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Secretary’s Message

_ Talking or writing in plain English is a challenge to
both the private and public sectors: In this book of case
studies, 12 corporations and trade associations tell how
they met this challenge.

_ All_had different problems which required solutions
tai'ored to their own particuiar neess: All efforts led to
better communications with the public.

~ We can learn from the experiences described in these
frank articles. They show how clear; simple consumer
documents pay off for business as well as for custorers:

~ Government also can benefit. That’s why we at the
Commerce Department work to save the public’s time
and money by using plain English. 7

. We are pleased to. work with the corporations and
associations represented here. | am gratefui for the
effort their officials have given to this partnership
project:

Secretary of Commerce



for Business

Twelve Case Studies

Office of Consumer Affairs
U.S: DEPARTMENT OF COMMERCE
MS}EE 198&

Document Des:gn Center
American Institutes for Research

For sale by the Superintendent of Documents, U.S. Government Printing Office, Washington; DC 20402

pric  BEST COPY AVAILABLE

4 _




Table of Contents

Page

SECTELATY’'S MESSAZE ..vv..vvvveesvseessseessisnssssissssmnssssessssesssssemssasssssssssssn Inside Front Cover
AcknOWIRdBMENtS.......eveereerecrisinseireresenenes et bttt baebee iv
PIEFACE . .vvvv e vuusvesiiessssssnssesss s tsssssss s e ssesss e e s b s bbb bbb R bR R e -;-
Section A. Seven Corporations: Seven Approaches to Plain English .................. 1
7 lntroductlon .............................................................................................. 2

1. The Citibank Slmpllfled Promlssory NOEE ..ottt s csmissisniios 3

2. JCPenney § Consumer lnformatlon Gundes .......................................... 1

3 Measuring Marketplace Results: The “Come to Shell for Answers”
Campalgn ....... eseenees e e b st bt sas b aR Lt eS s SRR SRS Sh e e SR sea bt su shsss 20

4 Translating a Complex Message for the I:ay PUbllC The Pfizer
Healthcare EJUCAtION PrOGram.........ccieueueiiverinsiinnsionsernnsensessnssnsssesns 29

5. HOW Adopts Plain Engllsh to Comply wnth the Magnuson Moss

On Plaln Engllsh—lts Use and Its Advantage for Target Stores ............... 46
. Medlcatlon Education: Roche’s Commitment to Understandlng.;;;;;;;;;;;;;; 52
Section B. The Insurance Industry Deals with Plain English............................... 59
lntroduct|on..........,....................;.......;......; ............................................. 60
Sentry’s Plain Talkc' Policies--the Obwous Answer iiaiaans 61

The Road to Writing Understandable Llfe and Health lnsurance :
] Policies: ACLI and HIAA Lead the Way.......oc.i.... ER TP RPN 69
10. The Hlstory of Plain Engllsh at The St. Paul......veeveeneinesiies e essennns 74
1. Aetna Life & Casualty s Corporate Plain Engllsh Programs..;;;;;;;;;;;;;;; 87
12. The Insurance Information Institute’s Consumer Information .

Brochures
Appendix 1. Explanation of Flesch Readlng Ease Testuusuiiimmimmiin: i 98
Appéndix 2. Checklist for Organizing and Managing a Corporate Plain English

PrO]eCt;;;;;;;;;;;;:;;::;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;.;;;;;;;;..;;;;;;;;;;;;;;;;;;...;;;;;;;;;;;;;;;;; 99

) (f




Acknowled gments

In planning this book, Commerce’s Office of Consumer Affairs worked closely
with 12 private sector colleagues. Each is an official with one of the business
organizations represanted here, and each served as our contact with his or her
company or associaticn. They played major roles in developing these case studies.

It has been a pleasure working with these business people, and we thank all of

them ] , )

Aetna Life & Casualty Roche Laboratories
H. Cranston Lawton Hoffman-La Roche Inc:
Director; Corporate Commumcatlons Anne Biedenweg _

Manager, Scientific ana

American Council of Life Insurance
Public Information

Viiicent W. Donnelly -
Actuary Séntry Insurance

Citibank, N:A:. Michael Bry .
Carl Felsenfeld, Esq. Vice President, Corporate
Vice President Communications

Home Owners Warranty Gorporatlon Shel! Oil Company
Jane Moss Snow Joseph C. Jones, Jr.
Director of Public Affalrs ‘Manager, Corporate Advertmng

Insurance Information Institute St. Paul Fire and Marine
Nancy K. Golonka Insurance Company -

Director of Consumer Affairs John D. Horton; CPEU L
J: €. Penney Company Inc. Manager, Forms Simplification
14
Haze! Schoenberg Target Stores

 Consumer Infermation Manager Jar}g 5}V1kstrom

Pﬁzgr - Inc. Relations
Grant Deniscn !
Vice Fresident, Planmng and

Business Development




O

ERIC

Aruitoxt provided by Eic:

Preface

successes by s:mpllfylng consurer documents. These companles found payoffs
in producing easy-to-read warranties, credit contracts, insurance pohcnes and
product mformatlon booklets

money. It streamhnes procedures, eliminates unneceasary forms, and redu.es

customer complaints: Its employees, as well as its customers, get a better g grasp
on how the company does business: This increases productivity and customer

satlsfactlon

starts, tincertamfy, and internal questlonlng as companles organlze and manage
their simplification projects: But each project results in useful pla‘n English

products that improve the company’s lmage and its competitive position:

If your company decudes to develop its own plaln Engltsh project, you can

proflt from these studies. You may avoid some pitfalls by learning how others

handled certain situations: At the least, when problems arise you will be reas-
sured that technical dlfflcultles and temporary setbacks are normal. And in
managing the project, you can plan your procedures and chart your progress
with the checklist ir: Appendlx 2.

After you have snmpllfled your own_consumer documents, we hope you W|ll
tell + 2 Commerce Department of your experience <o that we can keep the

bl.smess community up-to-date on plain English.
LEE L. GRAY

Director of Consumer Affairs

.

March 1984



SECTIONA

Seven Corporations:
Seven Approaches
to Plain English




Introduction

_ These seven s'uanes show ﬁow pIa|n Enghsh has wcrked dunng
tﬁe ‘past decade for a bank, an oil company, two retail ehams,
two pharmaceutncal fnrms, and a warrantor of new homes. It’s
noteworthy that each turned to plain English for a different reason.

_ Compare the two companres that preduced srmphﬂed legal
documents: Citibank acted voluntarily when it changed its
promissorv note for consumer customers. But when the
Home Owners Warranty Corporation srmplrfled its insured warranty
for home buyers, it was resporiding to a mandate in the
Magnuson-Moss Act passed by Congress in 1975. More
recently, State pliain English laws have placed s:mplnfrcatlon

requrrements on many companies. This trend started in New York
in 1578, as noted in the Citibank case study.

