5Ur~puﬁChqse.decisiOné;,

VT YORY (14 i) - Disry W

oo e

o e e e
e UHIMGNIESS

- The istory of noney as a maans of exchange i5 traced fron.the use of sea-shels aid-stonts ¢ g oinsd

% curdency, and bank checks, ‘to' the ubiquitoﬂs,predigwnardix'Thefilm~qut1ine5'constructive consumer pa
. and dcquaints students with'the economic concepts

nder ying the fnstitution of credit cares.., " .
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“CHOOSE THE BEST ANSWER“FOR EACH STATEMENT OR QUESTION. .~ °

T R I
e Ba1t and sw1tch means to SN
o T ..A, pay*for the pr1v11ege of- us1ng an 1tem before the 1tem is pa1d
T © T fory : -
‘_ - /B.. lure customers with an- advert1sed 1tem and then try to sel\r\ them
: . " a similar, more costl¥ item. ' ,
! . C. 'shop for the best value by comparing d1fferent mode1s anngaLes
’ i ' of the same item in several stores.
. D.. corivince someone'to withdraw all of their sav1ng from a bank
. T ”for safekeep1ng and ldter g1ve them worth]ess pa er in return.
2. The name of the economﬂc system used in the Un1ted States is -
A. democracy. . o : . S
B. supply and demand: -~ . o T T
. C. 1ndependence _ L : o
. . 0. free. ‘enterprisa. - e B ‘
N . B o ~{. ' o - . "»- .."__m-.
3. Ina fﬁ%e entenpr1se system X B o
4. sellers compete: for. buyers dollars. ' S '
B. consumers have:.no control gver what.is ava11ab1e
C. all items are sold at fixed prices. _ L
D.- quantities are.always 11m1ted R T §
4. Mr. Gr1mes, 1ike the other farmers in his region, wasﬂto1d by the state
. to grow corn this year and to se]] it at a certain.price. This fall Mr.
. 'Grimes must prepare for nen} year S crops He has been told to- p]ant
-wggat and. oﬁts - ' o _
. S oy
’ - The economic system described above can be best descnubed as. one of
. ' A. government control.
ro B.  free enterprise. - '
C. supply and 'demand. . e
D. market economy . , . S




affled Bothered Bew11dered L s .
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age Two . . o . .
N : s,%f v :
o - N / ¢ . A “ " . ‘ . )
. .5, Nhen an jtem is so]d the prof1ts are NOT used to o Joo
‘A." buy new mater1a1s and products. . : |

"fu “B. pay the seller and h1T emp]oyées R A,

o - €. expand the’ business ‘ AT .
R D. pay 1nventory taxes i .‘ﬁ‘ -
HEEE S A\

o 6. ‘A money economy 15 one in wh1ch . r~/
o . A. cash is used to:pay fox everyth1ng ‘
. Je=— = B. purchases are made whkth'money. ' - N E j

/!t 'C. .paper money is always backed by gold. . e ‘

g D paper money is a]ways backed by silver. * , .

].HiThe best descr1pt1on of the 1aw of supp]y and demand'ﬁs o o

. : ~ The consumer. supp11es the money, and bUS1ness demands it for an R

: 1tem , o
“B. ' Business demands that consumers buy an 1tem and bus1ness supp11es=
‘ S A ‘ e
: C. ' The: consum r demands»an item, and bus1ness supp{ges it., 2,.
,' . D. The consum demands an 1tem, and supp11es the money demanded :
: S business ’ . Vo , v _ o .
\‘. /' . " N . . A d v . Lo
8. The great gospe1 singer PeJV1s Pretze?shas annoUnced that a spec1a1 reCord .
v of his greatest prev1ou%%y unrecorded, hits walj be released:in limited
quantities. Millians of *people f]ock‘%o record stores’ nat1onw1de tobuy :
a copy. .If Pretzel.records normally sell for $4.'98 - - $5. 98‘ what will .
probab1y be the pr1ce of this latest record’ N T \‘T :
AL -$2.98 . L B a_' R
4 ..B 55 49 . o N B Co T b
, C. '$7.98 - I A o o T f
E D.- $3.98 " f_‘€, o N ) - i Coe
;2 . ‘The pr1ce and supp]y of an 1tem for sa]e 1n the Un1ted States is usually

:Q

detenm1ned by
“A.  the consumer.

"B.. the government. . ' . g ' \
» C.. busimess. v ., _ : = o co
. D. production: Ca . o . ‘ .\VJ
;The economic system of the United States-can be characterlzed hv whlch :
of the following terms? oL ‘ , ‘ (
. ‘A,. Supply and- demand i , - . ’ . s T

B. Money economy N . ' S o
C. - Free entermiw\dm e o
D. A1l df theyabov T o : | S o

o]




Baff]ed Bothered Bew11dered L "1 V;f N :_-u_ﬁ“i v~ )

Page Three

‘4l'
.

11.

13.

15.

Co12.

\_)

A consumer votes in the marketp]ace by . |
A .spending" more. money than another consumer ERIN
B. - choos1ng one ‘jtem over another. SR ”fyﬁf B
C. trying tos keep up with the ne1ghbors SRS e S8 _
D. hav1ng money. to spend , . { o S
-wh1ch of the foT]ow1ng has the most 1nf1uence upon what 1s produced
‘ 1n ‘this ‘countyy? .~ g
*©» ASCLabor S ' i
BV,.Bus1ness money . : . L S
"C.. Consumer demand . - S - S . Y
k D;_ Government S ;#, o o _ 5;" AR

rwh1ch of the fo]]ow1ng are sources of 1nformat1on for/compar1son shopp1ﬁg7?:

A. /Advert1sements _ ..
B.. Better Business Bureaus
C.. Labels.and wanrgpties

- 'D. - A1l of: the abov

;1 In order to get the best barga1n ‘when compar1son shopp1ng, it is wise

to compare
A. sizes of stores, sizes of 1tems, store brands and brand names.
B.~ sizes of the items, store serv1ces, store po]1c1es, and

) _friendliness of the cashier.: . e
:C. store brands and name br@mds, store serv1ces, sizes ‘of items
. .

and’ store policies. ‘ .
D. all of the above. ' s o .

K
vy,

Joe Kool bought q br1ght red sh1rt from Tony's Toggery and wore it home
from the-store, whereupon Joe played.basketball in his driveway with

" ‘his friends. Later ‘tired and persp1r1nd heavily, Joe removed his new,

red shirt only to find his undershirt had started to turg d. Joe

probably gould" have avoided ‘this situation by - . - .,
. *A. not buying and using-a cheap deodorant.’
B. reading and héeding the care label 1n the sh1rt
C. buy1ng a more expens1ve/shart. P
D. buy1ng the sh1rt 1n a 1arger size. *'“ﬁnﬁ o _' ‘ o

\.



Baff1ed Bothe'aa5 Bew1]dered %»e e ' o ‘A
. Pa&e Four .3

. A ) , e

s "w16-'?Whe“ deCTd\ﬂg where to make a purchase, the consumer shou1d comparea
; I A. costs,. store services and store size. e
B. stOre,“bJ1c1es and services. .
C. ‘costs, store services and po]1c1es
D. store s1ze, serv1ces and po11c1es

17, Leftobers or.ald, har?rto se11 -items wou1d probab1y NOT be on sa1e at
o A. -an -of-season sale,

~B.: a white elephant sa1e Y t _t; L - L f
C. a.'seasonal_sale. L S | .
D a pre-1nventory sale. T e o

n

'18;:TThe consumer can avoid impulse bu§1ng by
s . making and keeping a 1ist of things ‘to buy.
B. - knowing what 1s needed and how ‘much money 1s ava11ab1e to- Spend

: . on it.
~~  C. not buying th1ngs that don't have a USF o
- . - 0. doing all oﬁ&the above. _ | ‘-; ;
. 19. In the spring Happ purchased a coat. on sa1e at a c0ns1derab1e savmgs . ‘
S -~ What type of sale was. th1s7 o N
> A, Seasonal . e - R
- ’ - B Special = SN e | N |
© .o . .. C. End-of-season. . e S e
] 15@\ . D Inventor‘y . R . \
’ ; . 20. When shoppmg for CY‘Ed1t the\consumer should cons]aer o
e A the dqwnpayment~and ﬁ§%~s1ze of the : payménts -
A  B.s security and ‘insurahce! - ‘ R
T : » : tc' prepay“fent 'm]SSEd pa_yment and dEfaU]t pO]]‘C]es_ L - .
[ ©'D. all of the dbove . o,

* 1

21. When a clothing salesinan says, “This suit was made by Jimmy Carter S
" tailor," he is trying to sell the 5u1t by
A. using snob appe91
' B. appealing to ydur better 1nst1ncts
. .C. appealing to your c0mpet1t1Ve instincts.
© D, all of the above.

[ .
22. wh1ch of the f011ow1ng is usua11y NOT a sales tr1ck or g1mm1ck7
‘ A. Coupons /- -
B.: Trading $tamps A , |
_C. \Sales D R ‘ ;
D. Bait-and sw1tch tQCt1cs , L -

/ ;/
v - B
.




Baffied Bothered Bew11dered '.':, e o S éi'." » ,///. S
Page F1ve : S S E

.+ 23. Nh1ch st?tement 1s not a chaqpcter1st1c of budget1ng7
T ncreases spendable ‘income

Bm¢ Determines how much money there is to. spend -
‘C. Plan for saving

/ Ef ~ .f D. Compares estimates. with actual spendlng ”;
N 240 beli very, communqcat1on fa11ures, decept1ons and fraud are examples
J/~.‘.n..o$\?onsumer Sl o :
o “A.  buying practices. . . o T
... 8 respons1b111t1es L f ‘ ggff-;fgﬁ S
;. .« - . C. problemsy U S U o
- : D. recqyrse . Co Coe S , v

0

25. A consumer purchases a refr1gerator With ay ;ce maker which .is delivered,
but not installed. “The buyer thought'the seller was responsible for

L installation, but the seller expected the buyer to make separate

o . arrangements _ _ o S\
o ) Th1s is an examp]e of - a consumer prob]em caused by SR
.' " A, delivery failure. . , o
- . *Bs . perfdrmance failure. . L

T N 'C. communication fallure ST 33;;¢J;
o~ 2 fraud _ o ] »--" SRR L
. / o ' " " . \-&'.-.

- 26. A consumer: can avoid probﬂems by exerc151ng re$gpns1b111ty through.
Y Lo YA purchasing from established, ‘reputable dealers .

B. purchasing from new stores offer1ng reduced pr1ces
C. purchasing from friends.
D. avo1d1ng compar1son shopping.
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_ . proves less -than satisfactory? . - '
Most of us have experienced difficultigspwith items at some time-and
S

B N S (I <8
..~ How can complaints be Handled.to the consurmer's best./ -
.. interests? " What can the consumer do when a product/” -

" - often learn too late the "Don'¥s" of copplaiping. List common con-.
N sumer complaints and-use the BASIC RULES OF OMPLAINING outlined .
- ‘Below to discuss;the)best:methoas fbr_handling'gqch‘cgmplqintsql -
',“‘ ST ""i'. ) ",‘ .F,’. . . E o . / R ‘ s
#g?__‘mg‘-h T _ ~ -
SRR ”'}_ . 'STEPS FOR REGISTERING A COMPLAINT
EEUEI T T (R T
\3”-yy Pursue yOuf'CQmp,aint as sboﬁ'as pqssible_while'iéks‘
~§till,freig i your mind . - e ‘ Y
2. ‘EXplg&h'the.pioblem‘ciearly and without hesitatﬂ&:<\_
“ . <, PR [ o N . : N : . \ a
3. - Be godrxeous,‘yet f%fm in your approach .
4.- Be in controlqu your emotions . u N
3. Have a11‘your.shpporting‘dbcuments in appropriate:ordeég'. ,j'
s ) o . N . 1 .
» . f ; . . . . . "y . - [N .
‘6. Listen carefully to what you are offered to settle’ your
W\ complaint. Does, it sound acceptable? T
7.“-Be'wiliing"to"cdhprOm;se‘wheﬁ:it is-in o:d?j‘vaompromise

_| + ° is more approptiate when you-.are partially at fault, or : .

.| Y . when you will ge‘;nothing without compromising. SR |
8.7 When you register a complaint,” if possible first talk ta*“ |
- the.clerk you dealt with .. '~ - ‘ ’ ‘ \@S\L;'
. 9. If,éhe cierkyéénﬁép ﬁe{p you, cemplain to th@;hanaéer\h 4

| v . . . . s 5: o s o . . . o0 W
18. If the manager cag®t help.you, go to.the next level of - . ~

... authority --.all the way up the line until you get -+ = . =
+ . sgtisfaction N N ‘ L*“: T : , N
., B | . L . \ . . ‘“ 0‘ x N
11. A@ways‘be‘pers@stent‘even if your iMitial efforts havel .
_+ - - heén’rebuffed,. You must.remember that you-are probably, . °
B ;,prepared'to-giVe your;owé%problem more .attention than:éy‘.
RO otﬁers,who$éventua11y|might handle ,your case - PN .t
. ' . ) , : _ N Y “; ' : "3";,
-‘12§ ‘Wait a\f%asonable amount of time‘for.you: complaint to ' -
1o be settled. A AEEE S S R
\.' - ‘ _\g‘ P (,", ’ . . ‘“‘M,? . ‘ B -,ﬂ . %J ‘»‘
. o X [ 20 ‘ a v o
U0



Baffléd} Botbered,

P o 4

| Bamldared N 8
. M ] . I . - . . . 5 .A ./ .‘o N ',. ' ."
v N ,1 7 - | N | .
' ,1_ Rev1ew thé’mean1ngs of the fo11ow1ng Pa swords you have stud1ed 1n BAFFLED
K BOTHERFD BEWILDERED: = - .., o B
e ~ ) R ! . _1 . :
T APR. “+y ' CONTRACT INTEREST
.+ BAIT AND' SWITCH " CREDIT . RECOURSE
X - BETTER BUSINESSNBUREAU DEMAND — REPUTABLE
T ~... 'BUDGET - ' . . DOWNPAYMENT: * RESPONSIBILITIES
COMPARISON SHOPPING o - [ECONOMY ~ o RIGHTS coe
» COMPETITION . S . FREE ENTERPRISE - SECURITY,
- CONSCIENTIOUS ™ .IMPULSE BUYING .  SERVICE.
\) .+ CON UMER INCOME . SUPPLY.
Vs, wr1te the word from the 11st that matches each descr1pt1on '~ o
’ . h‘ - ) . \ .
. . N %\ A p1an for Spend1ngjlour money -
- N " Paying for the prdvilege.of us1ng an 1tem \
: : before it is paid for . .
BB - i - Ciayment ' the part of the full pr1ce
v P paid at the time of: PurChiw: or delivery -
‘“%h\gamount purchasers arewi1ling to buy-
} T at spec1f1ed price . C
. .-;A - ' Annua1 Percentage Rate :
! “‘,'/ L ,»ﬂ‘_.,l ‘
. : . . _ * The. amqunt ava11ab1e for sale or thé amount
T\ <ff —_ sellers are willing to sell-at a specific price
- ’ . " Work done or duéy performed for another or :\'(f
> others®;’. - - A
# . The amount pa1d “for the use of borroweé money )
: , 7 .
N . Money rece1ved on‘ﬁfregu1ar basis -
A 1ega1 agreement between two parties in wh1ch
. - 7 , one agrees to give, something 1n return for re—
o 7 ;ce1v1ng someth1ng else , A
- A person who uses goods or serv1ces
R S :T-getter Bysiness Bureau .
- . M""‘ . . ] L“-"" N . . | ,‘.. 3 ‘-_ 2,
) . ., P ». . ) . ) ) .
Q Student Activity Sheet 02 ’ . o . : - . PR &m . .
3asic Economic Sk111s . ' - S S
EKC . " ™ - G
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{

fm

sl :, :
l@ {f’ﬁ’/cl ﬁ%@m I@Wi/@f@f@l
Now THAT YOU:" HAVE COMPLETED THE ACTIVITIES IN THE BASIC . % ¥
J; - ECO%OMICS SKILLS PAL, YOU SHOU&D BE ABLE TO ' LT

: -,"17' S {,“1‘ fRecognize ‘the definltions of the oosswords used in thIs PAU

a ,%79;"‘ 2. fNer the econom}c system ooeroting { theiUnIted States. -

l\\’/' 3. Compare’ and recognize- free enterprise and government controlIed

. -economic systems. - N | o Qfl .

S - 4. Know how- bus I pess orofits ore used LT . S

5. Descrlbe a money econathy, L o
6. ‘Name the suppliers and demanders .in the low of suoolv ond demond, ‘and
- . explafn how the law warks. -
.A . . S A ‘Descrlbe the effect of excess suoolv or demand’ on orIces
R e - 8.V Name what detgrmlnes price and supply. T -
e “ " DesCrlbe how consumers vote In .the’ morketoloce . . B ,"'_ /;i':
10, Identlfy sources of Informotion ﬁor compartson shooolng o
| | : 11[: Name good comparison shooolng oroctices - ~ '
A ’ o ' 12, Know what to consider when declding from what stone t0 mcke a moJor v
N B :,~. : % purchase. , ", o BT, 3
e 13?' Descrlbe dlfferent klnds(of soles ‘ T T S
| - 14, Knpw how to. ovoLd being on Imoulse buver . »

B T "\‘. 15, Know. how tecuse sales to your advantage. A .:J,‘f
e 16. Ident1fy the best, of severol buys ey, o
L '+ 17, Know how to shop for credit.’ . oo y S

1 .f )v/f. ,18;' Recognlze Dressure-sellihg technloues - ;;fwjhml;", L ' '
o fl 19. \\Becognlze sales glmmicks. - . =7 o - SR o
2 .~ 20, Namg the. odvontoges of budgets ond how they can. fall. P
_ 2i. Recognize types OF foilures causing consumer oroblems
{ 22. Know how to seek recourse for consumer oroolems
) ..\ ' A w' .@ ,nwﬂ : "
S R J




3. Locate the twelve wards
+ Puzzle bélow.
Shade the areas#you

- and Bevildered.