~ Still other reasons motnvatea the four companles that developed
reaamg ievel as a basic requrrement when it first planned its
booklets to help consumers make buying decisions. Pfizer began
its magazine for a coll=ge-level audience, but later moved to an
eighth-grade level as crrculatron increased and the audience
broadened. Roche Laboratories’ first target audience was the
elderly patlent p!am En ush was so effectlve that it was also

plain Engllsh an essential rngredlent in its campargn to |mprove
corporate image by giving consumers useful facts about car

maintenance.

The seventh company, Target Stores, turned to plam Enghsh

srgns s for customers in its self-service stores; to give information
about merchandise.

~ Each corporation managed its project differently, too. The
case studies spell out varied agproaches to assigning
responsibility; gathering data, using in-house talent or
consultants, and testing materials.




CASE #1

In 1973 Embank voluntanly chese to write a consumer Ioan B
agreement in everyday language: Behind this pioneering decision

were: a concerned chairman; business goals; and attention to
consumer needs.

Background

__Historically, if a bank needed a promissory note for consumers, as opposed to

corporate clients; its lawyers would draft a traditional promissory note. No
particular distinction was made between John Smith borrowing for a summer
vacation and Standard Oil borrowing to build a refinery. The promissory notes

that consumers sxgned tended, therefore, to be long, dense, and complex; they
gave “full protection” to the lender.

_ But in 1973, Citibank decided that it needed a promlssory note for consumers,

a note written in everyday language.any individual borrower could understand.

Writing a consumer loan agreement-in consumer language was radical. There
were no models_to follow. When Citibank took this step, officials in every

division—from senior management through lawyers, marketing executives, data
collectors—had to be convinced that their legitimate needs wouldn’t be sacri-
ficed. Why did Citibank impose this difficult assignment on itself?

10 :




Citibank and consumer custor

mers

At Cmbank a committee had been establrshed in 1970 to analyze consumer-
related problems. The committee was appointed by Walter Wriston; chairman of
the board of Cltlcorp, Cltlbank § parent corporation. erston had been con-

Their charge: to recommend how Citibank could pecome a better corporate
citizen of New York City.
The committee soon. decrded to focus on problems concermng the bank s

consumer customers. One of its major recommendations focused on the need to
change the bank’s process for collecting consumer debts. Behind this recom-

mendation. lay the committee’s discovery that;, in order to collect payments on

consumer loans, the bank relied heavily on suits against consumers. Citibank was,
in fact, the third largest suer of consumers in New York City—following only the

plione company and Con Edison:

Writing a simple, clear promissory note for consumers became a top pr:onty in
the drive to change the consumer debt collection process. The need was obvious.

Consumers had great difficulty understanding their responsibilities as borrow-
ers, as laid out in the traditional loan form. Moreover, lawyers and judges who
handled these cases in small claims cour: were also intimidated by the language

of the ncte. And even Citibank’s own lending officers admitted that they found
some clauses incomprehensible.

§iﬁi§iﬁﬁng the ii’roimsso’ry note
When the commlttee decrded in November 1973 to srmpllfy the promissory

note for consumers, the action was purely voluntary. No law required that the
document be changed. Nor was simplification needed to maintain a competitive

position.
How should a document be srmpllfled? There were no models to follow As the

three compo-\ents substance, language, and desngn

SuBstance. The prmcrpal reason the orlglnal promlssory note was so long-was

that it covered several types of loan transactions and thus had to give the lender a
wide variety of legal remedies if problems developed with the borrower. Many

provisions were instantly identified as having little value in the typical low-

balance consumer loan for which the form was principally used. These either
arose so rarely or ‘added so little real benefit that, while theoretically useful, they
could reasonably be deleted. Ultimately; selected deletions reduced the note to
something like a third of its original size. There were no written criteria concern-
ing what to delete: Each issue was negotiated separately.

There were difficulties in determining what could be deleted and what must
remain. Decisions required a prolonged series of discussions among lawyers and
business managers. How often did situations actually arise along the lines that
were envisioned by the lawyers? When had a legal “protection” last been relied
upon? If a provision were eliminated, might another serve the same purpose?

Were all of the protections actually enforceable in law? Were they consistent

with the public image that Citibank wanted? And so on.

b | |
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. These questlons were not easy to resolve. A marketrng executwe, for example,
mjght happily agree that lines of “boilerplate” could be eliminated, while one
whose responsibility was to collect unpaid loans would not want to reIunqursh

every. rlght the bank had Slnce the bank d|d not keep records on every pomt;
ered various provisions to be potentlally rmportant even though they mrght
never have been used.

\ clear example was the so- called “evfents”of default " A borrower typrcally
defaults to a lender when he or she fails to pay. The lender. will; however, often
want to consider the obligation to be in default if certain other significant events

occur. The default provrsmns in the orlglnal promlssory note included this:

In the event of default in the payment of this or any other

Obligation or the performance or observance of any term or
convenant contained herein or in any note or other contract
or agreement evidencing or relating to any Obligation or any
Collateral on the Borrower’s part to be performed or observed;
or the undersrgned Borrower shall die; or. any of the under-

beneflt of creditors; or a pet|t|on shall be flled by or sgainst

any of the undersigned under any provision of the Bank-
ruptcy Act ‘or any money, securities or propertres of the
possess|on or under the control of the Bank shall be attached
ot become subject to. distraint proceedings or any order or

process of any court; or the bank shall deem itself to be
insecure...{then, the note shall be considered in default.)

Each of these “protections’’ had to be measured carefully agalnst the risks

inherent.in_the particular transaction for which the promissory note was designed: a
cash loan, usually in relatively low balances, to a consumer borrower. As a result
of this process, the- “events of default” in the simplified promissory note ulti-

mately appeared in thrs way:

I Il be in default:
. If 1 don’t pay an |nstaIlment on tlme, or
. If any other creditor tries by legal process to take any
money of mine in your possesion.

See lllustrations 1 and 2 on pages 8-10 for complete texts:

Language. The second step was to take the substantive provisions that should

remain in the simplified note and put them into language that the consumer

could understand. The absence of writing standards was, however, immediately
troubling: Was it purely a matter of aesthetics and taste, or could some objective

measure be used as a gurde? It was learned that OB]ECtIVE standards did exist.

To utrlrze this knowledge, Citibank retanned a communications consulti mg fnm
which had on its staff an_internationally known psvcholinguist, Rudolf Flesch.

Sentences quickly became shorter; passive constructions became active; nega-

tives became positives; and compound and complex sentences became simple.

12




: “Legal “ phra,eology was a contrnurng problem Lawyers - have adopted partlcular

forms of expression. Some were clearly matters of tradition and could easily be
d.spensed with. (Lawyers sometrmes prefer two words when one wrl! do Note

“evidencing or reIatrn to,“ " erformed or observed * all in the above ew(tract
18

from the old note.) However, many terms that are generally familiar to lawyers
presented special problems: Were they technical “terms of art,” necessary to
reach a particular result, or were they just writing traditions without well- defined
effects? Does a_note have to begrn with “for vaIue recerved?“ If there are two

combined efforts of psycholinguists, lawyers, and executrves, the problems were
resolved:

Design. It was not enough for the ultrmate document to be reduced in content
and srmpllfled in Ianguage A form that is not pIeasrng to the eye repels the

ke read however simple its content and Ianguage For this f purpose, there was a

science of design. Studies existed showing the most effective line length, dis-

tances between lines, type size and design, and margin formats; even different
colors had predrr‘table effects.

Ultrmately, the form was prrnted in bIack wrth green headrngs on buff paper

Margins were generally “justified”’ left and “ragged” right. The type was a serif
style- in a 10-point size. Almost no sections of all capital letters were used.
Headings were used and. color-contrasted to the paragraph text. The result was a

forin that told the observer that it was meant to be read:

In-house attitudes

) Now, in 1984 the Loncept that a consumer document should be written in

constrmer Ianguage has become respectable. In 1973;- it was felt that a massive

loan portfolic should not be put at risk under new and untested language. Soine
marketing people felt that consumers were not drawn to banks by the nature of
their forms and that the whole exercise was essentially. meanrngless Business
managers responsible for collecting debts decried the loss of any legal protec-
tion. Other participants saw no need for a new form at all. Many didn‘t care one
way or the other, Ultimately, it was the commitment of senior management to
the pioject that. brought it to fruition. There was a strong sense.in Citibank’s

upper echelons that the new note was “right.”” It had the image that the bank,

committed to consumer service, wanted to project. If consumers signed some-
thing, they should understand it. Citibank was ready to make this commitment.

Paycffs of the project
Crtlbank had cause to be pIeased wrth its achievement.

: The new promrssory note supported Citibank’s efforts to increase its market

share among New York consumers.
s Praise poured in from consumer advocates who had tradmonally been wary
of the largebanks.

. Senator William_ Proxmrre, Charrman of the Senate Bankmg Commlttee,
ctatad in the Congraccional Record (Februarv 3: 1975): ‘‘Mr. President; as one



who has never been shy of crltlcmng flnanual mstututnons when cntncnsm is

pl ogressnve |dea 777777

* In a joint expenment Citibank and Ralph Nader s staff worked together to
write a publication telling consumers how to use small claims court. Initially
distributed by Nader’s group; the booklet is now available through New
York’s small claims court.

s Within a tew years ot mtroducmg tl-e ""nphﬁed note and the new. collectlon

agamst consumers.

Today, the program to simplify the Ianguage of consumer documents is st|Il in
full swing._ Ail of Citibank’s consumer forms have been revised. Teams of lawyers
and managers throughout Citibank do the work of simplifying the documents,
with occasional heIp fromn consultants

_One. unexpected development in 1978 was. the mtroductlon and rap|d _paséage

in Albany of a statute, now called "ew York’s Plain Language Law, generally
requiring that consumer contracts-be written in understandable language. At
first, Citibank was not pleased with the law and went to some lengths to point out
that it had essentially been the absence of controlling legislation that had ena-
bled it to. pioneer the new form. The. law’s sponsor, however, felt that legal

compulsion was necessary to stimulate banks in general to adopt. the new approach:
While the Plain Language Law has worked well in New York and in the other states
with similar legislation;* the effort of the Commerce Department to encourage

widespread voluntary use of simple English is clearly the most agreeable way to
accomplish_the desired result. Thére are now models of snmple language in-many
different contexts; companies have ample evidence that they can achieve better
communication with their consumers through simpler language. Citibank has
improved its image and saved costs on consumer litigation by simplifying docu-
ments.

Materials ava:lable

s Citibank’s original promissory note

s Citibank's revised consumer promissory note

For sample copies and for further information, contact:
Carl Felsenfeld, Esq.
Vice President
Citibank, N.A.
399 Park Avenue
New York, NY 10043

* Since ¢ passage of the 1978 New York Iaw, similar Iaws have been passed in six other
States—Connecticut, Hawaii, Maine, Minnesota, New jersey, West V:rgmla
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TOYALOF PAYMENTS W ¢ (7}
- -FOR VALUE RECEIVED. the undersigned (jointly-snd severaity] hersry
-nm-ammn—v-«.n—vm|mmmtmo¢

{1 IN——_€OUAL CONBECUTIVE MONTHLY |muno¢ [}
lgucmo_mn FROM THE DATE THE LOAN IS MADE w~N______ EQuaL
OF S __EACH ON THE SAME DAY. OF EACH wmmuumsumum TEAN 46 DAVS FROM
THE DATE THE LOAN 1S MADE; OR-{-- -} N _ ~EQUAL-COMBECUTIVE BIREEKLY INSTALMENTS OF § - EACH, COM-
MENCING NOT EARLIER THAN 10 DAYS NOR unn THAW €5 DAYS FROM YHE DATE THE LOAN IS MADE. AND ON THE SAME DAY
OF EACH_SECOND WEEK THEREAFTER; OR () I E0UAL CONSECUTIVE SEMIAMONTHLY INSTALMENTSOFS
CACH, cmutncma NOT EARLIER THAN10 DAYE-NOR LATER THAN 45 OAYS FROM THE OATE THE LOAN 13 MADE, AND ON THE
TED AT THE RATE OF ¢ PER $1 ON ANY INSTALMENT
D UMPAID FOR & PERIOD | _OF 10 DAYE, PROVIOED (Al IF YMHE PROCEEDS TO THE
BORROWER ARE-$10.000 OR LESS_NO-SUCH-FINE-SHALL-EXCEED $8-AND THE AGGREGATE OF ALL SUCH FINES SHALL NOT EXCEED
THE LESSER OF 7% OF THE AMOUNT OF THIS NOTE OR S25. OR (B) IF THE STATED ASOVE 15 7.50% OR
¥ AND NO SUCH FINE SHALL EXCEED §26 AND THE AGOREGATE OF ALL
AND SUCH EINE{S) SHALL BE DEEMED LIOUIDATED DAM-

_ [ ] ) (TOTAL OF PAYMENTS)
e EACH-ON-THE-SAME DAY-OF-EACH MONTH, COM-

CONSECUTIVE WEEKLY INSTALMENTS

AND DATE LOAW MADE |

ATTORNEY'S FEE EQUAL-TO 15% OF THE
THE ACCEPTANCE BY THE BANK OF ANY PAYMENT(E! EVEN If MARKED PAYMENT IN FULL OR SIMILAR WORDING. OR IF MADE AFT!I ANY
DEFAULT HEREUNDER. SHALL NOT OPERATE TO EXTEND THE TIME OF PAYMENT OF OR TO WAIVE ANY AMOUNT(S) THEN REMAINING