Mot

XR

R .
i
'l "
: ‘ -
3
s ' ' e
o
r
.)-l“ ;\v" P ;‘. R
v . [ o
EMC Student Acﬂ/vtty Sheat #2 .

oo
bhave ¢ircled, : S o
. Your circled and shaded words will "spell® a.definition for Baffled, - Bothered,
\ ( . P . ‘ . -» “ P .
, .- L

--;gxxxxxxxxxxxXxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxXXXXXx-1;
' GHTsxxxxxxxXXXXXXCoMPETITx0NxxxExxxxxxxxxxxxxxxxxxxxxxxxxxcx{g~
v'fXEXXXXXXXXXXXXXXXXXXXXXXX%XXXXXXXXCXXCONSCIENTIQQSXXX%$XXXXXXOX' :
o XS XXXXX XX XXXXXXXXXXXXXXXKXXXXXXXXXXOXXXXKXXXXXXXXXX XXX XXKXXXXMX
O XPXXXXXXBXXXXXC XMXXDOWNXXXXY XXXXXXNXXXXINTERESTXXX ¥XCXXXXXXXPX q
L XOXXXXXXU XXXXXRXXXXEXXXXXXXLXXXXXXOXKXXXNXXXXXX@XXX XXOXXXXXXXAX -
N B ’4'XNXXXXXXDCIIIIEXXXXMXXXXXXXPXXXXXXMXXX‘CONTRACTXXXXXXNXXXXXXXRxﬂ.;
%] ,xSXxxxxxgxxx;xnxxxXApaxxxxxPxxxxxxvxxxxoxxxxxxXxx:xxx5xxxxxxx1x»,’
ST RIXXKXXKE XX XKXT XXXXNXYXXXXXUXXXXXXXXXXXMXX XXRECOU
©XBXXXXXXTXXXXXTXXXXDAMBX X XXSERVICE XXXXREPUTABLEXX) :
<4xxXxxxxxxxxxxxxxxxxxﬁxxxxxXxxxxxXXxxxxxxxxxxxxxxxxxxxsxxxxxxxNx .
. xLXXXxxxxxxxxxxxBAITAND§WITCHxxxxxxxxxxxxxxxxxxxxXXXXRXXXXXXXSX:-,‘
"4-XIXxXxxXxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx&xxxXx%xxxxx (XXHX % -
X TXXXKXKXKXXXXXXXXXXKKXKKXXXXXXXKXRIGHTSXXXXXXXXX¥XKBBBXXXXXX0X
“;xix¥xxXXFREEENTERPRIssxxxxxxxxxxxxxxxnxxxxxxxxxxxXx$Xxxxxxxxxam_ 4
XEXXXXXXXXXXXXXXXNXXXXXXXXXXX XXX XXX XKXXXXXXXXXXXXXRXXXXXXXXXPX. - . .
XSECURTTY XXXXXXXXXXXXXXXX IMPULSEBUYY INEXXXXXXXXXXRXAXAXXXXXXXTX ™ .
. XXXXXXXXXXXXXKXXXXXXXXXX XX XK XX XX XX XXXXXXXXXXXXXXRXAXXXXXXLXXNX
0 XKXXXXXXXXXXXXXXXXXXKXXXXXXXXXXXXX XXXXXXXXXXXXXXXXAXXXXXXKXXGX .

N}

You;haye‘Writien_qs they appear in,the'wdrd‘§earch~;,.’ 

SEXUXXXXXXXSX -
XAXMXXXXXXXOX -

. . - . Lo
A o . R ¥ . . S e
N ! . . ‘ i
oL ’ Lo \
o . AT °
oo S S .
b t . . bl “ .
- - N .« L : )
t S
1 . N - . . -
» . .9 A .
s -
~ ’ [ .
R - . RN
. 4 . 4
/ E P L “ .
’ )
- L \ - -
ey ' - :
X g ¢
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N . . L
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—
_& ‘ e
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o film -gulde; THE KINGDOM
B . OF MOCHA
- Once upon a sze thene Lived a small fribe of people
o on a far dista 4A£and .50 begins the ston ny 0§~Lhe King-
. »-.:“»dom of Mocha, &@ﬁand h&ngdom s0 nemote Lt's quite unlike .
Yo P our wontd, On & Perhaps only at finst. ALL hinds of
o S . I ‘people Live on Mocha--a sdmple, pedaceful Lcﬂe, trading fish, .
. b Bwl  coconutls and,’ 6¢n@uood But then they Anvent money, and things
R »-:Aiuni happen&ng thick.and §ast. Mochans develop many of.the same eco- .
- - nomie p&obkemé we have. .They tny to solve them with things Like high: .-
- taxes and price ceilings. But tney soon Learn that. éuch things don't’ " =
work well--that the strength ¢f a competitive enxeapme system Lies uz .
T _pnoduo¢ng what people need an getting fain eaanangb Ain nezunn S
S *As you watch this film, or when it is comp]eted o
A _7‘ . aggver the following’ quest1ons
. 1 1. what is the barter system?. 5
o pott L o
2., why d1d thgaMochans stop us1ng the barter system7
- ,& I e e i T

3. In what ways d1d5mhe(gochans show that wants are:
- unlimited? ey R

-

<

N . . .

[

IR G ' -
. 4. why dnd some Mochans spec1a11ze in, d1fferent tasks? €

1
’
I

.~ . Y ‘\‘ f&;{\’ \ N "‘::_ o M . :

. ,In Mocha the mdAEy system EA a§ed on the c1am because of B

. Big.- Daddy s declaration. What }s the bas1s of our money
s7 .

".system in .the Un1ted State




: -
) L2 ,
o - 6. . The Meehﬁns used c1ams for money what would happen to
| » the price\pf goods and services if, a storm blew a boaﬂ
- ,qu of clams onto the beach? - R
i » : - P . \\_ - ) - e \ ’ - N
' y ‘ / - g
. - | 7. Land labor, and cap1ta1 are the basic cghsiderations
o R e | in the product1on of gooés and services| What w re tH@
o "product1on factors for Fat Mary Jane S rown1es7
ce i P S . R o . o v . . Ny o ‘
) ~ —_— Coe « " P v
) o . 8. Pablo saad thatqproflt.gs a, st1mu1us to funther pro-
_ LT ‘ductign. [If Pabld is mak1ng a profat on the wood e >,
ﬁ& : se11s, how m1ght he use his prof1t7 o \-rv.‘i.‘ X2y
) ‘ . ) ) ) . & _' . \ ”’y N ;
AN , : * . , . ( : ® S B
= . ¢ 9. How did Pablo expand his business? Canlﬂou thlnk of;' .-
R wifgy other ways Pablo- m1ght have tried? . _ 5, s
- RN . ) ’ Q‘H‘Q.
T y - o \‘Q ' R . R
A _“af 10. .One’ of your resources is yOUr 1abor Wnat is, 1abor e
‘ v worth in your community? How is th1s worth estab11shed7
o A . e Q ' o "‘; SN ) - .

SR . . L) o
o 11 =~ What problems were caused by the fact that the Mochan s, ca%\gu,se.dS trees for

~ . ']’) , ¢ . N . - - .
»ot . - fue v ‘ ° . ,1 ,.‘. . . . ' . ._ (ﬁ\‘. .
T o ’ I3 E \ ' L ) s " ) ! ' ’ L .
% . e - i ° 4 > : . K.. } ; \ B
12. The Yemand for wood increased because of 0ld Lucy s memo1rs ‘and later be~ /
, ‘ cause of Cousin Henry's Model T. If you had to make a decision about: "
.« . -iwhether to print 0ld Luc_-y s Book or sa\/e the WOods, _what-wou]d yow decn- C T
C s~ sion be” - _ , : = R 7
= e co - : N T
v‘ . IS @ . . C "' B ) . et /‘ ) ' N . .
’0 . '\ - ‘ . ) Q . - . \ .'y‘ h . . \:' ' . i ‘1: .
! ’ ’ . . .I" . ' -, : ) ' - ' ‘ ) ! P '
" h - e : . \,p T *3, N
e 2 R
L o T
MY { S o .J‘{ R
o  TeiimGuide 1 ¢ L SN
ERIC gt T A




R In a’d&étant 6utuneothat hab no moneg, a w0man aAkz

- the mastern,computed to.explain what she: has- foind*, a penny
- 0§ ourn £lme.e <Notice how~the computen expﬂa&né many &mpon— s
- tant QQonomtc canceptA . . -

;ultu l_l,llﬂ -flslla"

;: t#;-’f'ér © s you watch this f11m; or ﬁnen 1t fs\completeﬂh answer theQ{p]- :
L 1oy1ng quest1ons“‘~v VAR _ ) ’
3,‘”; "'. Give anotherl%&ample of. a way- in which barter can‘, ?"

- 1.1 . become-inconvenient. '(Dp not use the examp]e g1ven,\
R 1n\the f11mt) , S

.5;“, ' A .

- 3 LY - - . » B
) % » ; ', RS . o, N
R S - o A -\F . I ..
PO X . . .
. L ! p- ¢ _zm }

Name four qua11f1cat1ons a form bf money must meet
Did early fofms of money meet/a)] these qua1]f1- ;
-cations?. Exp1a1n, o ‘ v

‘o ST .‘5,: e fi, . ”"]. o
Soor F* 3. Why was gotd so highly priced as a form of money?’« " 7
e . o R T e A R
.r“ - . ‘» - ,~ ;.\ ) ' . Lot ’,’ . ‘3 Y » ‘._-"::v.‘ 1. soN . / _,. . ﬂ .
T o I PR SO, S I Y e
)ﬁ 4. Ynhy'did paper currengyycome; into Use? ’o L [ N e
’ : * o
s . .-D . X »‘) . ~\ . -~ ‘ " . 1 ’ . . 4.
A ,Why ‘ddes ‘a ‘form oﬁ m0ney that ‘does not represent some- . -~
v - . thing of real va1ue “lead to.. 1nffat1on7 ,Why- can t we - l . N4

1Just pr1nt a%bmuch monex,as we want” o ‘ﬂldv

.i'a' P00 5. 508000000 C KRN

LRI RS .
- v v .
. L 1 Lt
. LN N
L :
: 3 ' :
" X . 9 R
-t .\ N . :
.'{t a e
- o
i . ‘
‘ [
e e
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~
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‘6. ,Do you agree W1th George Berngrd Shaw's statement,i-.ﬁ et
- "Money jis: thefmost ‘jmportant thing #n the world."? /0 - = .
"> Why or why not? What are-the threg most. important LT

- _..th1ngs in the world 1p order offf portance*to you? R

YEYTEIEENENERENRERY

7. How doesET;gexb or the 1ack or money, make you. fee] &“V‘3'_e;‘

ébou% othey:pe p]e7 'Abouj yourse1f7. i T

Lome ™

8. Does money he1p fam111es to feel/secure about the1r R
' future7 S A : ‘ Co0T e

.
e
'
b .

- . ,
. N R . . .
* 2. . ' y v T s >
s th . R T
' 2 ¢ - ? . P . . / =
’ y A, B e A ’
- .. 3 -
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B . ftlm gu1de R
« = ) s =
= | H wom.p WI THOU T MONEW
2N ' Ly : S N
- = R Th,us 64,2_m .Or.aceb the h,ustony 0f- maney as a means of -
: - “exchange’ grom-the dse.o0f, stones and sed 8 hells Lo coins, - .

papen maney, bank checho and o@ed&t cands .

A , . . As you watcm th1s fﬂm/ or when Lt 15" comp1eted answer the . ..
Ve [.'::,fo110w1ng quest1ons o _ T _ T ;;;2///
o _"w"Vh"l "In you own words exp1a1n the h1story of money, _ - fﬁg,f'fi 2m;_ "h
Lot T"'-'}‘._ and why*we nhwsuse checks and credit cards’. R e B a
: TR e . -\V . : R '\’.. 5:1.
. . Lo .' "« if . .‘ 7 . ‘ ‘ .

Epraln the relat1onsh1p between thehcred1t catd
" company, tge bus1nessman, and’ the owner of/a-.

credit car

G . A . gy 2
Iy <L o T . Lo - o0
lj; 3L If your cr€d1t cards are stO]en what act1on shou]d you B

take?
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D1scuSs persona1 exper1ence5'o
. gamex- What knoyledge could ha
Also, give ‘any personal. kndwledge of” 1ega1
tact1cs to 1nduce qustomers 1o buy :

Film Guida #4

1.

Ry As you watch the #11m or’ when 1t 1s comp]eted, answer the fo]-,
: ‘f"Fa- 10w1ng quest1ons ' o . :

»

-

f
" CONSUMER GAME

. ThLA ﬁLﬂm po&tnayé conéumena and Aeﬁﬁenb as in a k&nd
06 game and pnaAeniA basic Lngormation and tactics - conAumenA
Cean use 2o win 41 - to ggt th244 monay 's wonth

.Describe-each: advert1sement

‘Basic: gconomic Skﬂls

Etbacks"

S

.'.?.4 -~

fName four advert1sements that you have “seen on’ TV
or in newspapers.or magazines that appea] to your

‘emotions..
each adégor 1091c and truth

.“(1)[,-Jff'

Ang]yze

in ydﬂr consumer
helped you in gach case? |
but- shadowy,.

P

- .

. . .

'

T



fllm gmde T RS
ADVERTISING : INFORMATION S
- PERSUASION OR DECEP’I‘IO}Z\I |

”4?‘§ ThLA 64£m deACﬂ&bZA tha,uamtoub typeA of advertisin Jg .
“that consumens encounter everyday. - Notice the dLbixncI&OnA 'j_
. = = . beﬁ»een &nﬂonmattonaz and deceptive aduemt¢44ng R
) ‘ : : e L v e e / [ NS : .
L ,‘.3 As you. watch the f11m or when it 1s comp]éted answer the fo]- .
10w1ng quest1ons . v N - - A
l, what 1s the purpose of "1oss 1eader" adVert1s1ng7 t:_:‘p‘x._;‘da

5

B950a2080 0
TR NNN lel-l U

; 2 . Do you feel that advertising has -any effect-on.'
- ~your purchase decisions? De you fee] it affects °= =
- the buy1ng hab1ts of your fr1ends7 How? LT

- 4 . ' . (, LT e .
. - 3 . . . LN Sl ‘
4 L . - . [ - B ] :

3 Is 1t true or. fa]se to say, “Most advert1s1ng
11es“? Exp]aln .

-~ ‘a.
) «

-

e’é:4; wh1ch nat1ona1 advert1s1ng campa1gns dq you 11ke7 WHyZu,-
Do you use the products? ‘ , , e

- ow v V» ] E ‘ ,-. . :.' A o : v.,. / . ’ 4 .v;‘.“‘_i. 4‘ A

. '4 . -(. . .o . % . e ' y . ) .. " . . 4' . l.

BRI wh1ch nat1ona1 advert1s1ng campa1gns turn ygu off7 why?__~
‘Do . you use’ the products anyway” why7 @_;~-‘ o
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A - - . _— . , p - ;
- ~f|| gugde BU"YING WITH A
- | - R "
B - I - - TWlSTE D ARM |
o g = § e : .
e : : ) : o In xhu 54.8m we. view 5ou/i w,gne/ttu“whe)ne thg buye)a -r;:-
RO l = E appea/w Mapped sinto: making *d. puwrchase by an eme)zgency, . '
RN o | presdure, by emoaoms and b’#ﬁftjte 5!,a,tteny 05 z:he Aaﬁu- T
: — .penson._ ;,..- PR - .v T
.7As you watch the f11m, or when 1t 1s comp]eted answer‘th fo]-- :
ques;1ons f»g __,-,., o _ - .‘,-,v-'1::ff; ”ﬁ&f

! P () . .
w e’ the peop]e rea]]_y trapped 1nto=mak1ng a pur-' oL T
se or-would some preparatmq have. aHowed them® .= . :

S;ke a ratwona] dec1s1on’? ? what? .

*~
P
»*

er

éw,"

'r

How cou]d the peop]e have avo1ded fe’ehng "trapped"ta

1n these 51tuatwns7 S { . ' |
‘.é.i e . :~ " v -
Nhat wo_y1d you have done 1n each of these ‘s1_ la=ie
t1on52 : S , LT S LT ; N
N . et . L w.‘,)‘ . &
AN L . .. . .- LT B « R " .
o 4 Can you th1nk of other s1tuat1ons that are/similar-te.th
cases shown dne the film?2 - .. _au ¥ R
° g — S .
- i N . . .

o . : . ) o ’
[ . N .
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o fllm gunde N
. e M(,Edned Max,unum and F/mnh ,F/wn&(’.a/.’h buy tMngA © Ine
. S addition 1o ba/uc needs®- foadsy, d_othwg, shelten~~they
& B Ahauz unpo/utam sychic needs h' they trhy to Aatisgy ™
P with the Bhings 1‘ bug Notlee the emotighal.efements - .
7 - . that enten into a buymg decidion and hbw,  advertiss g,
o . ubifizes emouanazhppea& 2o huway bu4mg dec,uswms P
;;v ~.\~ As you watch the f1lﬁ%?p_9when 1t 13 comp]éﬁ@d answer the fo]_ E
o ' ]OW1"9 q”e5t1°"5"'.2 . fﬂ' P , - SR ,y' R

'l.v _Why” are *emot1ona1 Tnﬂuences 1mportant cons1der- | a L
S B PR at1ons when makmg a purchase dec1s1on? o
) ) S v . Al / S .
4 2. Is. there any s1m*v‘lar*1ty between Frankes dec151on
“to buy the’ encyclopedm s&t*and h1s cho1ce of

. e cars" - B |

'.‘. . ‘ - l . N e 'p P’ ] ‘

P) . A . . q» { ST S
3. Have you: ever faﬂed td ‘veturn an unsat1s,factory

! ' \1tem becauSe of embarrassment’? e

w2
: Group aCCep’tance ey Fear a d/orx secum}y P LOvVe f .

Pr1de and/or status

Pract"n cah ty VR

ErrrrrITIT
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| ihat snoutd 481 do 1 you ciSd

0 0 - — e e e —_———

"Tl_liln

[
- f|lm gurde SO
- o
i THE BY
: This §itm ibtustiates how. advertisens Aome,time;a we
. ﬁantabg appeals to power, sexuaity, popularnity; gnd status’ :
-l . %0 get the consumen Lo buy. the product. wm.@ 50& gu/.de—' B )
- Lme/s on how zo judga ads and /the,m, pnoducté N
R " As.you watch th1s fﬂm, or when-1t 1s comp1eted answer the fo]-_ =
" 1ow1ng questﬁons' ) o - , o , S W

Give examp1es of ads from the film and _your own. " -
expemences that appea1 to sex, fear, power, etc

~

"'~'-Name some adver‘msmg tricks that you have not1ced
. (Legal gnformatmn in smaH pr1nt m1s]ead1ng d1s-

counts,cetc.) o e o ' .

3. Debate: MOST.ADVERTISING IS HONEST.
4. What constitutes g &

5 griest. advertisement?

N ol D e PR S - Y
. In what ways ‘can TV advertising be ‘h&armfm to cnildren? | ™
SRR : AR ! 2 ? SRR - -
whx do advermsersd use "phon_y" techmques to P nsuade o F - -
pepp1e to buy th1ngs7 o, . e - '
t. . ‘ 'Y

Y
Ly’ .
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A AT

The woman¢1n the F1lm was resourcefp] 1n f1nd1ng a way" to

" give Y

fllm gmde v .
Foot in the Door N

o Ina dnamaztzed Atzuattog tah ﬂnom an actial cabe, o -
-a“woman aware 0f. the. techniques uazd by "phong" AazeApeopﬂe
taheA act&on that ZeadA 1o thg AazeépenAon a anneat

P
[ .
5

As you watch th1s f1ﬂm Qr)when»1t is. comp]etedz answer the fo]-¢¢;‘
1ow1ng quest1ons C . S ‘ _ ity

“ﬂlll'llll!"
.

E ,I,HUWhat 1s the f1rst.th1ng you want to do. when a
_— _~-door-to door sa1esperson arr1ves at your home’
-

_Descr1be ‘the method used by the baby picture . .
. saleswoman. ‘Do you know.any other ‘methods somee,-.
timés. used by door—to door- sa]espeop1e7 ah

L

what are good ways to get r:d Qf unwanted door-
to door sa1espe0p1e7 S , .
y 1 s ; ‘l" ' - )7 ‘; .,,_ . Q N L .

e. po]1ce. -What ways can you. think of that. wouﬂd

call
ou freedom to ca11 1n‘d1ﬁferent s1tuat1ons7
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. - - fllm gulde THE OLD RELIABLE
B - | E BAIT AND SWITCH
-l = .
- - ‘ ___
. - ! - B Gatsuionthy Gulley is attracted by an ad that Rdoks
. . § { = "unbelieveable," but at the atone tie salesman "Auu,tchu" :
R - b pl  Calsworthy £o a "betten buy." ‘Wateh as 'all ends well"
IR - . when GaZAwoathy deaﬁb with a naApectabze bué&neAAman.,
‘ fo-.': S As you watch the film, or when 1t is completed answer the :, _ 1"f'
f0110w1ng questions: .~ . e - ‘ S
o . )-»\ . . - “ . N . L N EEE N 9
3 3 1.n pefine_nbajx and switch." . oo (.
A @ Co S . T L e
5 \ ;.'.‘:' {
' R o o o
v.-. ":‘s . v._ . "‘-.,;‘ ’ . . . . , ‘ . f,-q.
. What are the differencés in the two salesmen's
“techniques? . o 0T e
R - "ov AR (. - q
oE B | d‘.'ﬂ.q - s v | e
& .0 T ' - . .
e Name sqme other situations where'"bd1t and Sw1tCh" cou]d

o be used by an uneth1ca1 saﬂesperson o
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film gunde
SIX. BILLION $44 SEU-

T This 6¢£m uses d Lévely combtnaxxon of camedg,.an¢ma—‘
tion, and an original pop themé: 5ong\to expose the question-
abfe techniques of TV commercials. Notite how adventising . = -
¥ can Lnézuence attttudeA, uaZueA and expectattoné S e

TN

ey

‘. tk- IR As you watch ‘this film, or when 1t is comp]eted answer the fo]-w .
o : 1ow1ng quest1on3' T » : \\ o Cale, .

x" o ‘ e . : . : - ) s _' .

Tie _;1 Name a te1ev1s10n commerc1a] be]ong1ng 1n each of
g ‘the ?o]]oW1ng categories:

-
s

v J#' o (a) ”Se]Ting the Star"
. Loy o ..(b), “Word. GameS“ ~; L .

»

‘f“Now You. See It--Now You Don't" ST
7”The Gi”%ﬁway”;" ‘; B

e) "Promwses

(f "Brand Loya]ty“

\

- 2. Do rad1o, newspaper, and-magazine ads use’ the ‘same-
techniques to persyade you to- ‘Use a certain prod-'

: — , uct? - Give examﬁ?es to support your answeﬂ

L3 . . ¥ \ g . -\_\ . v . . ,
‘ , . . ’ e s - = :
- 3. Nhat type of adVertﬂS1ng do you fee] is most effect1ve o
i ~on you? why do you think th1s is. true? : .

K Fim Gufde 411 %‘,,},"- . .' Y o J'/’ PO . _ ' ‘
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 film gui

“

de: 60 Second Spot - -
..'\._’ X . 4 -. :" | N . N ) ‘ )
énom,tﬁﬁ-¢tdng60ﬁﬁd7c64@wp¢-zhnough preproduetion planning . ..

+ apd casting to the -actdat’ fLlming . I

i = ivAs_yOUIWétéh-tHe'Ff1m, or’Whenjit’ﬁs¢c0mpleted;'ans§ér L
e ¢ thelfollowirg questions: Y .
*. 1. 'What:is a storyboard? - e e

”_ff;' . 9. what ijdUCt wés'sbldfoﬁ this commerEiE1? L=~
‘ v ; V ' ‘ ity

37 How was the commercial a “tdke-off on all-the old
' desert movies ever made"? - I -

2 . R
v . .
. w
v

With ydur, class, discuss:. S

T (5'30’000 ~ ’51005000 to ‘pY'OduCe a 1-minute “com- ‘ o
© mercial; $40,000 - $70,000 for 1l-minute of prime -
time advertising) . ... R

f4}i_Why"db-aﬁvé?tﬁsersfspendAso much mgpey'on}%gﬁi

1

’

P 5. Should ygu buy a broduct'simb1y because the manufacturet =
- has entertained you? Do people realize this is the .rea-
son they do buy some products? Have you ever watched a
. commercial without realizing it was a -commercial un#§]
it was almost over? _ . Co

6. Some commercials "sell" with a "freedom of choice" ~

. theme. - However,/ théir products are associated with the

N - Tight, the good, ihdependent'thinking; et¢. . Name somes" -
- " commercials using ‘this approach. = ‘%QA , S

. @ BN Te S, [
Y . N P e

N R G o
- . - - n . s A .

2
L &

’

g B2
o

. ot .
oot N -
o 2 -
o R
(Y =1 A
oy - =




A
.* ..;!%.? i ﬁ - Q'qA:g r:f;. T (\. o
| In a. 6a/st~pctcad fwucou/s napnoduc,twn 05 a ,te,eavuwn
. game Ahow Jose and Marcia battle forjthe big prize.- Each
- ) conxeAtant ‘describes. hLé/hen values, -goals and Lifestyle
e : which ane posted on the "Z¢5e¢tj£e boand" behind them. *
- A They then see a parade, of consumern products and must decdide .
o N A each product nepneAentb a neal need .on merely a want-in T ©
IO hekation Lo the&& Atated LLéeétyﬂe. Do you agnee uxxh thesin -
R e dec&A&onA9 B o R T - '
- »jf7 [v;‘>l, “\”As you watch th1s f11m or when 1t 1s comp]eted answer the Fo]-
T 1ow1ag quest1ons VU P R R R
o] 4 "4'1.,.Accord1ng to the, f1]m how are needs and wants
c l"__ . “, @ ‘_. def-'ned? X : v :“ 4 . ‘ v;, .. Y -
, : ' 2.1,How wou]d you descr1be Marc1* ' ﬁifeStyle, va]hes;f
- - - and goals? Giye examples of Ar products: that
. wou]d represeﬁ? rea1 needs and wants for her- _:; #
'f_‘e.:‘ S Appjx;Quest1qﬁf$2 to,J§§eI" .%§%*‘,7 n f\ _ r¢?:n..,
.' . \ ” . ) - -t B . . " “ - | e ]
e 4, L1st your 11festy1e factors. In separate co]umns, 11st
at least five needs amd-five wants. Be prepared to..  d . T
defend youy- dec1s1on before the c1ass C T B o
IR ’ - coooyt o TR 7
IR i




GOMPLA!NTS THE RIGHT WAY .

_ *"Man hat - alwayb needed to nely. on . athen4 6pn,pnaduciz "
,' senvices. . What,“then; can you do when products and .
seAVces -ane not what fthey should be? ~This §itm, eman-', P
BEnaTes how 40 det QééQOtLUQ neAuﬂtA whan yau ﬁaced Lo,
ewiﬁ éudzétiuatunw B P TR , ;}__53

,f-35 . e ,:-Q%f As you watch the f11m, or: when 1t is comp]eted answer the.' T #
T ol]ow1ng quest1on5' T . _ N , .~¢; _ g e
SN . L e o zizf:f,=7

N

f:iﬁwi:mhﬁTf’ ;wj::'},- DesCrlbe the® proper procedure to take 1f you buy
SRS & B ;.ug.a record or: tape that is. defect1ve. R

. . ) ) . ) Lo L .
:-_. ot e o .._ o . ] @ R
"r~;_' §);, ‘ ARSI 'J-

»

2. Comp1a1n1hg about 1tems that are too 1arge te
--retyrn-to the store requires.a different . proa.
.. ¢cedute. How would you handle the. situation™. - .

if youyr air:’ cond1t1oner qu1t work]ng after on1y ;
'two months use7 _ R

e
4.

"‘.,-«'. -l ‘M"T/ . L e

e . . & )
, u.. R . R <.

-

' '5'-'.3, Have you ever: purchased products that were defect1ve 1n'_}
Ll some way7~‘How d]d you hand1e the s1tuat1on SR
“ .' . ‘ ) . L ‘ . . TN ..- d,Ea .w..‘?v_‘.

. . L . ~
0 ‘v

. Why does it he]p _
' when try1ng to ge"your prob1em remed1ed7

I

adr'rnnnmcskihs T TV O S T : LN
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~a< DUl This i an AB ‘pews” m em‘ar,con /ShOWaan thcet con/sume»u.s
- a»/ze dis cogening. ho® 2o “get er/gen p/zoduc,ts jon Less moneq,
=.5‘f paotect the an&ﬂ@nment,_and 4mp&oue the quaE&Ig 06 245e

L
‘7‘

”

o - X s
e - s . ; . . K - O .

Tom ng questmns : |

o ,_( ..

_/

1 wh h&\(}e Qonsumers had to go on the "offe

2 ‘Why doe’s it take a rgamzatmn of consqmers ﬁo \
S "get thmgs done" on a, 1oca1, state, and nat1ona1

a S 3,' What consum&asgroups. 1f any.»
% :__ B commumty? L

4 Nrﬂte a letteﬁ to a 1oca1 or: state consumemage‘ncy ,
f1nd out whai: they +do and how you rmght he1p. v oA

PN
‘\,..-»,_. :

B ‘; Fn Guide ¥15
EMC ik Sasni‘c lE“:c):amic Skms

Aruitoxt provided by Eic:
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§ film guide: -
f IF IT DOESN'T WORK . COMPLAIN .

Evenybody 5 bound £6 get stuck with a 2emon once in a
while. VYou might just as well ghin and Riss your money
gaodbye. Right? WRONG! This §i&m highlights many steps’ )
the individual eonsumen can take to hecover the £OAA grom | )
an unrelfiable pnoddct on service. .

L, .
§ ” q
N,

DN 3 As you watch the f11m, or when 5t is completed, answer the fol-
RS [ lowing quest1ons v
1. Do you agree that sensible shopping will reduce ' o

the risk of buying a defective product or\EérV1ce7
Give examples to support your v1ewpo1nt ‘

2. Have you ever failed to return an unsatisfactory
“purchase? Why or why not? '

~ . - » «" .- ‘ Z/

. - 3. Do you—be11eve that by handldng consumer problems
o in a firm, but nice, way ‘that your complaint will
' bring abolt the results you want? Why or why not?

1

4. Vihat steps are necé&sary to bring legal a;}1on in the
Small Claims. Court? v

IREREN RN
) p_“jo‘l sssnes

-ttunlmlcenmlvtctt&ttttlmt*ﬁgg.r

. . . |
] 1
v‘" -
. . Yol

lllllllllllf.lllltl'ﬁ&tﬂ..f
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S

e: »h.er.e'. Is a
> Law Against It

. -This §ibm introduces, foun consumer problems and then :
 dramatizes -how new conswher faws in ode state (Californial
. protect the ‘consumern in each casde. “Notice the provisions
. 0f the Lawss -the nesponsibilities of the businesses Lin-
- volved, and the steps the consumer should take. The. fL&m
.enﬁa by emphasizing that it 48 up to the conbumer to take
advantage’ of these Laws. No Law can protect the consumen .

i ‘5nom himfel§. . .

'ﬁlmg\d_i;d

e lla Y'Y .

L Bs you watgh .this film, or when it is completed;-answer‘the
following questions: ‘

Y s

1. Why is it'importanf\to request a written estimate )
1F\ of the work’~to be done-on your automobile?

i

2. [Is it legal for an auto repair shop to charge yau
~ for work without telling you in advance?

3. . Why did Californiahchaﬁge its wage garnishment .

I3

4." Why did'Califgrnia,pass a law allowing the consumer
a three-day period to cancel a sales cohtract?

5. what is the purpcse of Small Cl 37 Why are

" lawyers not allowed?
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IS A CONSUMER
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)

- ~—
Seller manufactures
produets or cffers

, ~, service
~+

Profits from sale
used to buy materials
‘ar-new producis and
for support of seller
and employees

o

o Transparency Master 2
EMCamc Economic Skills

IToxt Provided by ERI

S—
)

, e

Customer compares products,
chooses product basedq on

"hneeds and desires as 3

consumer

4 Additional profits .
oousert - ‘nand

ﬁf’ business and

improve prodyct
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ransparency Master ¢3

MIC QUESTIONS
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MONEY |

‘ '."
\

- \ . 4
.. [

’”’Workers eorn it,
o Spendfhrlf"rs burn it,
'.-denkers_ lend it, -
- ‘Women spend. it,
Forgers fake it, |
_ | '[gxes take |’r
e Dylng leave. it , |
Heuré receive it,
Thrlﬁy save l’r o
\ | | Misers crave it,
_, Robbe,rs, Seize it, !
+  Rich in~~ense it,
- Gamblers ‘lose it,
£ . | could use it
® e

Richard . Armour

Q
EMC Transparency Master #4
o Batic Ecanamic Skillc
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SUPPLY ano DEMAND

CONSUMER. EXPRESSES Wis
DESIRES OR DEMANDS

BUSINESS LISTENE TO -

DEMANDS

A.q,




y. ‘. ‘ i" . . » ‘I . ‘l."‘.,' ';._. I v . v . B — -\} _‘

e 'DECISIQNS, DECISIONS
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» COMPARISON SHOPPERS
EVALUATE

O Service
. i ' q v \) ,
b I Y

B
[ - . "
4 . .
v ‘\ :
T

O Quality .

-




@ | v | j _i V
(@4 CHECK PRODUCT WARRANTIES

!

<

w’ . . - |
' 3 W 5 y o W .
: SIRANS X * Y -
3 Y - R :y "
o - ; 2 .-
A it B .
"L et 24 - k= .

S
BT 1 ST )
T

4 ¢

. : o N

&

What parts are .guar‘ah?teed?

O - . ﬁ
, For how long? .

-

.

Who! stand? "behlind_;th‘e g.uuarar’i"tee?,,

‘u

/

&

Where must the produc,t.b'e‘t_ak'e_n
if defective? -
v

" . ) T~ <

14

Transparency Master 49
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— a@l’e.,. Patﬁere ” Words
-  Bewildered o

1. Review the meanings of the following Passwords you have studied in BAFFLED,

BOTHERED, BEWILDERED: ,

APR CéNTRACT o IN

. BAIT AND QWITCH CREDIT RE: nURSE
-BETTER BUSINESS, BUREAU DEMAND W PABLF
BUDGET DOWNPAYMENT RE.. SI4L _ITIES
COMPARISON SHOPPING T ECONOMY-” RIGHTS
COMBETITION - FREE ENTERPRISE SECURITY
CONSCIENTIOUS IMPULSE BUYING SERVICE p

CONSUMER INCOME ' g SUPPLY '

2. Write,the word from the list that matches each description:

BUDGET A plan for spending your money

CREDIT . Paying for the privilege ¢f using an item
before it is paid for

g, . N i

DOWN : payment: the part of the full pr1ce
paid at the time of purchase or de11very

DEMAND ) The amount purchasers are willing to buy
at a specified price

ﬁ!ﬁi“ o S Annual Percentage Rate

___SUPPLY - . The amount available for sale or gthe amount

sellers are.willing to sell at a specific price

SERVICE - ___ Work done or duty performed for another or
others

INTEREST - The amount paid for the use of borrowed money

INCOME ____ Money received on a regular basis

CONTRACT A legal agreement between two parties in which
one agrees to give something in return for re-
ceiving something else

~ CONSUMER A person who uses goods or services
AS
BBB __ Better Business Bureau (?
1 L
L oo

Q  Student Activity Sheet ¢2

[:Iz\v(: Basic Economic Skills

wll Toxt Provided by ERIC




[}

At

3." Locate the twelve words you have wri
Puzzle below. ) R -
Shade the areas you have circledgg -+
Yoyr circled and shaded wWords wi?glgspgTﬁw a definition for Baffled, Bothered,
and Bewildered. - :

s~

[

. . |
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XPXXXXXXPXXXXX@QXXXX XXXXPXXXXXXNXXXX XXXXXX@XXXXXXXPX

,'Q.

X0 XXxXXX XXXXEXXXXXXXEXXXXXX0XXXX XXXXXXEXXXXXXXAX
XN XX XX XX XXXXEXXXXXXXEXXXXXXMXX XX XXXXXXEXXXXXXXR X
' XS XXxXXXX XXXX XXXXXEXXXXXXY XXX X XXXXXXXXXXXXXEXXXXXXXTX
XIXXXXXX XXXXEXXXXXXXEXXXXXXXXXXXEXXXXRECOURSE XPXXXXXKXS X
XBXXxXXXX XXX X XXX XXXXRWPUTABLEXXXXXXEXXXXXXX0 X

XTXXWHEXXXXXXXXXXXXXLXXXXX XXX X XXX X XKXXXX XXX XKXX XXX XX XW XXX XXX XN X
CXLXXXXXXXXXXXXXXBATTANDSWITCHXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXS X
XIXXXXXXXXXXXXXXXKXXXXXXXKXXXXXXXXXXXKXXXXXXXXX XXX XXX XXX XXX XH X
XTXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXRIGHTEXXXXXXXXX XX XIBX X X X X X0 X
XTXXXXXXFREEENTERPRISEXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXP X
xgxxxxxxxxxxxxxxxxxxxxxxxxxxxxfxxxxxxxxxxxxxxxxxxxxxXXXXXxxxxpx
) XSECURITYXXXXXXXXXXXXXXXXXIMPULSEBUYINGXXXXXXXXXXXXXXXXXXXXXXT X
\ XXXXXXXXXXXXXXXXXXXXXXXEXXXXXXXXXXXXXX XX XXX X XXX XX XXX XXXXXXXXXN X
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Review
Time |

. * ) .. l//
, .
What's My Role?
TRUE FALSE
X 1. Consumers "vote" in the marketplace when fhey select
one brand from many that are offered for sale.
: e .
X 2. Competition is not é]]owed in a free enterprise

( system. ’

X 3. A free enterprise economic system offers the private

individual a wide range of choices in goods and

services. ,‘ é“‘ .

X 4, If there are moreiskateboards manufactured than there
are people who w1&h to buy them, we can say the supply
outweighs the de@ﬂnd

X 5. For the most part the consumer has no influence on
. what is produced in the United States.

ot

Discuss the following statement:

‘J’ The purpose.of an economy is to produce goods and services,
= ‘ large in quantity, high in quality, and reasonable in prtce
(1\4 ‘ for maxtimum 3at13fbctton in conswmner use.

O y This purpose is best met in a free enterprise system.

= \ANSWERS WILL VARY

Name 3 ways in which dgnsumers benefit from competition among
/A businesses. ANSWERS WILL VARY

‘ How might competition work to the disadvantage of consumers?
o \ | ANSWERS WILL VARY




to make : '

(I‘
‘| oo«
As a modern American consumer, there
are at least 5 basic questions to
answer about the puirchases you wish

WHY ? :
WHAT 7 ,
WHERE ?
WHEN ?
HOw 2

EFach of these questions needs to be
considered carefully when making
purchases. These points are
especially important when those
purchases are major ones.