UNPAID OR CONSTITUTE A WAIVER OF ANY- RIGHTS-OF THE SANK HEREUNDER—————— — ———— - ——-—— — —-
“-7 1IN THE_EVENT THIS NOTE T5 PREPAID IN FULL OR REFINANCED, THE A REFUND OF THE UNEARNED
PORYION. OF_THE_ PREPAID ggmw A:mnmncz mlﬂt{“ T (THE “3UM OF THE DIGITS” METHOD).
PROVIDED THAT-THE BANK MAY RETAIN-A-MINIMUM FINANCE CHARGE OF $10, WHETHER O NOT EARNED, ANO, EXCEPT-IN THE CASE OF A
REFINANCING, NO REFUND EHALL BE MADE 1F IT AMOUNTS TO LESS THAN $1.IN Al OR

BOR SHALL AECEIVE A REFUND OF THE CHARGE, IE ANY. FOR GROUP CREDIT LIEE INEURANCE INCLUDED IN THE LOAN | EDUAL
ToTHE O PAYABLE BY THE-HOLDER

-UNEARNED-PORTION-OF -Tht PREMIUM-PAID
THE RULE OF 78), PROVIDED THAT N0 REFUND SHALL BE MADE - -
AS_COLLATERAL SECURITY. THE _PAYMENT OF THE INDERTEONESS ﬁjﬂ mmn!n R!!ﬂﬂ

ED, UNOER ANY PRESENT OR FUTURE NOTE-OR CONTRACT OA-AGREEMENT-WITH THE BANK {ALL

KUCH INDESTEDNESS AND. Lu-unm&u!lgmnmumygu CALLED THE “OBLIGATIONS ), THE BANK SHALL NAVE, AND 1S
NEREBY-GRANTED, A SECURITY_INTEREST AND/OR RIGHT-OF SET-OFF iN. ) TO-(a) ALL MOMIES, SECUR SECURITIER AND OTHER PROPERTY. OF
THE UNDERSIGNED NOW OR HEREAFTER umrmmo&mn&m -COMING-—TO-THE POSSESSION-OR UNDER THE

MWIED. MATURED OR UNMATUR|

mm QF THE RANK, WHETHER HELD FOR SAPEKEEPING, COLLECTION, TRAMSMISSION OR OT) OR AS N. INCLUDING
| AND_ANY. CLAIMSE OF THE UNOERSIGNED AGAINET THE BAMK, WHE THER NOW ¢ &n.n:umna EXISTING,

AND ALL
WM*N! OLLOWMING DESCRIGED PERSONAL-PROPERTY-(ALL SUCH MONIES, SECUR:TIES, CLAIME AND PERSONAL
ERTY BEING HEREINAFTER COLLECTIVELY CALLED THE “COLLATERAL™E: ~(~ ) Motor Vanisls™ () Best— (* YSessks, () Sonds; ) Saving,

$ZE CUSTOMEN'S -COPY-OF SECURITY AGREEMENT(S) OR COLLATERAL RECEIFTIE) RELATIVE TO_THIS LOAN FOR FULL DESCRIPTION.
_IF THIS NOTE 1S SECURED BY A MOTOR VEHICLE, BOAY OR uacum PROPERTY INSURANCE ON THE COLLATERAL (S REOUIRED,
OUGH

m AS FURTHER SECURITY FOR THE PAYMENT OF THIS

CATERAL
£, THE BANK HAS TAKEN AN ASSIGNMENT OF 10% OF THE 'S WAGES 1N WITH THE WAGE
ASSIGNMENT ATTACHMED TO THIS NOTE.. _ __ T .
hlbcmlddewlhtkuymdlh-wuymh«‘“ umr olmlmwmmumnmnummv

nate oe pter. contract of agrecawent Cvidencing oc_relating o any Obligation or any Coll Onunmln the Botrower’s part_10” be performed or obscrved, or the
undersigned shall die; or any of the underiigned become insolvent or ke an smignment for the benefic .ol crediton; ox & petition shall be fil*d by or
against any of the under any ion of the B Act; ar any moncy, securities or property of the undcriigned now or herealter on deposit with
orin wm«mmmmdmmw be atached of become subject 1o distiniat proceedings or any ordér of prooe of any court; or the Bank
shll deem bndl 10 be insecure, then and in any such-cvent, the-Bank shall have the right (at sta option), without demand or nouce of any kind, to declare all or any
to bc immediately due and paysbic, whereupon such Obligstions shall become-and be —admdy due and paysbic -and the: Bank shall bave

part of the

the_1ight 1o exerciee_ all the rights and remedecs available £0 a secured perty upon delauit under the Uniform Commere the “Code™) ir effect in New York
at the time, and tach other rights and remedics as may-otherwise be peovided by law. Each of the underiigned agrves {for | of the “Code™} that written potice
of any proposed sale of; or of the Bank's election to retain, amnwmuumwm(mhmhywwdmumw
for such purpose) by first clacs -il._ml!pgﬁd 81 the address of the 4 Borrower indicated below th Wj;-he-lmrmtonaukwm
hall be deermed dies of the Banh are camulative and may be cxerch 1 amy provnimon

dmmmm-ﬁm-ymmmm.mmmmx -.muwmmin«cdplmﬂqnyw the provisions of -n:h
] receipt shall

2 mn;mm any_contract Of other agreemen cvidencing or reiating o MY Obligation or any Collawcral may be amended
and any Colteral dealt-with i with any velative- all the Usbility
M:yrﬂywj(mgrmrmmd anmyMWummwmwlnwmn)-MmM-‘
any_of the undenigned may be advene parties, the Rank an . * such underugacd hereby waives thels respective right to demand trial by jury and, sdditionally,

ives his righ L any nature ordescription which he may | _ageinet the Bank. In

ined in 8 X _ mailed, repaid xmsonally deliveved to the Persona x De
Mb Iois- sigrature | mmmw«mpmum“dw
hm:du-n&—abruw.ﬂenmwamwwm«mwmum.«mmm-ﬂm-ﬂuummh

accordance with the laws of the State of New York. ~
Each of the undersigned_hercby_authorizes the Bank 10 date thia note as of the day the loan cvidenord hereby s made, to corect patent erron herein end,

éicoﬂhﬂ.wummmo‘mwmm«u&nwhmimmw:nﬂhlouymw

RECEIPT OF A COPY OF THIS NOTE, APPROPRIATELY FILLED IN, IS HERESY ACKNOWLEDGED BY THE BOR| ER
o FULL BHONATURE COMPLETS ADDRESSES
somnowEn
I AND R -
ROWER AS - =
Conianen
CO-MaREn

comaREn

ASSIGNMENY OF WAGES, SA[[IY CONNISSIONS OR OTNER d)MPBiSA'ﬂON FOR SERVICES

- _Thua_Assgnment 1 egecuted as security for, of &1 & manner of method ol repayaent o' moncy advanced hy » bank, truat company o credit unjon dm
business in New Vu