Too many of today's consumers tend to buy on the spur of the moiici.. Viey pelijeve
all the salasman promises. They want something for as Tittle as possible. CONSCI-
ENTIOUS CONSUMERS answer all five of these questions before making purchases-

why? , i

The FIRST major question a consumer has to ask is WHY? -- Why do I -
want to purchase this item or that“item? Think about some of the items which
you Byrchased last week. WHY did you purchase them? -

% , ,

ITEMS PURCHASED REASONS PURCHASED
1. ’ - a. ' \
o b ‘
R ANSWERS WILL VARY
C.
LY

2. a.
4
b.
. (/‘ " )
\\ C.

Think .about the reasons you purchased these items. Were your reasons GOOD
ireasons? What is a good reason? Are there "bad reasons" for purchasing
"things? !

ANSWERS WILL VARY ¢ o

~



P Let's heip Carlos Tillis make a decision.
Carlos is a fine fellow who loves music. When
he lived at home with his®parents, Carlos spent
hours each evening ‘listening to music-while he
wrote poetry, or painted, or worked on his car.
Each day he would look forward to the ‘peaceful
evening when he could have his music and re-
laxation after a hard day at school. Now, :
Carlos is out of school and has just rehted his own apartmenteseveral miles from
his parents' home.. He does-not have a stereo and is thinking about buying one,

Help Car1os by suggesting:

GOOD REASONS FOR BUYING A STEREO REASONS FOR NOT BUYING A STEREO

!

ANSWERS WILL VARY

As you were helping Carlos, what .things did you think about which would
influence Carlos?

What influenced Carlos to want a stereo?
' S

FOUR major factors 1nf1uence‘gur decisions:

Knoy/ea'ge (What we have learned from others)

foerie”(;e (What we have leavned for ourselves)

- Vg/ae.f (What s tmpur tant LO us, the basis of our yvals)
- ,Eee/ing.s' (What emotional reactiﬂws we have)

»

Try your hand at identifying influences on your decisions. Redraw the
chart on the next page on g sheet of paper. Then, fil1l out the chart
using of of your recent decisions to purchase something (a tube of
toothpaste, a bike, a shirt, a record, etc. ).




'
.\

ANBWERS WILL' VARY
N

_ )
DECISION
INELUENCES 1. 3 4
Knowledge Experience * Values Feelings
/
/
P
CONSEQUENCES

Notice that your work with this chart only helps us understand why we make
decisions. to purchase things. It does not help us make wise purchases.
(Carlos still has to decide which brand and model of stereo to buy and

where and when to buy it!)

what P

Whether you are in the market for goods or services, the "What?"
question is not an easy one to answer. At first you might think this the
easiest of questions to answer. You decide you want something, so you buy it!

\

The question "what?", next becomes the more specific, "which one?". This\ is
especially true when the consumer faces the great number of almost-the-same
articles- from which to choose when he makes his purchase. This happens whether
the item is a toothbrush, a new pair of jeans, or a repairman to fix the family

V. R
HOPPING can begin long before you make the actual purchase. It can

COMPARISON §*o | .
(and should)™even begiq at-home. You can get valuable shopping information from:

* FRIENDS® ADVICE
* CONSUMER MAGAZINES (CONSUMERS' RESEARCH,YCONSUMER REPORTS, etc.)

i

o ADVERTISING



Match the item with the type of sale at which you

would be most likely to find it.
Place the correct letter from Column B in the

- blank by Column A.

Exercises
. /
G i, Iiregulars Sate A A stuffgd“raccbon
A 2. HWhite E]ehﬁanp Sale ' B. A‘winéer coat in ﬁay - \(y
E_ 3. seasonal Sale C. A'sheet with a slignt flaw |
B % ] | in the pattern
D ?. Garage Sale . D. A used p]ay-;;h . : s
B 5. End-of-Seafon‘Sa]e _ 7 VE. Fresh yine—fipened tomatoes -

frfefedrdSe

Because you are a conscientjous consumer’ in modern America
instead- of the consumer buying the wagan, you also have
considerations and choices to make -on how to buy your very
own Splendiferous Spring Thing at Honest | Harry s Hideout.

You need to consider not only how to .pay for your Splen-
diferous Spring Thing, but a1so haw to shop for it.

One of the b1gge$t éhreats to the wise consumer is 1m9u1se buying--buying on
the spur-of-the- moment with little or no thought given to need, usefulness,
or evep-cost. This "want it - buy it" habit can be very expensive and cause
regref later. To avoid being an impulse buyer:
' ~
Don't buy anything yoi don't have a use for. .
_Plan Ahead --know what vou need & how much you‘re willing
to spend for it.
,, Make a list of things needed & stick to it!

N ' ﬁ v
: ‘ | i p .

s
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l 4 ) ;j

' : %
Comgare ‘these items 1n credit. contracts before you sign:
Do”npyymenf How much cash can vou afford to pay? )
«  Slze of payments Are they all the'same?
i Is the final payment a "balloon payment"s
& larger than you can pay? -
00”"0!”0/) Are vou reauired to use your house, cars.
, : etc. as secrity for your foan?
2 : Ré‘paymanf What is the rule for early repayment?
In Advance . Are finance charges refunded? Are there Bénalties?
Missimg a payment Vvhat 1s the penalty if you are not able to make a
payment? i . -
[hgfbudf what if vou Jjust can't pay-—and vou have to default’
Can vou reclaym the items etc?
. > k\\\\_ u’ ‘
~ Insuragnce Are you reauired to carry credit insurance?

“.If so» can vou obtain your own?

'S o

a . .
The 5 questions consumers should answer about '

their purchases are: : v /
WHY? . - \
Exercises WAT?
g "~ WHERE? , = )
. WHEN? T ,
’ ROW? - R '
N B [ ]
TRUE FALSE ’ .
s . X 1. Comparison shopping can begin at home.
S —T !
X . . 2. Checking the size of cans and comparing the amount to
the .price per ounce is one way of comparison shopping.
X 3. When you realize you will need to buy or rep]ace
an item soon, you should begin checking ads for
sales on what you need. ' y
X, 4. In order to avoid losing out on a good. buy, you should
purchase ‘the first product you see that you really like.
. . CX 5. You can never pre-plan fOQ a sale, because you can
e will be. :

Vv never determine when a sa




‘2

X X - 6. If you find a good bargain,ibuy‘it;léven if you d9n‘t
o need it. You can always find a use.for it later. ~ .
X X 7. You shou%for credit as. carefully as you shop
: for the " itugm you_p§y.
e '
X 3 8. APR is one good way to compare the real cost of credit.
X" 9. sales & credit contracts are all basicaMy the sam

It is therefore unnecessary to read all the fipe print
or worry about lines which can be filled in later.

x‘ 10. Careful compariggn shopping_is- only necessary for
major purchases. ' p '
[
\ > D
» ( ' ; ’ & Y
Remember Carlos Tillis and Wis decision to buy a stereo?; He has set his GOAL:
to buy a stereo., But he stil} has to decide WHICH stereq. . There are many
models and brands: of stereos for him /t0 consider. He has limitéd money but
therethe three different $tereos at ‘three different stores for him to choos%{:

& . 4.

« Use the DECISION TREE tgq work out STEP FOUR for Ca;los,‘-Usefwhat you know . A
about stereos. What are the consequensfﬁf“for Carlos, of purchasing the expensive .,
v set? ,The cheap set? The mediug-priced’ set. .-
Discuss the reasons fo}‘ your\'ad'vice ‘to Carlos about which stergo he should tyayj“‘ ‘
: A 2 ) ‘ ‘ ' .t . s .
RECISION TREF ‘GoaLs
STEP ONE _ o - STERED. | :
"What do I want?" S ' . - L‘ C J
(A STEREO SET) ~ - LONSEQUEWCES
L, ' . S ' »

STEP‘fOUR
"What are the consgquences
of different alternatives’

L

A .
STEP THREE »
"What altermatives are ctnerel"
/\QJ/ (Let's say three alternatives:
one super cheap, orfe very expensive,
one medium priced) : N

“STEP TWO - '

The problem situation in which
. what to do is ngt pbvious. :
(LIMITED MONEY, BﬁT WANT A STEREOQ) i N

=

o 11
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# SIGN ON THE DOTTED . -
; LINE ¢

.

Match the type of high- -pressure se111ng techn1que w1th
' ‘the_appropriate statehent.
| ,Exercises 4 Place the 15tter from Column B 1n the b]ank by Column-A.
o - ' ~ Lo .
‘.’ N A ’ b oo B » Lot .
: C 'P1aying on your Sympathfg Y A. “There are oh]y three left--
a : ‘ > : thgy're selling like hotcakes!"
, v N (.
3 Playing on your vanity 'B.  "This car was especially designed
‘ ’ , for the wealthy man who can afford
® the best."
A Rushing you C. "If I sell-just one more subscription,

D  Sign on the dotted line

B Snob appeal

o 5o
AdvertLSLng aﬂbargazn, then trying to sell

a more expensive model: "Swre, that's the P
sale model®but it's nothing compared to

- this gne--let me show you!l'y _—

L

Some saZesmen will'try to talk you into
signing a contract to buy a service or mer-
chandise you aren't really sure you want.
Don't sigm anything unless you are syre- you
want i¢ and understand all the terms of the.
agr'eement (contygact) you're signing. NE'VE'I?
stgn -afything you don't fully underst

that has any blank areas to be "fLZZed in Zater "

o

\ R | ' .

I will win a scholarship,"

Q. "Just sign the contract and we'l]l
' work out the details later."

( E~ "Sir, you logk like Robert Redford
- in that.suit!"

There are also 1ots of Tittle tricks or gimmicks fhat are used to make the
consumer think he's getting a bargain. Don't be caught by :

#*  PHONY CONTESTS

'. " #_ EASY CREDIT

V) 120-

A

You "win a prize””¢but find there are
conditions you must meet before you can
collect it--such as buying another jtem

No credit check required, etc. : usually
means initial cost and credit charge are .

higher than usual y



/ L

S/

‘', % TRADING §TAMPS | ; Cost is passed on to the consumer. Items

may cost more. Premiums bought 1n stamps
, ‘may "cost" more.

. ..
' #* ° CON ARTISTS, ‘ Here today, gone tomorrd%--with your monemw,
S //’8 if tHey can get it. : '
/ Some roadside -s§ands or groups of "Heme!, (\‘ ™~
- Repair" gangs who sell merchandise -or ser:
T vices cheap ledve ‘town before you discover

- worthless, poor quality of items bought.
-  Goods may even prove stolén. '

b

BEST PROTECTION ASAINST SUCH PROBLEMS? .

S
».

Know what YOU reai]y need 6r*want

* Buy- only from established merchants - -
who are known and respected in, the ,
community. . r «

-> % pon't fall for the "sométhﬁﬁg!foﬁvnothihg"'1dea. ot S
‘ If in doubt about the reputation of the seller, check his &+
B reliability with agencies such as the Better Business Bureau.

S | Exercises’ L :

M . l .
Your resources are too important to spend carelessly and without planning.
See how cautious a consumer you are by completing the following exercises.

TRUE FALSE

X 1. One of thefbest ways to avoid be1ng:"taken is to buy
from reputab]e dealers.

X 2. Easy credit often means higher interest rates.

14

X 3. \If an ad says ”w1n a Pr1ze”, you can be sure it's - ‘

phony. ‘ ii '

VX . 4. Trading stamps cost money for the merchants who give
- them. . The cost is passed an to the customer.

¢ X . : 5. If a deal sounds toASgood to be true, it probably is.

~. - - *

o ‘ ‘ ’% @ \lllzj ' &
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1.

De 01510115, De cisi ons

X M
\yiew Your 'Dec1g1on5 DeCisions" Passwords section

\mpletQ nﬁq\fpll3?1n9 statements with the Correct *Password:
2 : _

: -
)

VTN

14

N N ‘Steodh R - |
/AN RS \//Eﬂgfflﬂﬁv//N\can begin at home .and includes -

ans‘vd hg the Wndt WhQre, Wherl and How questions about a purchase

-

R y | |
. _v_\g?\gEEi/,\\/,\\//\\v-,\\_//\ are work or duties performed by

s . . .
a Prg “sTond1 of gpe especially trained to do such a task.

-558&\{35i,/~\\ »\\/2\Iiffi,\\_/,‘ is spur—Of—the~mqmth or unplanned-

purcy 7109, K / ' -
--;5§/\;/\;,~\ ~E~ ,/~\£I/~\_,_i_,,.15 2 sales gimmick

in w, QN an tem Ty sdversiseq, but a more expensive one is

of faa /i 10 EnS, custgrer,

P s

-

J/ ¥ . :
3 - e !

i

List a / YiseysS act1‘?5 idnd infiuences ‘which may caufE the ‘modern
consqu/ ko make 1e53 ghan wise consumer decisions, y

Evaluay &Duh own 5hQDp1ng behayior. W1]T/f%u now be a more informed,
wiser vy bgh? =
N il

___fg/7\/ﬁ\/,\\v,ﬁ\v/ﬁ\\’¢~;\_15 the rate of interest for one year.‘

~

. N .
: . . . f . s
. ‘ - .

\\ - ) . » . ) \
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" ANSWERS WILL VARY =

y b}
¢ B ‘

3 Lt A [ SLRURIN
LY e . . T TR
N I .
* . 2 2%

o -
'WHAT OTHER THINGS WOULD YOU
" WANT YOUR PAYCHECK TO PAY. FOR?

9 ..

"ANSWERS WILL VARY




. HOW 15 Mary's problem a problem of SCARCITY?

© ¢ HOW $h051d Mary go1véﬁher prdb]em?‘, E ANSWERS WILL VAﬁY

Talk ‘about probiems you have faced which were similar to Mary'g‘probfem."’
How: did you solve your problems? o :

-
N 4

Every'pérson and all gﬁVéfHNEhtS'and nészns have a probtém of fscarcity !
- They need or want a lot, but only have so much real money to ghend. .~

Qur_quts. nd‘neéds must_be sqtisfied through our mental and physical efforts--
~individual¥y and collectively. -Fo reach our goals we must make choices. These
s choices require personal and group decisions. '

:'v. ()
. . o . \ / )
Most people (including governments and businesses) find that budgeting is one
L wzy to-deal with the problem of scarcity. Budgeting includes the following
steps: e _
' 1. Datermine bow mueh mensy there is to spend (Income)
o . 2. Estimaie ‘:@3'3{?@!138@8' S A

Eiged expensds (Necessities which must.be paid continually
Yo 7 such as shalter, utilities, etc.) e
Flenible 6xpewses (Items such as medical care; home repair,.
w0 . appliances, car, etc.) "
“exiras” - - vasations, luwey ilems -

3, Plan for savings
s ¢. Rosord actual speading ,
3, - Compare estimates ot vour @ctud] spending
‘When you have estimated all costs, compare the amount earned with the -amount

spent. Analyze your spending habits and determine areas in which you can cut
costs. . )

al

B 1z




Review
Time

Do I Need a Budget?
\\& | . i - | K , - )

. ) - - o ‘ \
List the 4 basic steps in budgeting: i R | :

", START IT

; - : o .
WRITE IT . : L .

1.-

2.

3, -TRY IT. ’ : F )
4. .KEER IT ORERE\/ISE IT

7/

o

A BUDGET IS OF NO VALUE IF YOU HAVE ALL THE MONEY YOU NEED.

PERSONS WITH THE SAME INCOME HAVE THE SAMESBUDGETS.

'

FIXED EXPENSES INCLYDE APPLIANCESv_ENTERTAINMENti;AND GASOLINE.

N

" A1l of the above statements about budgeting are FALSE. )
See if you can think of the reasons they are false.

. i, !
- o _ ANSWERS WILL VARY

Explore your feelings about money:

How would you feel if you had plenty of money?

Could lack of money affect a person's attitude ~
‘toward life? - .

what factors might influence the way people- - T
spend money? ‘ 0

~ ‘ ANSWERS WILL VARY

10~ 2

~J . ‘ \ . : N

[ N
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6. USE CONSUMER "ACTION LINE" :

v v Many radio and TV stations proVide this'serviQé
. ‘ ~ Information and follow-through is provided.

¢

n 1

Mqryl a friend of Carlos Tillis, alsn has a consumer problem. . Mary has had .
trouble with the United States Postal Seryice. Many times packages arrive.
damaged. Many times her mail is put into her neighbor's box, three blocks

. down ‘the street. And recently, she was confronted by a rude postal worker
as she was trying to mail a letter to Japan. Mary is <irritated by all -of
this and wants to takKe "consumer action." What can she do at each LEVEL
of CONSUMER ACTION? Try to help Mary by thinking out Toud (Brainstorming)
and sharing ideas with your class. " : :

INTERPERSONAL LEVEL -- Example: call the local postmaster
1 S - =
] 2. ANSWERS WILL VARY
3.
INTERGI?O(/P‘ LEVEL -- Example: write letters to national
. e consumer groups about the

quality of the U.S. Postal

‘ ‘ _ - Service

L
' 2. ANSWERS WILL VARY '
~ ‘ . ‘3-
- SOCIAL SYSTEM LEVEL Example: contact her congressperson
’ : , to initiate new laws and
rules about the operation
of the U.S. Postal Service
1. |
2. . iANSWERS WILL VARY
e 3. '

'SUMMARY: What is Mary's Responsibility as a postal service consumer?

What are Mary's Rights as a customer of the U.S. Postal Service?

Think about the three best kinds of Recourse which Mary might take to
: resolve her consumer problems. ' :
‘ Why are your choices the best?

" ANSWERS WILL VARY
m 1.0




The 3 R’s

Label each of the following consumer problems. .

Tell which of the types of failure each represents: DELIVERY ‘ . x>
o - PERFORMANCE ' /.
i R COMMUNICATION
. — . . "FRAUD . « -
7 g B . . - - MV - Al ,
1. COMMUNICATION The consumer understopd his new washer would

be delivered and ins®alled. = .
The seller expected the buyer to make these

. . ' arrangements. .- _ . ' : _, ‘
é, FRAUD . | The seller claims .the. tdy is ‘safe- a]thoubh"
RN R - i - he Has evidence in the form of ¢onsumer
' B o : ; comp1a1nts that 1t is not. safe '
3. 'PEBFORMANCE7_ : AN mode]s for a’ certa1n year must be recalled ~ ‘
e . by. the. manufacturer because they have been %9
T el . '.-;'-"found &nsafe WA e -J.,_,, ‘
o ’\-""'*‘ RO S Y T
*7‘4&,;n DELPVERVf ;“;,.. :_} 'Ajprqduct 1sﬂdel1vered buﬁ wﬁthout a]] the

W
’r& ,1" L oL, e v

uvtzonsygrdered : v

7 : B :
et T . : '
b i ,1. -
H . *

, above &h1ch wou]d %e complaints to
: féty,ﬁomm1ss1on 2 .

- 5 g vh"' X
5. Write the numbers of thé t’”

be forwarded .to the Consum e
.J . ' "4 '.-. P !

»i

Discuss the consumer's rights, responsibilities, and recourse as a

Q’) Choose a product comon]y purchased b°y the modern consumer.
Yl
A consumer of .that product.

ANSWERS WILL VARY

Is it true that today's consumer is often top' concerned with his . .
rights and often forgets his consumer responsibilities? '
. ANSWERS WILL VARY ‘
1 ‘{)"‘7 . . L ‘ .
~ g

y'nv
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CLASSROO ACHERS ARE AUTHORIZEIS TO

"REPRODUYCE THIS ORIGINAL £9PY FOR USE .
IN THEIR CLASSROOMS. ’
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WELCOME to thls pAL* a
a v-‘ff 'consumer resource - booklet. The. two

'charactezs shown on this page are
. .'.‘ . oL

¢ .
the. Hazzards -— Ms.. Happ and app

_ Hazzard. Yoﬁ w111 find them 1n many
¢ . @
of the 111ustrat10ns used througgput

. this bookiet ”} L ' | : o !

) ' A 'Important information is divided into chapters or
sectlons Each sectlog begins with a t1t1é‘pag‘ and
11ncludes ) A

o ¥
. ‘ - 'PASSWORDS whlchglythe

speclal meanlngs for the wo¥ds used | .
_in that sectfon. =

RS ' . - - : 7

REVIEW TIME - exercises to j

L Y74

A . . determine what you have learned.

. ' § )
I - & \

Have fun, study hard, and become a
, . .
', conscientious consumer.

-~

)
*paL Packaged Activities for Learning

8 \
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Users of the consumer gkills presented in this resourae
booklet come in both genders, female and male. . -~
The text and dialogues gometimes say "he, " sometzmes
"ghe," sometimes "you," sometimes "the -person." :
PZease feel free to substitute the feminine for the
mascul'me pronoun, and vice- versa, any t'Lme it i8
appropmate ‘to your situation. ‘




@ HAVE YOU EVER WONDERED:, . - -

- What ismy role as a consymer (#

‘in ‘America’s s
Free Enterprise System? . |

What decisions do I need to make before -
“purchasing an item or a service ?
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What are ms)( consumer rnghts, responmblhtnes;

' and avenues of receurse? N L
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.~ What’'s My Role? '
BARTER * - © To give ‘goods or services in'return fon othér goods
o on services; to trade ., -7 ’
: . - ’ ) -' i | » : d ., ) C \' a e
-+, COMMAND  An economic systgm in which pnoductéon/aeu:éiom ae -
. ECONOMY - ' Wade by a rulen o1 a small group of nulerssc ;
. . LT . i T, N oo J
COMPETITION _ Businéss rivalry; competing for customers 'on“mankw IR
- CONSUMER " - "~ A person who-uses. goods on servéces to satidfy his own -
S . needs nather than to resell on produce othen goods with T
» them . " . ' . e g . . .
! . . ‘ . . r ’ ‘-.' . ""‘, ’ ’ V’r ’ F’ . - h "
_DEMAND"' . 4 _The quantity of goods on services puwrchasens ane willing R
, \ : - ' " and able to buyxgvt a specifdic piice at a given time ’
) - .
: " * . ' ) '.n = -
- ECONOMY A system of producing, distributing and consuming wealth; o
ginancial Aystem :
\
4 : : .
‘ : :;J A v : Y
FREE ENTERPRISE An economic system in which private industry and business

L8 free to operate competitively with a mindrum 0§ govern-
ment regulation W E

MARKET - . To offer for sale; parchasens

"ECONOMY

goods and servicew at the highest price consumers will pay

MARKET - / An economic aystem in which producers try to. seld their
»

-

. -
ot . .o . .
B U VAR VPN t N S : : AN




PROFITS | The money remaining after abl costs af- producing goods
. and operating a .business have been deducted

SERVICE - Work done on duty perfonmed §or anothen on othenrs, such
' ~ , ‘as-professional service, repair service

~ SUPPLY _ The quantity of goods: on services sellens are willing
To sell at a_specific price at a given. time
\ ) . . ‘,

~

TRADITIONAL An economic ‘A.yAtem in which most production decisions anre
ECONOMY . made folfowing the customs qé_ancutou' B

| Ready to Move On ? | N
® - Do You Know the Passwords ?




American Consumerism

THE AMERICAN MARKET PLACE IS AN ECONOMIC JUNGLE. ™

AS IN ALL JUNGLES, YBU CAN EASILY BE DESTROYED IF YOu

DON'T KNOW THE RULES OF SURVIVAL. YOU CAN EASILY FALE

INTO DANGEROUS TRAPS FROM WHICH YOU CANNOT ESCAPE UN-
HARMED IF YOU AREN'T ALERT AND DO NOT KNOW HOW TO AvVOID
THEM. BUT YOU ALSO CAN COME THROUGH IN FINE SHAPE AND

YOU CAN EVEN FLOURISH IN THE JUNGLE--IF YOU LEARN THE
RULES, ADAPT THEM FOR YOUR OwN USE, AND HEED THEM. 22

s

Being a consumer involves more than walking into a store and buying
something.

It's knowing what you want and need. ? *

It's budgeting your money so you'll have the cash for both your
needs and wants, v '

It's being aware--of goods and services available to you, of how
to utilize banking services, of how and when to use credit and insurance,
and how to‘undersgand taxes. _ .

It's knowing you have the right to refuse to buy in stores which
do not offer good service. . '

It's refusing to be impressed by a big name unless that name is
backed up with good service or products.

. Most of all, smart consumerism is knowing that YOU have the right to
cast your economic vote in the marketplace: .You have the right to choose -
one brand over anothgr and one store over another.  The smant consumer is

- all-powerful. A1l that is necessary is for you to BE INFORMED.




; As consumer-producer-citizen, YOU are an important
/- force and .play an'important role in the U.S. economy .
You play a.role today. ‘You will play a role all your
]‘i fé. - ~ N
“ OQur country's economy or financial system is called
the FREE ENTERPRISE system. ' In very simple terms,
this means that private individuals are free to offer

their products or_ services for sale in competition with other i
individuals who are marketing similar products or services. Thus, sellers
compete for the buyers' dollars. '

The consumer's role is to compare and judge the quality of the goods &
services offered, and to choose those which best meet his needs. The
consumer is therefore a voter in the marketplace. In the free enterprise
system he casts his vote when he chooses product A over products B & C.

: . : X

The consumer's reward is the merchandise or service purchased. The
seller's reward is the profit made on the sale. The profit becomes

an incentive to produce more goods. '

Free enterprise is based on the thcory that private sellers who offer poor
quality or over-pricedmerchandise or services will be forged out of the
market because the consumer will not buy his products.

‘)

v - . 9 1u




-

DECIDING WHAT T0 PRODUCE -
- .
WHO WILL GET WHAT IS. PRODUCED

- &
If we could look at the economic systems in all the nations on Earth,
we would be able to see three types: ’ :

TRADITIONAL  In a traditional econgmy--like an Indian village
ECONOMY or an Eskimo region--people have to deal with
questions about what to produce (food, “spears,
shoes, etc.) and who should get what.
~ Decisions are based upon the customs of ancestors,
so the king or ruling group may get the first
three fish from each catch.

COMMAND In a command economy--like communist nations--
ECONOMY people have to make the same decisions, but the
’ ruling group makes the decisions about what should
be produced and who should get it, '
The ruling.group degides for the whole country--
in terms of what they think:is best for themselves
or best for everyone.

MARKET In a market economy--like the United States--
ECONOMY the same decisions must be made about what to pro-

duce agd who should get it. g

Decisions about production (how many shoes, houses,
spears, and balloons, etc.) are made according to
who is willing to buy them and at what price.
Decisions about who gets the products dre made by
the money the consumers have .and the price.

The market system is of course the most complicated. A market is an oppor-
tunity for exchange based ¢n chqice--whether or not to exchange and whether the
goods offered mget persona needs. The market system offers both freedom and
complications. '

The United States has a mixed economy which is closest to the Market Economy
type. Most of what is produced is prodzced by private companies competing in the
marketplace for consumers' dollars and desires. Of course, some goods and services
(Army, Air Force, Postal Service, etc.) are produced by government and people pay .
taxes (outside of the marketplace) for them. Government also controls some pro-
duction for the good of all. Your electyic utility and telephone are examples.
Private companies provide the service. Eut, since it would be top costly to have
eight phone companies in your area, there is only one and its prices are controlled
by the government.

10 : ,




. The market system is the core of our economy. Other economies (such as
: socialist & communist) control or limit quantities & prices-of.goods through
government pjanning agencies. :

" In government-controlled economies, only those products which the state
feels are "right" for its people are available--the consumer does not have
the right to decide for himself which product or service best meets his.

~needs. In the U.S. market econdmy, prices of goods & services are Targely

" determined by ‘the free interaction of buyers and sellers.

The free enterprise system is, of course, a complex economic system with
many factors and considerations involved. We are all aware that sometimes
even this system has problems. Sometimes we have difficulty in deciding
which purchase can give us the best value for our dollar.

" Our free enterprise system, in its simplest forf, might look ]ike this:

- Free Enterprise

4

4

SELLER MANUFACTURES
PRODUCTS OR OFFERS

CUSTOMER COMPARES PRODUCTS .
SERVICE

CHOOSES PRODUCT BASED ON
HIS NEEDS & DESIRES AS A

e

CONSUMER

L 41
7 . ADDITIONAL PROFITS
- Co . USED TO EXPAND -
PROFTTS FROM SALE BUSINESSs IMPROVE
‘ USED TO BUY MATERIALS -, PROPUCT

FOR NEW PRODUCTS. &
FOR" SUPPORT QF SELLER

y & HIS EMPLOYEES.
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, In addition to our role as
consuner/voters in the free enterprise
system, $e play a role in our money
economy.

When civilizatjon began, there were no stores to buy from and no money to:
buy with. Each individual spent most of his time struggling to find enough
food and shelter just to stay alive. _ &

As men became more c¢ivilized and able to specialize in one job field, they
began to exchange items they had for other items they needed. For examp]e,
a cobbler might exchange a padir of shoes for flour from the miller. This
system of exchange of goods s called bartering.

Later, as civilizations grew mhre complex; man saw the need for a more con-
venient way to exchange goods. had become too difficult to exchange
items such as cows for other items‘\such as shoes. So,, money was born.

Money could be anything of value, aps hing that was rare and difficult to
get. Gold and silver, because of fheir rarity, were minted into coins of
spélific weights and sizesyhich represented specific amounts of wealth.
Eventually, even this methdd became impractical. ,Think, for instance, of
carrying around enough gold coins to buy a car!

»

Paper money wys printed by various governments to represent a specific
amount of gold or silver stored away to "back" the value of the paper.
The real value of paper money is, of course, the amount of goods or ser--
vices it can purchase.

§0ur money economy has developed as civilization has developed. Today the
" consumer uses his amoney, in whatever form, to purchase goods and services
in the marketplace® The consumer uses money as a medium of exchange to
exchange his skidls for ¢he necessities and luxuries he feels are necessary
for his lifestyle. ; )
i o




The American consumer's continual
purchasing of d¥qods and services S
keeps Phe American economy growing.

As the consumer demands new goods and services, business must produce
or supply products to méet these demands.
In this way the public's needs and tastes dictate what is produced “in
our country, :
Prices and quantities (amounts) are determiped by the market,
The market is.the buyers and sellers. '
The buyers look over goods and. serviges that are available and decide
‘how to 'spend their incomes. e
The sellers watch how buyers spend ftheir money and plan to supply what is
in demand. The seller also offers new products to tempt the consumer.

™\ . -
Supply and demand are two of the factors which determine the price of an item
offered for sale. Supply refers to the amount businessmen are willing and able
to produce and sell. Demand is the amount users would like to buy. Demand is
not just desire, however. It is desire backed by purchasing power. The child
with his nose pressed against the glass of a candy counter ar the teen looking
longingly at the latest sportscar are probably not considered as examples of
demand. The desire is there, but not the dollars.

1

" The law of demand states that people will want more of a- product if that
product's price dech‘nes."‘,l ' :

The consumer needs to be certain that his demands are heard and clearly
understood so that the product offered is really what is wanted: ‘ﬁﬁah

\

.




Supply and bemand'

¥NO, NO, T WANT SOMETHING
MCRE DURABIE

CONSUMER. EXPRESSES HIS .

NAVE TysT TWE
THING R ya‘ulm .

N\

<%

BUSINESS LISTENE TO
DEMANDS

7

BUSINESS ATTEMPTS TO BUPPLY PROBUCT BASED
ON BUYERZ DEMANDS.

14 P
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When the supply exceeds the demand, the sellers may lower prices to stimulate
sales. : S .
When 'the demand exceeds the supply, the buyers bid up the prices as they com-
pete to buy goods. ’

The level of demand is determined by:
) desire (inclination to want an item)
price
income
prices of other goods .
expectations for- the future
sjze of the population
It is only in a free enterprise economic ‘system such as in the United States
that a supply and demand system can operate.
%

A N

? -

As AN AMERICAN CONSUMER YOU LIVE IN AN ECONOMIC SYSTEM WHICH MAY BE CLASSIFIED
AS ~

FREE ENTERPRISE

MONEY ECONOMY % ' o
SUPPLY & OEMAND : -

/
-,

\ Y
YOU' PLAY AN IMPORTANT ROLE IN THE WAY YOU DECIDE TO SPEND WOUR MONEY.

QWHAT YOU sAY IS IMPORTANT.




TRUE  FALSE

Review
~ ’Time

x

7

Consumers "vote" in the marR¥tplace when they select
one brand from many that are offered for sale.

Competition is not allowed in a free enterprise

system.

A free enterprise economic system offers the private .
individual a wide range of choices in goods and

services. ' . : A,

If there are moré&r s teboérdé manufactured than there
are people who wish to .buy them, we can say -the supply
outweighs the demand :

For the most part, the consumer has ho influence on
what is produced in the United States.

-

S

Discuss the following statement:

N . L R L L.
Name 3 ways <in which consumers benefit from competition among
businesses. :

’

The purpose of an economy 18 to produce goods and services,
large in quantity, high in quality, and reusonable in price
maximums satis faction in congumer use.

This purpose is best met in a-free enterprise system.

i
v

)

' : »
How might competifion work to the’disadvantage of consumers?

16 11
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APR N Annual Ezﬁcenlage Rate

' The nate of interest-fon one year; the neal cost of
credit ‘
BAIT & SWITCH A method used by a seller to Lure customerns with -
- an advertised item and then thy to sell a similan,
_ but mone costly, item ¢
BALLOON PAYMENT An inflated §inal payment in a creilit contract;
often twice the size 0§ other. payments
BETTER A non-profit business onganization which provides
BUSINESS {nformation concerning companies selling goods and
BUREAU ) servdces, and offens a free-of-charge procedure
e fon processing consumer complaints >
COMPARISON Shopping fon the best value by comparing quality
SHOPPING and cost
CON ARTIST Congddence man; une who attempts to cheat anothen
through thickeny
CONSCIENTIOUS Carnegul
CONTRAGT A &egal agreement between two parties in which one
/ agrees to give something Ln return for recelving r
something elae
CREDIT Paying fon the privilege of wsing an (tem befdnre
Lt (8 pald fon '
DEFAUET‘ B Fallure to pay when due _ A '
DOWNPAYMENT A part of the §ull price paid at the time of
purchase on delivery with the balance to be
pasd Laten
~ b
1z,
Ll
18




IMPULSE BUYING

" INTEREST

INVENTORY
IRREGULARS ,,
SEASONAL

SECURITY
SNOB-APPEAL

SYMPATHY

TRADING
STAMPS

VANITY

WHITE

ELEPHANT

Buying without prion planning; Aspur-of~the-moment .
purchasing - o -

The amount paid 5dn the use of bornowed mOneg_

Listir¥ of C‘la~g_‘0,0dA and merchandise within a stone

Items tha% have some Lype of Amperfection

OQQuGLng only during a particular time of the.yea& -
Some;th,c'ng gdiven as a pledge of ne;oaymeﬁt —
Appéa&éng to one’s desine %o appear to be /LLQIhQ/L, .
mone -sucdessful, ete., than othe, ' :
Compassion, pity | J

Stamps given by menchants at the time oé‘punchaAe;
Alamps may be nredeemed Later fon gifis

Being excessively proud of oneseld on one's
possessions )

An item which 48 no Longen of value to the ownen
' :

Ready to Move On ?

Do You Knczﬁw the Passwords ?

/

A&) ;’Q' . "\ :;k ) )
19 149 - ; TN
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v llj‘\,

T &/’A
tD eCfS’WOHS, Decisiansl

Every consumer is a consumer in every part of
his 1ife. Each is a consumer of food,,c1oth1ng, appliances,
homes, gasoline, med1ca1 services, repair serv1ces, etc. The
Tist is endless. t . :

Many years ago buying things was fairly easy for the consumer. He knew what he
needed, perhaps a new wadgon, and went out to buy it o¢ the materials to make it.

~
\Y
A
"

s

S Uhes o .o Lwu sloures selling waygons, the conSumer WoulJd vislt eauh peden
the wagous and. check the quality by looking at them very carefully. Tnen he
would buy the one that.seemed to give the most quality for the least amount of
money. If the consumer d1dn t have enough money to buy the wagon, he went home

and waited for the new wagon until he had saved enough money .

fhings are a, ]1tt]e different for today's consumer. Cars have taken the place
OF wagons. Instead of .two stores sell#ng wagons, there are many car dealerships

selliny many different types of cars. [jstead of looking at a“prodULt to deter-
mine its value, most cod‘!mers do not hate the necessary backg¥Bund to determine

if the engine is well-built or not. Inptead of paying cash or doing without,
the consumer has the choice of using credit; buying now and paying later.

Obviously, today's consumer has a much harder task decldlng what to buy and how
much to pay for it. :

20



. As a modern- American consumer there

are at least 5 basic. quést1ons to
~answer about the purchases you wish -

~to make:. T
© O WHY ?o. - T
‘ WHAT . 7 c
. © * WHERE 7
R O WHEN 7 .
o How "7

.'Each of these- quest1ons needs to be
“considered carefu]]y when making

L ‘purchases. -~ These points are co
j_'espec1a11y 1mportant when ghose ) L o
purchases are maJor ones. = . : - ‘;._

the salesman promises. They want something for as little as possible. CONSCI-

T many of today's consumers tend to buy on the spur of the mément. They “believe
\\:ggirous CONSUMERS answer all five of these questlons before mak1ng purchases

Kl .

o - WJWP

.

: , The FIRST maJor quest1on a consumer has to: asknﬁs WHY7 - ﬁhy do I
'want‘&a purchiase this item or that item? - Think"about some of the items which .
you purchased»%ast‘yeek WHY d1d you purchase them? . y.

< IEms Pakomsfp T " REASONS kacmsfp

- .
. . A\B
@ . L : .
. e gt oo . .
, ‘ . .