- FIRST-N, AL CITY. WK - AS ASHGNEE
e lo:.l‘: :li:l:;(lol’lﬂ'ulh' R e e e = .
"tf‘ YORM, wEw YORN toot Dute
___1, the undemigned, being the lqgrm-ﬂ lnduuud on me promissory note -»dn appears sbove, in consideration of your making the loasi evidenced by sad
mu,dn hgnhymm 10 you, s collateral security for the payment of the indebtednets evidenced thereby, anv and all monies which may hereatter become due of
a8_salary, wager, commisians or other compensation for services from any peesent of future employer 9] minc ('m\mrd;m‘m_u my_“Employer”),
to-the- ﬂmm ohn-mwm:qulm 10%, thereof, computed at the time when such salary, wagel(s}, mﬁ {are) payahle, and you
are bercby authonized-to apply Lhe same, 86-and when-received hwyw to the llul'm of all nnd- Mudm- - M M bt due and owing by the underigned
on sccount of said note Wil all such indebtedness shat) be fully e
1 hereby suthorize my Eaaployn to give_full force nnd e"eu hereto, he being hereby released lnd dhdumd from any and all Liability to me for of on
sccount of sny und all monies which may be paid you |
1 hereby scknowledge receipt of & copy hereol.

ASSGMBIY OF WAGES, SALARY, MSSIONS
OR OTHER COMPENSATION FOR SERVI

THIS IS

SIGN FULL NANE

IMONATURE OF COMPLETE NWAME OF ASMONOR)
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(back}

pulnrv u.ufd 10 the Bank Ly The Prudential Insuran
if elfected on the le of the Borower, will be elfective frum the Hate of <ad Noic untd the Nuie i ¢ pasd. e ad
ot extingurh the
Bank for whu b the
lile of the Barmower may have been insured undrr aaid group hl'r inaurance_pulicy, the proceed. sof winch insurancy shall be jasd to the Hank
for applicatson to the dmcharge of such indeblednews. If an identifiable charge 1 L be made t the Borruwer for such insurance, the amuunt
thereof - will be st furth atdtem {6) of the Note-an the revere side bereol M any <uch in~uraacr forwhich an uleablfiable charge b been made
19 _the Bustuaer is devlined by the insurer of atheswise dors not become cllecpiv B ven immediace notice therew ! ~ud any
such charge pail Ly the HBuruwer will be promptly reflunded. The Borrower will receive o s cortifn ate of wurance eclabive 10 any nevrance
cllected on hw bifc within 30 days of the date of the Note.

under a group bie
New-Jeney. Such meurane
y_Acrmunates, vr the final matunty date of the Nute, whichever fint occurs, in an antinnt necowary (o redu

BOSROMI® 10 911G 17 (HINTIZIARLE CMARGE 1S MaDE

THE APPLICATION FOR CREDIT EVIDENCED BY THE NOTE ON THE REVERSE SIDE OF THIS FORM HAS BEEN

D WITHDRAWN — THE ACCOMODATION REQUEST-ED CANNGT-BE GRANTED AT.THIS TIME EXCEPT.ON
THE TERMS OR CONDITIONS OFFERED TO YOU. THIS DECISION WAS BASED IN PART:

[C] OECLINED - 1HE DECISION NDT 7O GRANT THE ACCOMODATION REQUESTED AT THIS TIME waS
BASED IN PART:

conraman Taront rave tee cosvens
werearies -.-.-dol u‘vn . ow.

eaaruer barz

SUMMARY OF CERTAIN SECTIONS OF ARTICLE 3-A OF THE PERSONAL PROPERTY LAW OF THE STATE OF NEW YORK:
§;6<.Ag : olzmp; Mbc 7ml-tpanlc\vmlenimlmm;.uﬁlnl;‘;;;l;\;mllbowwﬂmﬂ;ﬂ«dl;ﬂhc
signature of the aeagnof, must_be described in 8t least 10 point bold type, as an assignment ol m‘l'ﬂ(.llmltmman.nmth-ul

the_ msignee. md,.mlujeum.nnmmmmnﬂ;;uxlsﬂ&gh& pecifically and he tranaaction to which it relates, the amoun
OLN—-MKGMMI place at whach ynrnu are to be m.dc and that if secures only the transacoon ar seriey of transsctions

§46<c a m:uukw; nx\u:d by_the muignor and s copy of it, and of mLpugerxhd shereto, Logether with a copy of any pepen
the assignor in lh(. *l’vﬂ'd lnlhtmb(l the same s fed with
the employer. — - - - -

§ 461 a Exceptas | Mw Ariicie 9 of_the New York-Ranking Law._the charges. made by the ssignec must 1ot exceed s greater sum than per annum on
the amount-of- IM loan o advance, 2zept 28 pmmmdby S«m 5-53} of-the General Oblgations Law of New Yark.
§40 o Before.an. Amignment {excepi_samgnmes rv ot money_actually advanced 10 or a1 the. nquen ol the mnu by any bank. trust company
or credit- union-doing-businew in the-State ol ‘New Vori}ﬁhallbt«likd»v»& anemployer. . . —
{a) lhc m sy be ar-least 21 daysin default on-s payment, and after such default-the assighee mus have mailed to mcpw—bvcmfndnul
d, & copy of the and any attached papers with 8 writien notice that, unless the amount v default shall be paad
nu\m!ouy-hv-dudnuolmcmm the Assignment will be served on the assignor't employer, and advising assumor of his right to 8 heanng
the validity of the nt_(pursuant ms;laklewML defenae to the underlying debt
() nl the sssignor notifies the assignee of a defense, the assignee cannot file the Assignment untdl it obtains 8 court orde: R

{e) u-,c,,-mummimumw must instruct him o bring the notice with bim and have any payment endorsed thereon and, if 8 payment is s0
endorsed, oe if_the ssssgnor re 2 -rmen n(ﬂpl relerring nt cannot be scrved on the enp‘ova until subsequent

. default —
{d) il the notice i retumed undelhmd it may lhcn bc.mml thcuncu » summons ot nukd mmembycmrwdmnl mumm:npt
requested, where he works. .

E4l<c » wnhlhc unp&ooolmovdn-ucbyrlmﬂyxmnmmn i h m vmv
commence s apecisl ceding to vacate the Asssgnment in the county where asignet or ansignor nudu at where the Au‘mum is filed. The court
may consider any deferse to the Assignment and underlying debt, with burden of proofl on each to be on the Assignee, and may grant appropnate intenm

- toticl, If vacated by a jsdgraent ‘lmybcwntmcd mducwmy:kw - - el . I

§ 482 o Na amount is deductibie from the *s future earmungs until st least 10 dnyn have ehwd after » true and auth copy of the

tofether with an iemnized staremen of the amount then due the agaigrce, has been fied with the ﬂllployﬂ and, if the ~sngnment relates to indebtednen

of Jess than $1,000: (2} the smount collectible in_sny month can be not mare_than 1 0% ol the m»gg.s ‘s earnin® in th ¢ month: {b] 1 u subordinate to

any pnoe msignment, income execution or order under Section 3226 of the Civil Practice Law and Rules of New York,

Na amount is drductible from the asugnor's future eamings uniess the same exceed. $83 per week.