= 4«";&} \

5 -
- Think about the reas' S you pUrchased these items. Were -your reasonslé%OD

reasons? What is a good reason? Are there "bad reasons” for purchasing ¢
things? =~

. . S Q J .
o T 4
o Sy . .
W . * N N
’ a 8- ’ ' . . N
. 0 . $ o .
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e
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Let's help Carlos Ti1lis make a decision.
Carlos 1s a fine fellow,who Toves music.. When
~he 1ived at home withhis parents, Carlos spent

hours each evening listening to music while he
- wrote poetry, or painted, or worked on his car.

+ % FEach day he would look forward to the peaceful
, evening when he could have his music and re-

- laxation after a hard day at school.. Now, = . K Lo
- Carlos” is out of school and has just rented his-own apartment several fiiles from - .
~his parents' home.: He does not ‘have a stereo and is thinking. about’ buying one.

Help Carlos by suggesting: : ' ’

GOOD REASONS FOR BUYING A STEREO - 'REASO&S,. For fioT BUYING A" STEREO
-

e

As you were helping Cér]os;‘WHht things did you think abouf_which would
influence Carlos?. : L . o
What influenced Carlos to want a stereo?

FOUR major factors influence our decisions: P

’Kﬂoﬂ/edge (Whét we have learned from others)-
”'Exparienae (What we have learned for ourselves) ‘ )
Values (What is important to us; the basis of our goals)

Feall'ng.s' (What émotional reactions we have)

Try your hand at identifying influencés on your decisions. Redraw the,
chart on the next page on a sheet of paper. Then, fill out the chart
using of| of your recént decisions to purchase something (a tube of
toothpaste, a-bike, a shirt, a record, etc.). .

29




decisions to purchase things.

. iy 4
. oecisioN . : \ - °
- INFLUENCES - 2 3, 4
o ) o :
' Knowledge Experience “Values - * Feelings’
- -f/r .
A E _
5 azumasaofoE;; 4 ,/J
‘ IR J
_ & . R
s T S |
" Notice that your work with this chart only helps us understand why.we make
.' It does not help us make wise purcs.

-

question js not an easy one to answer.
@asiest of guestions
< v

~

The question "what?", next becomes the more spe

(Carlos still has to decide whi
where and when -to buy it!) '

what P

. 4
Whether you are in the market for goods or selwfces,
-At.first you might think this the -

0 answer. You decidé you want something, so you buy it!

L

k4

q<i_'

cific, "which one?".

ch brand -and model of stereo to.-buy "ahd

. &
"..Q ‘
-
the "What?"

This 1is

especially true when the consumer faces the great number of almost-the~same

articles from which to choose when he makes. hjs purchase.

the item is
V. -

" COMPARISON SHOPPING  can be

This happens whether

a .toothbrush, a new pair of jeans, or a repairman to fix the family

(and should)

* FRTENDS' ADVICE

gin 1dng before you make the .actual purchase.
even begin at home. You can Qwt valuable shopping information from:

It can

* CONSUMER MAGAZINES (CONSUMERS' RESEARCH, CONSUMER REPORTS, cte. ]

v

* ADVERTISING -

.

ek
<

‘|



. \ . . . . P . ’_ i {-’ ‘1 ... c- ‘
, L suoppmc GUIDES IN YOUR LOCAL LIBRARV o o

. LOCAL CONSUMER & c1vic ORGANIZATIONS .
A e BETTER BUSINESS BURE us - I d

- o “RADIO, T V., NEWSPAPE | -
* LABELS, HANG- TAGs;

§ MAGAZINES
" RRANTIES, ete. g

Be especially careful when shopp1ng for SERVICES' Be careful to dea1 only with

) reliable and reputable individuals and bu sinesses A]ways check references and
- get cost estimates f1rst . ?

IR -

~

4

ontinue your) compar1se§hshopp1ng when youﬂreach the stores It can save‘money
even on sma pare sizes .and cost--small cans vs. large cans, store
brands vs: name brands,’etc Bargalin buying is an art. ,Ip determining what a .
bargam 1s, Tt“ 1mportant to consider quality as weH as. price.
, /: .

=Y

W!Zm@ p

w ~ . "When you have decided which prodﬂctvto purchase, shopping
,contInues in dec:ding where to buy. Department store%*_yar1ety stores, dis-
count stores and many specialty-shops may carry the exact model of the exact
product you want. Although considerations: Nary according f what you are

I

buying, basic general questions to cons1der would include: ! ITEM COST, SERVICES
OFFERED and STORE POLICIES / , \) o

)




Consider cost d1fferences when . there is a notigeable difference such as
special sales, etc. A small savings is not so 1mportant when you may have Sy
to drive a great distance JUSt to buy one’ 1tem .

R - ~

3‘ Serviccs Of-fered
* Store Pohcics v

4

Cons;der the serv1ces offered by the store such as free de11very, rep]acement
"and warranty service which -are also-store policies and vary from store to store.
These services and po]1c1es are eSpec1a11y important when the purchase is a
maJor one. .

e

Shou]d you dec1de to make your purchases by shopping by mail, remember the
following ru]es

L ." ) Order at Zeast 3 to 4 weeks before the item is needed.

‘Be emplzcit in your instructions

Use onlu ma7Z order houses familiar to you 4
Doﬁft rely soZéZy on ?tem pictumes , ‘ ;{
Cheek condiﬁ?ons of sale and/or guarantees //

. . Pay by check or money order——neue? cash | |
.Remember to eanséder shipping costs in totéi price/




when p

Prices often. depend on WHEN you purchase. e N

Once you have decided to purchase a Splendiferous Spring Thing ateHonest Harry's
Hideougﬂ you can still probably make a better buy if you consider when to buy.
I One of the best ways to save money is to shop sales. 1f you know that you will.
be, needing an item, you should begin to keep an eye on advertisements of sales
on that item before you,have to have the item. : ’

For example, if your TV is beginning to."die," and it is old enough for you to -
begin thinking of a replacement, start looking for sales. Almost all items are
sale-priced eventually.. The wise shopper tries: to plan his buying habits accord-

ingly. : . :

Many items reg arly go on sale. For example, Tinens such as sheets & towels
are sold on sale during "white sales" usually in mid-summer and mid-winter:
If you're running low on these jtes, try to hold off purchasing until-the next

sale; or, better yet, pre-plan and buy extras before you're in need.
_ =

‘3L

v .. A Super.Sale Shopper will.recognize at least ejght basic types of sales.
-Recognizing these sa1es as possible sources of real bargains is important.
ﬁ\7 Kngwing what to Took for at each of these sales and buying only those items
4 which meet real needs are the important things to remember. Half price ‘
and 1¢ sales may offer real bargains, but a Super Sale Shopper buys only ‘
such bargains when he really needs them. .

,7’ . - r

4
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’ H . N
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® Bo on thelookout for such sales as:

N ‘ -

I

1, PRE-,I”VENIORY ‘ Sale held to clear out.as much
K merchandise as posgjb]e'&o make
' 1nventory eas1er ;

v ,(,2; SEASO/VA[ S Items are" spec1a11_y pr1ced because

of” abundance; for example, vegetables

in summer--a good time to buy and freeze
or can foods  to combat higher costs in
winter | '

3. SPEG//“ Special .occasion sales such as a store

> o anniversary or.a holiday

, 4." END - OF-; SEASGN "Leftovers" from a prev1ous’ season- are

sale-priced to make room for new merchan-

. dise--a good time to stock up on needs
for next year if items are basic items
which will be needed nex} year

' fﬁﬁ75F29?13£17 >§5 ‘ Sale designed for those who shop a par-
(,'USTOMER ticular store regularly; gives steady

customers a chance to buy before sale

_is announced to general public. Announce-
ments of sale are usually mailed to custom-
ers who have charge accounts or have pur-
chased merchandide\regularly.

6. /RREG(I[/IRS' l hese are items which would sell for more

if perfect; many times the flaws are small
SECONDS and make little difference in the appear-

’ DAMAGED GOODS ance or quality of the merchandise._ Buty

be careful.. Inspect gcods thoroughly befcre
buying. ’

7 WHITE flEPHANT USuaHy this is hard-to-sell merchandise

that others have pass d over, but “take a
Jyk. You may find just what you've been

T

_)
-
.l

oking for.
- 8. GARAGE, MRD, Sales of this kind are\e]d by private
. . . citizens who want to clear out unused. items.
CARPORT Goods are often used, but cheap.

"

." Think of the kinds of items or merchandis& available at eac type of sale.
Different types of sales offer different types of bargains for the.Super Sgle

Shopper. Qee how well 1nformed you¥would be by comp]et1ng the following exercisg.

O e

N ‘ 3 e \ K
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' " Match ‘the 1te& with the type of sa]e at wh1ch you
whu]d be most 1ikely to find it. o
. Pla€e the ‘gorrect Tetter from Column B in the
blank by. Co]umn A.

. \
v : " ' .
a

Irregu]arsJ?a]e - A. A stuffed raccoon 5
: ’ ' ) =
‘" White ElepHant Sale - B. A winter coat in May -
/- ' '
‘Seasonal Sale C. A Sheet with a s]\ght f1aw
' <. in the pattern
:Garaqe Sale o D. A used play pen_ ) _
.' End-of-Season Sale E. Ffi sh vine-ripened tomatbes | ig

CAfedete et -

. Because you are a consc1ent1ous consumer in modern Amer1ca
instead of the consumer buying the wagon, you also have'

. considerations and chofces to make on -how to buy your very
own Splendiferous Spring Thing at Honest Harry s Hideout.

You need to consider not only how to pay for your Sp]en-'
N diferous Spring Thing, but also how to shop for it.

One of the biggest threats to the w1se consumer is 1mpu1se buying--buying on -
the spur-of-the- moment with/little or no ‘thought given to néed, usefulness,
or even cost. This "want it - buy it" habit can be very expens1ve and cause

. regret later. To avoid beiny_an impulse buyer:

Don't buy anything you don't have a use for. 2
Plan Ahead --Kknow what you need & how much you ‘re willing

to spend for 1&. <
Make a list of things needed & stick to it!

A9
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No matter what you're ]ookmg for, keep in
mind a few rules and you'll find that you
- are-much more satisfied with your final

g purchases .
“ | ) .' } ’ (*-A oo '
. ’ ' ) "_. ’ ‘ ‘ Aj
1. NEEDIT " No matter how cheap» it's worthless if vou can't
... R INSPECT : . Check the purchase carefully for any flaws or -
' _ I ) defective parts before buying. Many sale items
cannot be returoed. .
_ » . -Buy eood quahty (except for fads).
PLIEPK 'vmways try or‘gclothme if possible.
3. CHECK SIZES If it doesn't fit» forget it unless vou are abﬁe
¢ ) s to alter it easily. .

4. 00”S[DER 00_‘0@3 If buyms! the item means vou are going to- have to

buy all new accessories or paint a room to accomo=
. o c - ‘ . date an unusual colory forget it.

5, COMPARE ~ Just because the sign says "50%.0FF"s vou can't

“be’sure vou're getting a bargain unless vo
compared the item with other 51m1|ar items and
: . ~ .. know it's a good deal. § . v
< .) A ‘Make a rule not to spend Bver $5 (or perhaps $10)
’ g Ie w1thout checkme the product or serV1ceesomeuhere

6. PURCHASE / - Buy only from a reputable ‘firm. Be informed

. concerning all details of purchase. Exchange,
return, credit’and service policies are important.

D ' BUTIT(UASA? GAINH, " 7
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CREDIT ' CREDIT - CREDIT

=\

: When consider1ng the "How" quest1on, the key to buy1ng for most consymers
4s: How do I pay for it?

Today credit is ava11ab1e to almost anyone--and sometimes too ava11ab1e
"Your cred1t is good (unfortunately)" is an all-too-true evaluation.

The~modern consumer now has a choice of whether to pay cash or buy on credit:
Whenryou buy on credit, you pay for the privilege of using the “merchandise or \
services before pay1ng This means ~that whatever is purchased will cost more . and o
that this extra cost is in the*form of "carrying charges" or "interest charges":

* " For example, if you buy a $200 Sofa en credit, the cost of the sofa is $200, but
« if you take a year to pay. at an 18% rate of 1nterest the full cost of. the sofa
to you will be $236.

.'_7 Shop; for credit and know what to look for.
.+ WILL IT Bk CASH 0R CHARGE 77 Before you answer, "Charge, please," be sure you are
: o : getting the most for your money. Shop carefully for ‘
r the best deal, ask if you can get a discount for cash, ‘
~iand'be’ verx carefu] about what you-sign.

In add1t{in to natjonal and store credit cards, you may obtain loans for the pur-:
-€hase of merchand1se from banks, credit un1ons, f1nance compan1es pawn shops,
.etc.

Lol , , - ; , s
| ,éﬂom/va FOR CREDIT CAN ,s‘AVE YOU CASH |

Compare the costé of credit. Ask for/the APR (Annual Percentage Rate) when

shopping for credit. You must be quoted this amount--Tt's the law! Credit -

institutions do not always quote this rate when discussing a loan with you,_ /-
ASK, because this. is the only way you can really compare the real cost to you.

BE AWARE' AND BEWARE WHEN You SION If




. o
&

: . compare_‘these items in _credit contracts"before you sign:
. ] 7 - €
- Day”pgymanf How much’ cash can you afford to pay?” . - -
Slza of'pa,ma”fg Are: they all the -same? , | ' f .
.Is the final payment a "balloon oayment":. "
o & lareer than you can pay? . - - : ‘
'colhfon/ " Are you. required to use vour house.- cars
‘ » eic. as se;urity for vour loan? ' ,
: Rapaymanf ’ ‘what is the rule for early repayment? , .
o . " In Advence - “Are finance charges refunded? Are there penalties?
M[,.,]”g-é PGYMéﬂf what is the Denalty if you are not .able to make a
o - payment? - o
. Default ) what if vou Just can't Day-—and you have/&o default?
~ o - i Can You reclaim the 1temo etc? I ,
Insurance - - Are you required to carry credit insurance?

If soy can You obtaln your own?

A

The" 5 questions consumers should answer about
‘their purchases are:

“' - l - ‘ ’ . 2 T N .
Exercises ‘ | . D
‘ , > A_AA : —
| 4 | N
TRUE FALSE - N
1. Comparison Shopplng can begin at home.
\ ' 2. Checking the size of cans “and comparing the amount to

) the prlce per ounce is one way, of comparlsbn shopping.

3. When you reahze you will need to buy or replace -
S o ~.an item soon, you should begin cl\eckmg ads for .
ORE S sales on what: you need. .

4. In order to avoid losing out <0rl§a good buy, you should -
. _ purchase the first product you see that you really like.

5. You can nev.eliipre_-plan for a sale, because you can N
: neveF determine when a sale will be. \

¢t \ . 1p | 4 =




6.',If you find a? fod bargain buy iit, even 1f you don t
- need. it. -You'can always. find a use for it later.

*"7."You should 'shop for credit as carefd\lz\\s you shop o
. “for the item you: buy o

= MJ; 8. APR is: one good way ¢o compare the rea] cost 'of cred1t;
9l‘~Sa1es & credit. contracts are a]]l asica]]y the, same. . -’

. It 4s therefore unnecessary to read, all the fine print’
. or worry about 11nes wh1ch can be f1i 1ed in later

v, . A 10. CarefuJ compar1son shopping is on]y nec'ssary for -
7. T 3 major urchases. . . ’ o c
s A ‘> B .; L .‘i L'

to buy a stefeo. But.he still has to decide WHICH st There are many.
models and brands of stereos for him to consider. ~hds limited money ‘but
there are three different stereos at three differen stores for h1m to choose.~’

'Remember Cargos Tillis and h1s decision to buy a sterggg/:He has: set his GbAL; R

Use the DECISION TREE to work out STEP FOUR for Carlos: Use what you know ; ,
- ‘about -stereos. -What are the consequences, for Car1os, of purchas1ng the expen91ve
- set? The cheap set? The med1um priced set ' ;

Discuss the reasons for’ your adv1ce to Car]os about which stereo he. shou]d buy

S | 050/3/0” TREE &  Goals
STEP ONE -~ | ———— ~
"What do I want?" N7 I , Cr STERE -
(A STEREQ SET)— e 0 . “ONSEQUENCES ’

STEP FOUR - ~ ]
"What are the consequences

of diffe’ien,t altermatives?

R

STEP THREE
"What alternative$ qre there?"
(Let's say three alternatives:
one super cheap, one very expens1ve,
one med1um priced)

new apartment
Timited money

.STEP TWO _ ) want stereo
The problem situation in which T
what to do s not obvious. _ \ ; :
~ (LIMITED MONEY, BUT WANT A STEREO) 1(2 o




" ‘COPV ‘the Decision Tree on a piece of paper. Use the Decision Tree to-

‘analyze a purchase ‘decision which you made recently. What was the occasion =~ .
for the decisign? What were your goals? What.alternatives did you have? '
what .were the. coghFQUences of -each alternat1ve ch01ce?77 / NP

“

. Whether it's shopp1ng for your
- Splendiferous Spring Thing or the
_ money to pay for-it, advertising or .
‘ sales techniques and gimmicks used in |

d -selling are important areas not to .
 be overlooked. Be'aware - and Beware -
~of the NHY you buy» o -
’ As a consumer, you re prime game for : —_— - - .
the high-pressure salesman or ad ~ ' ,‘ : I - _E
executive whq wants YOU to buy his o T
Service or prodbct Most ads are benef1c1a1 in. ]ett1ng the customer know
what 1s‘ava1]ab1e Most sales persons are ‘helpful in trying to find the right
_ service or product for you, the consumer. On the other hand there are certain
'. th1ngs you shou1d be alert for. For instance: ' ‘
o * APPEALING T0 YOL(’& "If I make Just one more ‘sale, my poor -
A MBETTER INSTINCTS" old mother will win-a wheel chair, " .
OR«PLAYING ON YOUR . | y
1 [+ SYMPATHY . - e
o . o ] o
# USING SNOB-APPEAL - 7 "If you wear this dress destgner s clothes, .
o . ) g © you'll be wearing clothes the jet- ~setters.wear. "
) # PLAYING ON YOUR' VANITY "You'll Zook Ziie a movie star_in ‘this one."
# APPEALING TO YOUR 1ALl your neighbors have one." .

COMPETITIVE ""'KEEPING » . .
UP WITH THE JONES"

INSTINCT" 3
i #* “RUSHiNG You "I don!t want to hurry r%u but thv,s is a.
) S ~ ‘very limited offer."
# PROMISING TOO MUCH Yonze in a lifetime deaz"’
, o "Unbelievable bargain" s
o . If it sounds ‘too.good to be true, it probably. i8.
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. % BAIT AND SWITCH L Adverttstng a bargatn, then trytng b seZZ S e
S S R = a more expenaive model: "Sure; that's.the o ’
oy e, “" sale model, but it's nothing compared to - ;

2 < -thza ane—-Zet me ahow you’" . -gh ’ . SN

- % SIGN ON THE DOTTED - Sbme éalesmen will -try t6 talk you into - e
LINE - N signing a contract to buy a service or mer-
'ohapdzse you aren't really sure yoy want.
Don't sign anything unleds you are Bure.you .
want i¥ and understand all the terms of the ¢
. agréement (contract) .you're signing. NEVER

U o .o Tﬁf .5 atlgn ‘enything you don't fully understand .ox. ’”
S . - B that has any. bZank areas to be ’&%ZZéd in Zat
. . N . \ . A :
- . ~1:5 - B, . e

Ma;ch thé type of h1gh pressure se111ng techn1que w1tnr
the appropriate statement.
R P]ace@the 1etter frpm Column B in the b]ank by Co]umn A

B 7 % ‘e N ‘1 » ! "
"There4are on1y three 1eft—~ - R
~ they re se111ng 11ke hotcakes'"

Playing on your,symbathy

SN Playing' on yourﬁganity . “B. "Th1s car was espec1a11y des1gne¢ _ *
T o . .~ for the wealthy man who can: afford *
kN _ .. the best." .- | -~ o
. . Rushing you . i : C., "If I.sell Just one more/subsfr1ption,
— . - ‘ ' I Wﬂ}¢3w1n a scho]arsh1p~ _ _
C Sign on the dotted line ‘ D.4l"dust sign the contract and we 11 Cs
. . L c work out the deta11s 1ater
4L\\;;/ 5/ Snob aﬁp al ‘ "iﬁ'k E. “"Sir, you look ]ike Robert Redford
B : \ & - - in that su1t'" - - -’
There are also ]&t§30f 11tt1e tr1cks or gimmicks that are to make the
“ . consumer think he's getting a bargain. Don't be- caught -by: S
e o . _ : : J

" % PHONY CONTESTS . You "win a prize", but find' there are’
: . o ‘ conditioms you must meet*beforg ou can
co]]ect 1t--such as buying another item

< ~ * B - f ¥ ) . g .l
T \ % "EASY CREDIT ‘ No credit check required, etc., usua11y ) "
: ' o - ‘means initial cost and cred1t charge are : .

- T highér than qua1

;

¢

i\; ‘v. v ! N . V" j' } fLoa . ] /’ ,.“\
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.- % TRADING STAMPS  Cost is passed on to the consumer. Items °
SR B - . " may cost more. Premiums.bought in stamps

~ S may "cosi” more.

if they can get it.

Some roadside’ stands or groups of "Home
Repair" gangs who sell merchandise or ser-
vices theap leave town before you discover
worthTess; poor quality of items bought.
Goods may eveg prove sto]en

K\\\ % CON ARTISTS | . Here tqday, gone- tomorrow--w1th your money,

BEST PROTECTION AGAINST SUCH PROBLEMS?

Know what "YOU really need or want.

. W

* Buy only frm established merchants
who are knbwn and respec%fd.in the
- community. : b '

[}

* Don't fall for.the "something for’noghing“'idea.

-‘ * If in doubt awaut\ the reputation of the 'seller, check his
reliability with agencies such as the Better Business Bureau.

>~

g » - Exercises
(J

Your resources are too -impertant to spend careiessly and without p]anhing.
See how cautious a consumer you are by completing the following exercises.

o

TRUE .  FALSE
£
1. One of the Wést ways to avoid be1nq "taken" is to buy
from reputable dealers.

j i)
. Pavd

2. Easy credit often means,higher interest rates.
.‘J .

3. If an ad says “N1n a Prize", you can be sure it's
phony . ~

o » 4. Trading stamps cost money for the merchants who give
. ;. them. The cost is passed on to the customer.

W
» 5. If a deal sounds too good to @g true. it probably is.
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‘jfﬁigggnswer1ng the What,  Where, When andJHdh questions'about a purchase.

(Sa}

Review your "Decisions, Decistons" PassQords sectionm.
Complete the following statements w1th the correct PassWord

_,%
* © , . >

2

can begin at home and inclddesh\

%

are work or duties performed by

~

&""q”@ .,&V}W e ? » ~

a pfofessidna] or one especially trained ;0 do such a task. ;

%5 spur-of-the-moment or unplanned

purchasing.

is a sales gimmick

in which an item is advertised, but a more expens1ve one. is
offered to the customer.

¥

__is the rate of snterest for one year.

3
'

List and discuss actions and 1nf1uenlEs‘wh1ch may cause the modern

consumer to make less than wise conaymer decisions.

Evaluate your own #hopping behavior, Willlyou now be a more informed,
wiser sh per? . =

'l \~" L)‘ ©
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BUDGET

ESTIMATE

FIXED EXPENSES
FLEXIBLE EXPEYSES
INCOME

LUXURIES

SCARCITY

-

“Caleulate; gauge

A plan gor usLng your monéy

Expenses which remain mych the same from month to month
Expenses which can vary 4{rom month to month

J

Money reeelved on a regular bas.is

4

-

Non-essentials; something enjoyed as an addition
to the ondinary necessities and comjonts o Lige "

. . ’ . . . . ..'\
Deé&ccenc;} gimited esources to purchase unﬂunc%
nekds and wants ‘

-

~

Ready +o' Move On ?

Do YouKnomswordS?

. B VA



e
[

9 Do .I Need a Budget? -

R CU

/

vou can benefit from budgeting if there never seems to be quite epough money to go
around; if you seem to be the only onejwho runs out of money too soon; if you wish
you could save, but seem unable to, eta. . etc. )

blh]\]('[ Ttveg 1

L [ S T POy v ot
. Q
s peor s a oalte (d ,-('r;thﬂ‘} aon e Sonal
v coodce . % andividual Tifestvies

-
- telling your money where to gof, utrﬁ\r
than wondering where -1t went
dowdy o see where you -‘10‘ e g
which expenses are needles, o are
Tuxuries vou can oo withoot

Thie- PR S L lea b s e ! [T B AT

1y Ledng cpent 0y ana Bony mde b cach e oocostg Pt Ly o ooy Ling
1ot done, yvou may taod that your Bone; tly g ont the waindow:
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As.you can see, our‘pay_ﬁecrks\go to pay for a lot of things--and they go
o u1ck‘1 !//We'a]] face the problem q;-‘ SCARCITY.

7

" THE PROBLEM OF SCARCITY

-

Q q ' . . . ~
. Unlimited . ,_<(____,_ Limited resources
wants and !1> S0 Mdollars and cents)
needs - ‘ / T
3’i‘ ‘
i}
| We must make hard decisions s T e
v , * about how to fulfiil our needs
and get those ‘things which we want . _ ..
and can®afford . ; -
C or Y o
? . ) ,
WHAT THINGS TO BUY WI?H QUR DOLLARS N
TO FULFILL OUR NEEDS ‘
AND GET WHAT WE WANT ‘
4 AND CAN AFFORD “ N |
10 each ot us, the problem of scarcity is resflved by ”b.alancing-- .
WHNAT | NEED WHAT | wanr — (with)  wHAT l\\mmm’ ! HAVE
0, ' .
Mary Moros ia cight yoars oldl She has cighty-Mne A '

eonts and wots to g0 Yo the novie (cost: S04 buy w
N . . o4

a bag off peawrndts (ot 30480 deink a soda (coat:
254 ) and rede to and from the movic on the bus

‘ (Cost: 305 cach way'.

Lad A |
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HOW is Mary's problem a problem of SCARCITY?

"HOW should Mary solve her problem?

Talk about problems you have faced which were s1m1]qr to Mary S prob]em ,
How d1d you. so]ve your problems?

Every person and all governments and nations have a problem of séarcity ! L -
\They need or want a lot, but only have so much real money to sgend '

Qur wants and needs must be satisfied through our mental and Jhys1ca1 efforts--
individually and collectively. To reach our goals we must make choices. These
choices requirg personal and group dgcisions. »

- Mpst people (1nc1ud1ng govzrnments and businesses) find that budgeting is one

way to deal with the probl

m.of scarcity. Budgeting includes the following
steps: ‘

1. Determine [h@m’/ manelh o m@gy there is to spend (Income)

. Estimate @r(pgmm@@&s *
Fined axpenses (Necessities whwch must be pa1d continually
e such as shelter, utilities, etc.)
{%U@mﬂ[‘oﬂ@ @m{p@m@@@(ltems such as medical care; home rep}]r,
appliances, car, etc.)
“Erifras”.-  vasatlons, lozwiryy ieuns. .

’ . v

~ 3! Plaw for savlmge ~ N ‘
. 4. Resord setval s?{}’?@[ﬁ)dlqu N - . -
L fso Gompaps estlimates wﬁ{?{b VDMU’ astual spending - -
b When you have estimated all .costs, compare' amount‘earned with the amount‘
spent. Analyze your spend1ng habits and determ1ne areas in which you can cut
costs. -
. -~ ’ » L] N
. \ ’ o) / ! h \ ‘ (}‘\ ,( )
* Y o ’ 172 \
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" An easy way tu remember the important steps in budgeting is to simply remember
the four basic steps:
Y r} N i
. i !/ START/’ KecOrd all Ir\x.,mu and spendling for a
‘ ~ given tigg -a weer or a month
A This 1s your spendinyg record
Z WWAJIL [T ImgMy

Estimac. o L
Actual sp ndiny

: }

{ J SN I G,y bl ey \ 4
Ty +t fur one mon
Makce any necessary ¢t .t
beva.se of differe.ces retreer | .
& actyal figures
Iry your corrected budget for Lubh

P . JIt ,our farst budget works for ,ou ygre
' , [f not. evaluate & revise 1f necessary
OR Rti . /s " ‘ e
. Renembe. that budgets are very personal 3

no two have tu be alike~-pLudgets are ba.e.
on individual values & goals.

/ < % _
I TR SN C . ) ol CooSU et the probilen ot 5xdwciu
giving a buaget a Uy o ow I woth tihe efiort If you have never tried .
qjve it a try!
o

V(RN OW (MY LIKE 0

l.’(\ : .
AN ' v ) -




AN
Review

Time

< . v
1. o
.
3. i - B ®
4.
SSRGS U P
A BUDGET‘IS @F NO VALUE IF YOU HAVE ALL THE MONEY YOU NEED.
PERSONS WITH ZHE SAME INCOME HAVE THE SAME BUﬁGETS.
\ FIXED EXPENSES INCLUDE APPLIANCES, ENTERTAINMENT, AND GASOLINE.
_‘ | : . y
A1l of the aBove statements about budgeting‘are FALSE. .
See if you can think of the rgasons they are false. -t

\ 1
v ’ -

Explore y0ur feelings about money : I

, How would you feel if you had plenty of money7
Could lack of money affect a person's attitude
"\ “towardylife? g
What factors might 1nf1uence the way people
spend money?

1
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CONCISE
o .
PERFORMANCE

RECOURSE

REPARATION
!

REPUTABLE
RESPONSIBILII1t>

RIGHTS .
. | ‘ {

SPECIFIC

- Ready t® Move On? ~ 7 Lo
Do You Know the P/sswords

,ﬁ

Brief aﬁd to the hgaag

The effectiveness og opénation on function

delp; pnétection

Compensation; angthinz\aone to make up-goa a wrong
Respectable; weﬁﬁ'fhogghc o

bl gations

WM ané X0 \.W“{/(A_\:h: Jria hebd L jubbat clam o

shodld expect - -
w Ao
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Deé&n&te, pkeﬁ&Aé
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® The 3 R's*

‘

<

r

THE RIGHT TO CONSUMER EDUCATION -— the rzght without which
congumers cannot gain the fuZZ benef%t of the other four reghtu

Today's consumer has f1ve r1ghts as a buyer

. . .
Sometimes all does not go well in the. |
marketplace. Then you as a consumer
need to kngw your 3-R's -- Rights, o
'Respons1bi11t1es, and Recourse. In most
cases, this simply means Knowing where to .
turn for, help when you need it and, being
aware that YOU have responsibilities too. , - N » L
President Kenhedy proclaimed the four basic consumer rights in a 1962 * %
message to Congregs. President Ford added the.fifth right in an )

b address g1ven in 1975, ) . L%
L : A
. THEBU mes BILL OF RIGHTS raya
. THE RIGHT TO SAFETY -~ to be protected against thé marketing of .
goods which are hazgrdous to your health life, Jor limb. - ‘?“
© THE RIGHT .TO BE INFORMED -- to. be protected agaznst fraudulent ! (
advex%nszng, Zabeltng, or grossly‘mzsleadtng information about ;
products and to be given the facts you heed to make, an Lnfbrmed
Yelotee in' the market place. . . ¥l -
THE RIGHT TO CHDDSE -= to have, as f&r as’ posstble, acceag to ‘ﬁ‘?:
ayvariety 8f products and services at reasonable prices. , 0!
. THE RIGHT 70 BE HEARD -- to he assured that your interests a;‘ %
a consumer will get a sympathetic hearing by the govermment, and A
that the Laws which are supposed to protect you will be enforced.
. a .

He also has five responsibilities,

to fu]fll} as a consumer.

l?CZAL91ZﬂﬁEI? A?tifV’ChAL3722ﬂ£/7ZZK9

;o TO UNDERSTAND HIS ROLE AND FUNCTION IN TQE ECONOMY

- [

> v

o

~ ]
&

To PERFORM EFFECTIVELY AS A CONSUNER AND *PRODUCER !

N . ¥
To,AVOID EXPLOITATION :
. \ .

To BE HONEST IN ALL HIS DEAL INGS
To fRQTEST WHEN NECESSARY B /W
“p \ . . k' ’ y ’

w

ép RIGHTS, RESPONSTBILITIES, RECOURSE’
. . ‘0 S ) h AN :‘
oy oy AT

-

1

q\/
N N

.
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" The most commgnItybes%%#%cnnsumerTpnoblems ihc]udet
A - s, . : ) ¢
_ ;ilnisleadina orvdegeétive saleés teghquJZs
L - * a burchese:onkéhie% we were Povercﬁér&ed“v
' ; . .
T ¥ an order@paid, fory but not recei\)ed/‘
. :

* a service promised, but notsdelivered -

,o*a producééy ose pe;formaﬂszfalls E ’

‘These problems m1ght tho‘hhtﬂpf as be1ng one of four bas1c types of

“failures:y S

~  DELIVERY FAILHRES , . _ o . : '
§RF0RMANCE FAzLuﬁEs . : S

] LURE OF COMMUNICATION s ' —
SREPRESENTATION, DE@EPTJON FRAUD (c]ear deliberate intention
7 _ , “to deceive)
Mbst bfus can think of at 1east ‘one example of feach 6f ghe above’ types of %, .
failure. -If 1te€as not happened to ong of us, probably a member of our o
familyJor a cl friend can g1¥§ gxamples “from’ the1r exper1ences

e LRemember though, that the failure can be on your part as thewnwise
consumer. You may not have bgen informed as to what you were ally
ordering or buying, or what was really prom1sed _ ~

[

» o Rurchase from. reputab]e sel}ers,.one§ who are knoW‘ for easy- return, high- -
‘ : service. { .

&- . .

,xeep ALL papers pertaining to your purchase. The‘%ere 1mp0rLdnt the pur / AR

Chase, the more important it is to. keeQ%alT such papérs should you need &¥

them. “
s oy
[f you are cértain that’ you have fu1f111ed your responsibilities and the

fault is that of the séller, decide what’ y0u expect from the seller.. You
might dec1de on any one of the f011ow1ng . : P ‘ Ce

a

N

D

AR

1. <§ep1acement'of the articte {or service) with a 't 5
atisfactory one = W'¢ - N o7
2. ‘Repair L S ) | _ o
3. Refund of purchase price .
4. Pyrovision ofq§ubst1tute art1c1e (or service) during
the repair persgpd : .o f

' 8 - . RN . .
5. CaSh ‘or Tike-kind reparation - T ( ' B
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LEVELS OF CONSUMER ACTIO/V

Py Let s return to ours friend, CarTos Tillis.
.- Several months after:he purchased his stereo, it:
7o I would not work. Carlos had really taken good care &K
" of that stereo! ‘He kept \the dust cover on.: He. '
A careful]{ turned it-off whew it:was not in' use. .
) He kept it in an air c&h‘ 1t10ned apartment. C ‘“'. A .
rlos felt that he had ~ SA

.

* So.when it.broke down,’
been a responsible buyer and owner of that stereo. He a]so f“e]t that his I
'stereo, sho\ia _L have broken down after on]y a few months\ | ’ -
‘“Car'Los can take act1on at three 1eve]s o B : I

Al‘ B

F INf'v‘RPfRSONAl lEVEl - Caﬂos can call the salespersgn who sold him the
- set and ask the company to repair, the stereo at

. v B
R ;o ‘ . no cost to Carlos . MT . :
. [NTERGRO((P lEVfl -- - carjos can appéal to the Better Busmess ‘Bureau
S S A in his. city and call the company to’ get’ them to ;o
R g , repmr‘ his. stereo at! no cost to hims :
1 : N o - o

‘ ) p]am about "the poar service he, feceived from h1s .
e, ‘stereo, hoping that. ‘they .have rules about this r
/ and will get the company to fix h'ls stereo. .- /

" B SOCIAL SVS'(EM LEVEL - Carlos can appeal to gcvernment agencies 'to com- o

[y

s
-

e wmch level of action shou]d Cardos try ﬁrst’? Why” , o ~
L ¥ . Which.level of action-wi}1 be.easiest for Car1os to pur‘sue? Why? -
v . If you were CaHos, what. Wi d you do?  Why? .

— L]

. .o S . B s
S L . . . . -
- - ! - 2
> . . . - L e [ g ) - ,
. k4 Y ) . ' . -
. . v . e . - y . ot 4
" » 1 - . . . : - . <
. : ‘ @ ) B ' . Lo - . \ 4
. . . . ~ o N “ B
. Ns g . PR . .
" . ) \ * a . - b3
: K o * N . ‘ . . N p . -
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,'\ﬁr«
. Consumers often do have real. comp1a1nts. A new
.article doesn't work, Car1os'*stereo ceases to
- _ operate in less than a year, Mary receives poor
postal serv1ce¢‘ What to do? Learn the Basic Rules of Comp1§1ning

“\

l . ~ oY

- : .n-*\ 1, AGO BACK TO THE DEALER WHO SOLD THE PRODUCT- OR TO THE SERVICE
AGENCY TO WHICH HE DIRECTS YOU | | &

- Take the product (unless it is too large) )

_Take the original sales <lip .

" Relate pertinent details: date of purchase :

' : date,problem arose |,

. ) , " description of problem

: ‘ ' ’ 1dent1f1cat1on*gum€er of

.. article if you ive not
o : @ - returned it - 7
Let the facts speak for themselves )
R ° o
2% LF HELP IS REFUSED- WRITE OR TELEPHONE MANUFAQTURER S CUSTOMER o .