Unemployment by the amignor st the time of or subscquent o the Assignment does nol prevent me Ampm:m lvom b«unmg elkum I.m.
Banks, Truit Companies and (redit Unions doing busmess in the state of New York are not required (o file tuch an Assignment with any public offxe
oe officer.

§ 480
§ 48
§49




IIIustratlon 2: Rev:sed

Consumer Premissory Note

ERIC

Aruitoxt provided by Eic:

First National City Bauk

Couasariver Loan Note Date T

(In lhn nmc lhc w{nrds I me. mme and my mean each and all of those who signed it. The words you, your

and yours mean First National City Bank )

'i‘u-ld Torepay my loan, lprnmlsc to p.ny yuu Dollars
Repay [} ). ['ll pay thiy sum at one_ n( your bramhcs m______ _uninterrupted____
installmentsof $_________cach. Payments will be due . sturting
from the date the loan is made
Here's the breakdown of my paymcnl\
1. Amnum of the Loan 5
2. Propeny Insurance Premium  §
3. Filing Fee for_
Security Interest _ S .
4. Amount Financed (142+ 3) $
5. Finance Charge s _
6. Total of Paymcnls (4+ S) $
Annusl Percentage & e %
h;;‘a; Evcn lhnugh I needn't pny morc than the ﬁ;cd lnslallmcnls 1 have the nghl to p;cpny he whole outstanding

l[r!go_grrli[lhls loan is refinanced— taced by a new note—
you will rc[und the uncarned finance charge, figured by the rule of 78—a commonly used formula for figuring

rebates on installinent loans. However, you can charge a minimum ficance l:hrge of $10.

overdue mslallmcnl bu] no mgrpjhgn $5. Howt ,C’,‘,hc,sum total of late chargcs on all instaliments can’t be
more thap 2 of the total of paymcnls or $25, whichever isless.

Secarity To protect you 1[ I dc[aull on lhls orany ther debt to you 1 g v
inmy. O Motor Vchicle and/or____ -
for a full description of this pro[?‘erly)l o Slocks Q Bonds O Savmgs Acuounl (morc fully dcscnbcd in the
teceipt you gave me today) and any account or other property of mine coming into your possession.

Inswrawce | understand I most maintain proper!y insurance on lhcprqpcny covcrcd by lhc Scmunly Agrccmcm forits
full msurdhlc value: but I can buy this insurance through a person of my own choosing.

Delsult I'llbein dc[aull

1. il don't pay an.| mslalﬂ'ncnl on tirme; or e

2. If any other creditor fries by Icgal proccss to (akc any moncy of mine in your possession.
You can then demand immediate pay l'of ih: balance of lhls note, minus.the pano[ the finance thlrge -
which hasn't been earned figared By the rule of 78. You will also have other legal rights, for instance, the right
to repossess. sl and apply security to the payimients under this note and any other debts | may then owe you.

Trregular Payments  You can accep! iate paynients of partial payments, cven lhuugh Fiarked " “payment i foll"; without losing
any of your rights under this note.
Delay in Exforcement  You can delay enforc.ng any of your rights under this note without losing them.

Collection Costs l[l m in dcfnull undcr lhns nolc and you dcmand full pnymcm 1 agrec to pay you interest on the unpaid
balance at the rate of l% per monlh after an allowance for the uncarned finsnce charge. 1L you-have.to sue
me. I also agrec t ln pay your allnrncy s fees cqual to 15% of the ainoun* due, and court costs. But if I défend
and the court decides T am right. T understand that you will pay my rea:onable attormiey's fees and the
court costs.

Comakers 1f I m \lgmng lhl nolc as arco" kcr l agrcc lobc tqually rcsponsnblc with the horrower. Youdon't have to
notify me that this nowe hasn't bccn panq Ynu can change the terms of payment and release any security
without notifying or rclcasmg 1ne from responsibility on this note.

Copy W The borrower acknowlcdgcs rcccipl of a compiciciy filled-in copy of this note.
Signatures Addresses
Borrower: — —_
Comaker: _— "—
Comker:
Comaker:
HotLise I sonicthing shouid happen and you can't pay on timé, pléasé call s immiediately at (212) 559-3061.

Personal Finance Department
First National ( ity Bank

PBR 668 Rev. 1/73
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CASE #2

jCPenney S Consumer

Researcﬁ sﬁowed consumers want more product mformatlon,
but question the objectivity of information provided by business.
The Consumer Information Guides were developed to heip provide
that information and reinforce the credibility of the company.

Background

 In the mid-1970s, several public opinion polls* showed that consumers felt
business should provide more information about products and services. Con-

sumers felt that Getter information would help them to be better shoppers—and
to make more informed buying decisions.

These poII results confirmed ]CPenney s own efforts to |dent|fy consumers’
concerns in the marketplace. JEPennc /s Consumer Affairs Department is con-
stantly involved in research on the changing attitudes of consumers. The Compa-
ny conducts focus groups across the country to discuss various products, usually
recruiting participants in the stores and holding group sessions at a store or a
market research firm.

During focus-group discussions. in the '70s, customers were saying they found

it more difficult to make choices and get good value for the dollar because:
s Technological change meant that they couldn’t depend on past experience.
* Stores (all stores) have less sales help and the help they have are less informed

than in the past.
*They were susplmous of advertlsmg and wanted objective information to

* Sentry Harns, Consumerism at the Crossroads, 1977; Yankeélovich, Skelly and
White, Inc., Corporate Priorities, 1978.
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To answer the need that consumers expressed for product information at the
point-of- purchase, the Consumer Affairs Department proposed a series of book-
lets designed specifically to help consumers make buying decisions. Booklets
were recommended because:

s Consumiers are familiar with booklets and readily accept them.

* Booklets are reIatrver |nexpens|ve to develop and distribute.

+ Booklets can be made available in a wvariety of ways to retail and catalog

customers as well as to community groups:.

*» The format can be adapted to a wide variety of merchandise.

Determining an effective means of ’ceiimiﬁiiieaiien
JCPenney’s Consumer Affairs staff met wrth experts in information/communi-

cation theory to establish criteria for the content and format of the booklets and
for distributing them. The consultants recommended:

*» Make the booklets available v hen consumers are makrng buyrng decrsrons—

both at point-of-purchase and earlier, when they are shopping around fcr

the purchase.
+ Make sure the information is accurate, balanced, and non- promotronal to

overcome consumers’ suspicion of information provided by brisiness.

sKeep the information concise. Focus only on information that consumers
need to make a buying decision.

. Identrfy and answer consumers’ specrfrc questions. They are unwrllrng to read
information that they consider irrelevant.

+ Use a step-by-step approach. Many consumers are not used to making deci-
sions systematically and need guidance.

* Organize the information to make it easy to f|nd specrfrc p|eces of informa-
t|on Use IIIustratrons, Iarge headl|nes, charts, etc to mrnrmrze readrng time.

consumers, 5ut not too eIementary for the hrghly educated consumer.

Using the consultants’ recommendations, the Consumer Affairs staff devel-
oped the concept of Consumer Information Guides. Each guide gives how-to-
buy information for a specific category of merchandise. The information in the
Guides is generic and non-promotional. The Guides do not refer to brand names
or give brand or product ratings.

~ The Guides focus on the buying process and use a step-by-step approach to
hé|p consumers:

s Define their own wants and needs in rélation to the product

. Understand what the various features and options can (and cannot) do.

« Organize their shopping.
« Select the model or item that best fits their needs.

19



Developing a format for the Guides

The Consumer Affairs Department worked with an art designer to develop a
format that:

* Met the cntena for effe"t ve commumcatlon that the consultants recommended

« Could be printed inexpensively and distributed easnly in a variety of ways:
s Could be applied to a wide range of subjects, but would establish the booklets
visually as belonging to series.
The Guides are in a 4 x 9 inch format, prmted in black and one other color, and
are illustrated with line art. They range from 6 to 28 pages, depending on the
complexity of the sub]ect

As the first Guides were drafted, it became clear that the text and art desngn
had to be thought of as a unit: The way the information was presented was as

Nlustratica 1

Manulcnpt

Title: poslticnod to
be-visible-in liter- -

ature holders used at
point-of-purchase

Art: -

« Signals generic -
rather than brand-
specific information

* Adaptable for variety
of merchandise
categories

A TYPICAL CONSUMER INFORMATION GUIDE
How format, manuscript, and art each
contribute to etfective conymunication.

9''x4” size

¢ Eggke} size for conven-
ience of reader

s Fits busmess—suze
envelope for easy
mailing

* Fits standard liter-
ature holders

To minimize printing

costs: )

. 2-color format

standard stock
* No bleeds, dle cuts

or other special
process

A Gonsumer lnformatlon Gulde
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Hlustration 1 (contmued)

Exercising is “in" today . . tor mDiEular strength
phesical fitness and genéral weli-being. Bicycling:
using either a rggylar or stationai y cycle. 1s one of
the best exer s for getting in shape, building
d ovzrall welt.beging. Fitnass
g T relaxed yel energetic, having
better digestion. requiring less sleep. and having
& new vitality.

? phys
t}vo pluul coqvenicnco in glorcusmg lny time
day or night. regardiess of weather; and ihe abliity

to use the resistance control on the cycle to regu-

iate your exercise program precisely.

Before you rea

expou to use the cycle. Will it be part o! a fitness

program or used only occasionally to supplement
othor exercise? Will it be used tor wcrking off ten-
ot {or tirming and improving coitour of ieg

muscies?

Use this guide:

.15 ;Uagi:" ine ¢ Qu(ﬂl g otine syt

o 10 docide wireh fealures VoL wan:

« 1o choose the nght madelang sice tor
your comfor

Fitness & Cycling
Cyecling to incrgau your pulse r:ato o

P R P R I U

Planning an erercise program

et e ey

Strength & cyching

T

Calories & Cycling

Manuscript: - Art:
Organized in order Art is used. 19,99‘1
consumers make

or reinforce written

decisicns information, not_
« Defines buying just serve a deco-
problems rative function

« Identifies buying
decisicns covered

in Guide
» Helps consumer -
determine what to
expect or product
« Provides infor-
mation on quality,
sufety, efC.

Format:
Large and minor
headlines outline
contents so
readers can
easily find
information they
want

BEST COPY AVAILABLE




llliiiti'anon 1 (contmued)

Exercise Cycles

How they M o

Exercive cycles are one wheeled statonary b-cyctes that
are pedaled ke a Teguiat GUITOO rotng bicycle The
energy L 1akes 10.penal-2 1olling bie-gepends on the
2€at syslem ang the surtace on which you are naing_
bty or flat_SMOOIN._ Grass cavered i i road- An ex
ercise Cycle uses an acjustabee tens:on or resstance
Mmechansm 1o make bedakng more GMCult and Gve
¥OU 3 GOOA workout

SomMme cyCles have Nandiebars.that Can be.used.nne.
$are way as a rowing machine Pufing the nangdiebars
3Qans! resis1ance Nelps exercise ang fone arm and
shouder muscies- The cycing and rowing achons can
be used enner sepatately or al he same ime Angther
fyDe O!.CvCie has sPal and.nandiebats Ik ! move auto
matcally as yOu cyCle This type 0! (o, * May heip

you toirmber uD but it doesn! 1one or buld Up the arm

Sﬁeuld You Cycle?

I you have a known medical condiicn. suspect you
might have a health problem of have Not beer exet -
€151ng_have a Nealth checkup betore you starl I ydu.
are over age 35 or more than 20 pounds heavier than
yOu should be_ orif More than One blcod relative has
had hearttrouble belore age 60 st alsn makes sense
fo'get ciearance 0™ yout physician before bedinning
IyOu are tariy acve- under age 35 anaheatiny you
canmdevelop your own exerc) nse program from the
Quidelines Gu

Stop Cycling If:

—You get chest pains or pressure
—You becon e aizzy
—Yougdevelog abnormal heart thythm
Suddenty very 1w or very rapid
Suadeniy irreguiar
And be sure 10 CONSUN 3 DR ysi01an belare resuming
YOur exercife program

Sent
At corec! veat
T knen has

Crech Lo .
acerptate Aome -
.hen pegang

lever

Look fo:-pedats -
wide #RoUgh 10 B
teet Foor shaps
prevent shuping

9:"g Clothes
CyCle with guads

h-«:nrcycb- v-yhpﬂe lmmhnlml‘wlo
3400, with 0. oval-

about

-,b!-,m usein mw
the cycie. M—WMbmmm

sonmors,
devices. wic. 88 you Choose § model.