- RELATIONS “DEPARTMENT ‘o
Aga1n state key fac%s c]ear]y dates
. . - serial numbers
- , - ¢w$3m , ¢ place of purchase
*f Lo . '+ amount paid ) 9

B

‘ § D T . what went wrong
A : : ‘Send photocop1es of-canceled checks and previous correspondence
Never; never send orzé@na] documents y \

3. IF THIS DOESN' T PRODUC, RESULTS- WRITE THE COMPANY 'S PRESIDENT,
COLDLY STAFING THE FA 2
‘é . Sources -of company addresses and names of presidents:
@ Pogr's Regtster of Corporattons, Dtrectors ,
9‘ ind*Executivgs ) ‘ . o . .
b Moodyffs IndustPial Manual L , st

M)ivectory" issues of "Fortune "Business Week," ST
or. "Forbe@" ) ' g

u 4. SEND COPIES OF CORRESPONDENCE « . ’ A o v
R . Local consumer protectioi organizations~ L .
C Such other”drganizations as, the Of ce of Constumer Affa1rs

in Washington, Consumers inon,/and‘the 10ca1 better business

Yo bureau .
. eu g . ) Q{) . 3
c 5., TELL: YOUR 'PROBLEM TO, THE - LocAL NEWSPAPER e T
N C . Létter to the Editor o . :
. _ ‘Tip/ to the city. desk . R . .
& . . . . Telephoned request for'help % - . ., v
a m’_ " .. . ) ] it h . ’ - h
> . BT . | ) R ‘
4 “0" g » . N ) . )
¢ . \ . 1 e ) d @
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'_ 6. USE CONSUMER "ACTION LINE"

I

L]
N

'I“T‘Mary, a friend of Carlos Tillis, also ?as a Consume” proble.  Mary has had

Yy

P

al.

"o . trouble with the United States Postal

A

Many radio and TV stations provide this service
Information ‘and follow- -through is provided

-

— <y

rvice. - Many times packages arrive -

E - damageg.. Many times ‘her mail is-put into her neighbor's box, three blocks

Jdown-the street.” And recently, she was confronted by a rude posta1 worker.
. as she was - try1ng to- mail a letter to. Japan Mary §s irritated by all of

this and wants to take. "consumer action.” What can she.do at each LEVEL
of CONSUMER ACTION?. Try to help Mary by th1nk1ng out Toud (Brainstorming) .
and sharing ideds with-your ctass ‘ ‘ .

i / INTERPERSONAL LEVEL :- Examp]‘e: catl the local postmaster
) v t
2. W . ;o
N - . ,
3.
. . : 4 U
_ INTERGROUP LEVEL -- Example: write lettérs-to national’
D - . consumer -grodps about ¢the
. _ quality of the U.S. Posta]
B Service
l.l . \ 4
2. ,
o &‘0’0/)1.4. 3YS’EM LEVEL - Example: conftac_\t her eongr‘é;ssp.enson
: T Lo o to initiate new laws and
' ' . : 'rules:about the operation-
2 . , * of the U.S. Postal Service
4 SRR P ’ .
1. . o T e ” 2
Lo e T
2. : : ‘ . \

L T . K . - . , /.;“A‘ . ." . } _ ) o o "m
SUMMARY : what is Mary's Res@éibﬂ}" x*'as a pbsta] service co*’mer'f N

° what are Mary $ gqghts as a customer of the U.S. b&sta] Serv1ce? o

. P ' Thmk about, the tH¥e best k1nd$ of Recourse Wh]Ch Mary m1ght take to

resolve her consumer\problems.®" . _ : .
Why are yaur cho1ces the "best?

REERY SN S
o " ’ ' * ) &L | ‘
. . - R 51 L. o .. " g ’




. e -
=In hﬂ] 1nstances--don*t dramat1ze. Just te]] 1t the way it 1s
n;O
Rude sa]eSpeople, deceptive advert1s1ng, late del1ve 1es, confus1ng warrant1es,
and“outright gyps afé all possibilities and reasons for legitimate gonsumef
complaints. But the wise consumer ‘will remain calm'and appearahnemotional if-
‘he wishes to come out the winner in such difficult- s1tuations ,

]

\Useful addresses = -

. ’ . wr ‘ . &
“Sometimes we kriow exactly what. the problen is or what type v
of information we need; but do not know where tq write. Some =~ '
helpful sources apPearabe1ow e T e - b
FOR ’ ' ' WRITE - R .
’ . . . & . ¢
Advertising L Director SN ’ )
' - Bureau of Consumer Protection . ‘
e ) " "Federal Trade Commission . ’
C N . ~ Washington, D.C. 20580  202-523-3727
Air Travel . ‘ Director ) ‘ . 5§4 o
® ' 0ffice of Consumer Affairs’ - .
. . ~ Civil Aeronautics Board . o e
- 1825 Connecticut Avenue N.W, {
. . Washington,.D.C3'20428 202-426-8058
. Appliances _ ‘ MACAP -
' . - (Major Appliance Consumer.Action Pane])
Complaint Exchange
f— Room 1514 _
(ziif}§:9 . *20 North Wacker Drive . “ e
i - fCh1eago, ITtinois 60606 312~ 984 5858 gk
Auto Safety D1rector -
i3 , ‘ . . Office of Public and Consumer Affairs
I ' _ National Transportation Safety Board
R . : . U.S. Départment of Transportat1on .
S L ) e, §00 Independence Avenue S.W. |
Eoe . . . o Washington, D.C. 20591 W300 424-9393




. . \

Boating h " Ch1ef
: e ‘Information and Admin1strative Staff
. - US Coast Guard- : .
Washﬂngton, D.C. 20590 202-426-1080
. Borrowing S0 Director .
- , - @ .Buréau of Consumer Protbct1on R
\ N SO " kederal Trade Commission- ..
U . ' iy ash1ngton, D.C. 20580 202-523-3727
- Broadcasting oo MFedéral Commun%cat1ons Commission e
! - s o v 1919 M Street N.W. . _ T, e
e Washington, D.C. 20554« e o
- — . ) . : L
- i1t Liberfies -+ Arerican Civil Ligerties Union
R . . _ , ‘ . 22 East Fortieth™treet @ - = =
‘ . 7 New York New’ York 10016

\Credit Rating . R4 . ASSOC1ated Cred1t Bureaus, Inc.
6767 Southiest Freeway

' - VAR Houston, Texas«77074 ~ - o
: - . S .
Door-to -Door Si} - Dlrect Se111n Assoc1at1on B v x

Drugs & Cosmet1cs o Consumbr Inqu1ry Sect1dn

P . ‘ _ Food and. Drug. Administration
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The 1nformed consumer is also -aware that there are [

4e;. nationwide consumer organizations which may he of f
- 1nterest to h]m in solving a problem. There are . & R
also groups which he may wish to support ‘through
~his membership because he beTieves in the same cause ’ .
and is interested in his fellow Amer1can‘§onsumer ;
| oﬂm@m}WU@@ @@MSQDMJ(E@ @@@Amﬂiﬂfﬂ%@
. o NAME ) ‘~1 IR  AREAs OF CONCERN '}-‘ =
L Bureau of Consumer Protect1on Decept1ve advert1s1ng P
y Federal Trade Commission -, Illegal sales tactics s
414 11th Street N.W. , Violationg of the Truth-in- Lend1ng ng
"Nashington, D.C, 20580 - Consumer frauds, m1srepresentat1ons,
o , - - unfa1r'trade pract1ces :
-» X - v i
4? Qgenter for Study~of Respons1ve Wide range of study subjects 1nc1ud1ng
Law = _ mental, health, aviation, coal mining,
.§ -P.0;: Bex 19367 ¢ , land grant coHeg s -
. wa5h1ngton, DC. '§w036 _ ' Ralph Nader'ssworking address
C1t1zen Action Group : i - . Aids studehts add'c1t1zens in organ1zing
_ ., 133 C.Street S.E. S “ﬂ state and local consumer action: groups
n ‘Wash1ngton, D C. 20003 y > and pub11co1nterest research groups
Common™ Cause : . . ," L,,gest citizens' lobby ‘
2030 M Street N.W. S Plgpose--to improve function and ~
aWash)nqtqn D. C 20036 . ® actountability of government
Congress Wauch ' Lobby group ghich keeps tabs on voting
133 C Strget S.E. reeqrd®, committee -performance, and
Washington, D.C. 20003 ' . Ppnsiveness by senators and repre-
o C  “Sefiatives to their constituents
. o afglithe public generally-. .
Consumer Federat1on of America o’ - Privatd, non- profit. ﬁat1oha1 federat1onw;
" Suites406 : . - of one hundred state and local consumer
. . 1012 -14th.-Street N.V. - . groups
N Washtnqton _D.C. 20005 . ¢ Helps groups organi and acti |
b “ L Testifies and nlobbégi“,ﬁon proposed
' . . b consumer legislation « .~ .- .
. RN : - . Publicizes important iggues
N ~_‘ I R °, . b 3 . .‘" ) . S . - ,
- .,Consumers Un1an S . PuBlishes Condumer Reg%? 5 -magazine
‘ 256 ‘Washington Street o " Part1c1pates n lawsuits on behalf
f .~ Mt. Vernen, New Ydrk }0550;€ of consumer . <y
s Lo e f - & 7 SR . *
«o . /’;’7;?;:?‘ "_;_ _—
‘%13'0‘”‘“‘ - » T
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Council of Better Business

" Chief

' \Remembgyr ydqr 3 R's --

e -

Headquarters of Better Business
Bureaus : + Bureaus '

1150 17th Street N. W : s AN

L4 The consumer's "man in Washington"
Consumer Complaint Staff
Office of-Consumer Affairs individtal consumer's prpb]enm,

Department of Hea]th‘deucat1on o consumer educat1?n and 1eg1s@§t1on

_Wash1ngton, D. Eéaf0036

& Welfare
wash1ngton, D C. 2020

In add1t1on, don't forget such he]ps as newspaper complaint columns
("Action Line", etc.) or consumer'television programs, both of which-

solicit individual consumer input. -

. L F
/, : \ .
. You'dd? have Rights . a
Fulfill your consumer Responsibilities and be
properly informed. .
., ['. ‘ S Don't forget that there are avenues of Recourse
s ~ (letters, comp)aints.td the Better Business

Bureau, small claims court etc )

.Governmept agency concerned with the

;17
"

8
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The 3 R's’. -~ «
€ '/'Zl %\‘ '
- ~ Label.each of the fo11ow1ng consumer prob]ems . )
» Tell wh1ch of the types of fa11ure each represents: DELIVERY
: ‘. RO * PERFORMANCE :
T ) C COMMUNICATION-—: -
J FRAUD P
4 . . ‘ ' e - - )
, - I, N "The consumer understood his new washek’would ‘
T . S be de11vered and installed. : 5
’ X - . * . The seller expected the buyer to make these”.
: arrangements. {
e o . o, v . o :
N 2. s The seller claims the toy is safe a) though
' : he has evidence in the form of consumer 4
‘ s ’ . a complaints that it is not safe: -
3. . ) A1l models for a certain year must be reca]]ed.
o . by the manufacturer because they have Qeen
O o~ * - .found unsafe ‘ vy ‘
o i . N P ) ) M ﬁ
4, Co A product is 6211ver’d§~but w1thout a11 the
b o -, -~ options ordered. -
4 e' : . Y
, ) ' ﬂ ° .
% Wr1$§.the numbers of the two examp]es ahove which would/be complaints tp
o orwarded to the Consumer ProduCt Safety Commisssion L
DO A% _ ' , Sl -
T;, ;““ 2 . ' A"? {)f‘:. ’ - PR . ‘r : v ‘7"“
Choqge a product commonly purchased by the modern consumer
Discuss thg congumer’s. rights, respons1b11at1es, d rgcourse as - a ,
_consumer of that product ' ‘: S . .
»: ‘ Y ) . ‘.‘_ ,!s .
. o . . . . e &
Is at‘tru ' hat today S consumer4hs often too concerned W1th‘h1 J
(N rights-an Boften forgets his consumer respou§1b111t1es7 ;
“m i T , L v ¢ ' "v ng/
. ’D‘ - ) " :1\- ) v .’ c o, . ‘-';18 7 © e . ' ".Q‘ . : . lf -
! : e 52 % .s","" A TR R ¢ 'fg,'-. L




2.

,3“nWhat’3re the 1mportaht cansumer, education top1cs about wh1ch you want to )

~

As yQu ref]ect upon your exper1ences us1ng th1s PAL what were the most’
,1mportant things you 1earned?

A

s

What wgre the most important things you Tearned abdut; 'l\\ R

s, . ‘3.
A. Your role as gn American consumer?

o

B. The American free’enterprise system?
; ' : - 1
o N

—_
C. The dec1s1ons ybu must make be?ore maklng a purchase of goods or.
" services? .

Sy

D. How budgeting can tielp in wise money management?

by B ‘ - Fl

53‘ ) ‘ - ’ S

.
& -

E. Your rights, responsibilities, and recourse as a consumer?’

k] " . » .
. 5 . .

. ’ . ’ 4 N . - °
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A%’lentUCk Andrew andn Bivens. Gordon E * conSumer Choice: -The Econo:mcﬂof f’ersoL Livlng
New Ydrk: Hareourt Brace Jovanovicb 'ﬁlﬂﬂ I b ,
‘Batlard, Thomas E.; Biehl,-Divid L.;.and Kaiser, Bona]d w _Pe a1 ‘Money Maaagévﬁ‘ent Chicago
Science: Research Associates, 1977. :%f Lo 5
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k
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. h

é

?
Money New=¥ork;§ Dale Publlca om. 1971
Brifton Virglnla : Personal F'lnance ’ New York: Van Nostrand Reinhold, 1968

: .warranties Washi ton. D.C.: National Consumers League 1978.

~ -4
Clark Barbara. Veraska, nda. and Enmons, Dr. M'lchael The Assertive Consumer: Credit and ~]
. /4

Clawson. Elrner u. Understandmg Our Economic §ystem .Menlo Park: Addlson-'/lesley, 1978.

~ Cohen, Jerome-B ’ Persbnal Finahce: Prlnciples and Case Problemj, wood IJwin 1978
DeBrum, S. Joesph Hames. Peter G. 3 Malsbary, Dean R ; and Crabbe ;! General Business
for Economic Unjerstandmg cinc1nnat1 South Westertr, ].ﬁ?l-- - P

‘Denenberg, Herbert S'“Gett'lrm Your Mon_l s Honh Nash'lng{(on. b. t‘. ;«ggblic Affairs.Press,<1974
How to Protecf Yourself Ag_mst Con-Men, Thieves, B1lko.Art1sts . Ph1ladelph1a:
Running Press, 1976. ‘

Eisenberger, Kenneth. The Expert Consumer Englewood Cliffs: Prent'lcefHall, 1977, .

o

Pardon, Leland Joy and Lee, S M Economics for Consumersf New York: D. Von No?trand, 1972.

Gordon, Sanford D , and Dawson, G. G. Introductory Economics. Lex'ington: D. C. Heath, 1972.

>

Hastmgs. Paul, and Mietus, ‘Norbert. Personal Financew *New York: McGraw- Hlll 1977.

~—
Hogendorn Jan S. Marke’ts in the Modevﬁ)ﬁ/ Economy An Introduction to Microeconomics. Cambrida

Winthrop, 1974

Hurley, Gene E. Personal -Money Management. Englewood (Aiffs: Prentice-Hall, 1976.

Jelley, Herb and Herrmanp, Robert 0. The American Consumer: Issues and Decisions. - — .

" New Yor ‘l(cGraw-H'lll, 1873.

Kegnnedy, John W., and Olsen, Arthui® R Economics: Principles ar.d".‘;nolications. Cincinmati: -
South- Nestern, 1972. i . ) : )

K

"Know and Use Your Warranty Rights." Changing Times, August 1978, pp. 45-47.
Linder, Bertram L. FEconomics for Young.“Adull;.s.' New York: W. H. Sadler, 1971, &‘.-

5

Nanassy,’toujs C., and Fancher, Charfes M. General Business and Economic Understandings.
Englewood Cliffs: Prentice-Hall. 1973, i .

Porter, Sylvia. - Sylvda Porter's Money 8ook. New York: Doubleday, 1975.

. \ .
Reddin, W. J. The Money Bogk. Mew York: Charles Scribner's Sons, 1972

P
Rowse, Arthur £. Help: The Use”ul Almanac. Washington, D.C.: Consumer News, 1976.

Saunders. Rubie. Smgrt Shopping and Consumer15m New York: Franklin Watts, 1973. il o

1

. - !
Troelstrup, Arch W. The Consumer in Amer1can Soc1ety Personal and Family Finaice. New York:
McGraw-Hi11, 1973,

Warmke, Roman F.; Wyllie, Eugene D.; and Sellers. Beulah E. Consumer Eoonomic Problems.
Cmcinnan South-Western, 1971

Consumer Decision Making:- Gu1de5/to\getter LW_g C1nc1nnast\£outh ~Western, 1972.

: Wheeler, Gershon J. The Intelhg_nt Consymer: How NOt to be a "Conned- Sumer-. Reston. _Reston.

1975. o . " B ) » . g .
wolf Alv1n; Amer1can Consumers, ,'%hew Anggr Qust»’ed’ Englewood Cl1ffs Prent1ce Hall
~ . : . _" R @, n B d
wolf. Harolg A. Managing Your Money. Bosfon: Allyn & Bag:on‘, 1977. ¢ ,
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. ‘ | #'' " You hays Jus_t‘ completed studylng one module of ‘the
. ‘ SGAT curriculum. There may be other topics about ‘which
‘ i’ . you wish to learn more. °SCAT modules canh help. you acqulre
, skills, ‘concepts, and knowiedge necessary ' to function as ‘%
o ; an informea and wise consumer in twelve areas. - .
‘,/ ,,,,,,,,, v \, 4 _
“| / ... - 7 ' HEALTH ANDTHE CONSUMER containsé unis:
;"J | L " BALANCED DIET: Eater's Digest :
. R FOOD ADDITIVES: Eat, Drink, and Be Healthy
N o FOOD SHOPPING: = - Food for Your Brood
/' . o MEDICAL CARE:. Say Ahh!
/ . * ,PERSONAL GRQOMING LersFace ! K
7 oo C ‘ PRODUCT SAFETY An Ounce of Prevention
| . ’ -
. MONEY MANAGEMENT AND THE
< * . CONSUMER contaifs 6 units: .
4 g ~ BASIC ECONOMIC SKILLS:  Boffied. Bothered, BBwidered
BUDGETING: Easy Comne, Easy-Go! ‘
BANKING: . You Can n
CREDIT: ~ . Ch.a.r.n
INSURANCE: . 4 _ Ir's Later Thoh Yqu,Think
L ’ TAXES: - "¢ AnOffer You Can’ rAvord
‘ “ SRt I 1 ,
- ‘:::. -:n“:- }; S) ‘ 2
— L .
,/ ’ ) . % “
o W
99 q ; . 4 ' i y L
SHILLS FOR COMNSUMERS APPLIED TOOAY™
' ‘. » L N ‘,,} ‘ ¢ , ' .
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This consumer educat1on resource bogk]et was made poss1b1e by a grant R
for the. deve]opment and d1ssem1nat1on of :innqvative instructiopal . SETR ©
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The proJect staff wou]d ‘like to acknowledﬁe tﬁe.s ; N :
o worked in the /K

‘of the many- individuals with whom the staff consult

K22

- planning and development of this project, but-the 1ist is simply too- . - §¢_
extensive to name-each person. The project cou}d hot:-have been comp]eted - B

without the contributions of the many reviewers, teachers and students ™

and sippert to ‘the project. However, a special thanks is im.order ¥o the “ig;i
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to extens1J:T§\(ev1ew the materidis and then endorsed#the resulting: con- .7 :;9'
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