Features of Exercise Cycles

Nundlmu

Worm g v ange

Cr-angesprensute onw!
fLmake DRAAlng hargeror
Fawer Adists amount of
A3 YOu IO

&0 ad
reustance ieves while seated
oncyCle LOok for 3 wide
range o resstancelevess

4 5maLOker Gown

Leasterpensive-Does not—-

Oroni, o0 b
hee to Change QveMOst ACcurdle ‘esstance
revens
PR SUMP A DCyCIe beane More rehabee than pressure
' Dt dgant wheed whee! Pags may newd -
- Ccasonaity
Heogae g e T nraeas o asiran arouna More renabie and dueabwe
At AQLSIR Y hange than caiper type Aliows.
S ANCR e ments (o a Great range
Stanceieuels
[T Q8 BATS ATWSHO Pu Most espensive but grves
DIPCSLIE AN whee: MOST ' eLADIC resiSIance ievens.
Liseq a'h 4000 whee
S Dy
Wark/resistance LA eve Ol esstance MPORANON GAUGING BmOunt
monhot _ - — o' erercise

ALern s, 5 =gty a1-0nS 00 Con
O IG B O St Sdmn
Post v pach ime

Pacs. e

& guide orvy Clr\ ose
SCCutaly a7 ‘eusiance device
wedrs

Altudly Medsyreyine
AMQUNY O wark beiny
39ne 1C MOve whews

A ve e

More-accurdte ana more
erpensve

QIO esercise.
mng e of count
e OO DRE e

Chacs 1o eBsy 1ea0ng. -
Count oown imer-shoulc nave
easy 10-hear SpAa-— ——

coally at top et
peaa’ stroke
Saiid reavy
Whee s aoe nuatly
smoothest

Buin nlc nanciebars or worn
N body Sorme have aread
Quigewce Indl Shows nuise

Canpetutt nocycieor
DOUGNT Separatery. Chack for
easy 183aCingG whie CyCyng

ielps Jauge proaing pace
AngaAme LNt ot peprLise

ERIC
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iéiﬁiiiéiipt:
s Information on afety.
mainteriance, storage
etc. are included when
they influence the

buying decision
. lnforrrmation may be

provided in paragraph

incorporated

form

into illustrations,

charts; etc

Art:

lilustration helps
reader visualize
product and the
points bei.ig made in
manuscript

Shows product belng

used correctly to

reinforce health/
safety information

22

Format:
« Chart organizes and
simplifies presentation

of information

« llustration with

callouts provides short
functional definitions of

features; options, and/
or quality points

BEST COPY AVAILABLE




lliustration 1 (continued) [
BeforeYou Shop

o teeaon g e

Important festures tor mode! | want:

TIPS N

A e oSt gy o e

A

Check: Yes No

<1983, C }cm?i’ oy Compny I JCP PRS0 } 100 Decx
Conumen Aftgery- - 8535 g
Corgumer intormaton Servore

Manuscript: Format: - -

Shopping checkiist « Checklist encourages

« Organized as consumer review of information .
would make decisions and systematic approach
o to decisions

« Summarizes information S
in Guide * Positioned on back
S IoooIinio r a8y us

« Copyright at bottom cover for easy use
identifies sources of
information

o L 23 BEST COPY AVAILABLL

\) 16 . ! . .

ERIC

Aruitoxt provided by Eic:



worked well together, these questlons were asked )
s Is this information needed to help the reader make a buying ocmsron?

« Does the way_the_booklet is orgamzed lead the consumer Ioglcally through
the steps of the decisionmaking process?
» Does the page invite reading with clear headlines, short paragraphs, charts,
_and meaningful |!Iustrat|ons?
lllustration 1 on pages 13-16 shows the entire text of a typlcal Consumer
information Guide: The boxed notes describe how the format and the art blend
good design with the easy-to-read text of the manuscript.

Assuring that the Guides are accurate and useful
- Since consumers question the credibility of information provided by business,
it has been essential that the information in the Guides be iéthﬁitél|y accurate.

But, beyond that, the information must give a balanced, candid presentation of
the choices that gointo makmg a purchase. To do this, the Consumer Affairs staff:

« Uses research to ;ldenjrfy the major;problems/cqncerns that consumers have
in making a selection. This includes discussions with:

— Consumers who have recently made a purchase or are considering one, to
find out their interests and concerns. This can be done either as part of
focus-group discussions or informally, by gathering information from dis-
cussions that JCPenney’s staff have with consumers at the stores.

— Sales associates, merchandise buyers, and service staff to identify common
problems and questions.

— Independent experts who regularly answer consumer guestions, to get a
béttéi’ Uﬁdérstahdihg bf thé Cbthﬁiér’s |éVé| df kﬁb\ivlédgé Thesb é)iperts aré

with a specnflc manufacturer.
s Assigns the booklets to freelance writers who understand the role of the
Guldes and are knowledgeable about the merchai'idise tétegéry

wide range of sources, mcludmg the manufacturers, government agencres,
independent research labs, JCPenney test labs, and popular and technical

magazines.

s Edits the information to address specnflc concerns and questlons that con-

sumers have expressed

. €hecks the readmg IeveI usmg the Flesch readmg ease test‘, to be certain it is
at a seventh to ninth-grade Ievel

-Asks several consumers who are interested in the merchandlse category to
read and cr|t|que the manuscrlpt This is done informally, to help fine-tune

* See Appendix 1:
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-Revnews the mar.uscrlpts wuth mdependent experts in the merchandlse cate-

gory as well as with technical experts in the JCPenney Merchandise Testing
Center; the buyer, and the Legal Department.

« Makes the final decision on what will be included in each booklet after
consulting with the marketing and merchandising staffs.

€urrent status of the program

_ The stores have dlstrlbuted more than flve mrlhon copies of Guides in the pc st
five years: In that time; JEPenney has developed 28 Guides for a wide range of
products —from audio components through wood-burning stoves. At present,
12 titles are available in the stores, and 12 more Guides are available thrcugh the
catalog. (See page 19 for all titles:)

The Gurdes are free to consumers and are d|str|butea in three ways

s At the point- -of-sale by the individual JCPenney stores that choose to pur-
chase the booklets.

» Through the catalog—consumers must send a stamped, self-addressed envelope
with their request.

. Through other aepartments in the Company wh|ch purchase copies to use as
giveaways for special promotions, on market tours, or through booklets-
worth-wrltrng -for columns.

The Consumer Affairs and Merchandlse Departments underwrlte the cost of
developlng and updating the Guides. The Company sells the Guides to stores at a

price that covers the printing costs. To. maintain economy of scale, JCPenney has
established a minimum print run of 100,000 copies. This keeps the unit cost low
enougn for the stores to budget comfortably. Stores have the option to decide
whether to buy the Guides and which titles they want. Stores base their decisions

partly on the categones of merchandise they carry.
The program is now managed on a part-time bas|s by a , member of the Con-
sumer Affairs staff.

Payoffs of the prolect

_ Thé Consumer lnformatlon Guide program has been judgea successful for a
number of reasons:

«In focus-group sessions; consumers’ comments are overwhelmmgly posm'
Consumers say that they find the information helpful, and they appreciate
the fact that JCPenney provides the Guides.

. Consumer groups and educators ourchase and use the Guides in their pro-

grams, giving credence to the Guides’ objectivity.

* Store_use oi ihe 6utdés continues iﬁ increase Store management says the
Guides are a valuahle adjunct to other. product information programs. Cur-
rently, over 700 stores use the Guides and are purchasing them at a rate of

o ts : ?i
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. Sales pe0ple lmil tﬁem useful at polnl-ol-sale In a survey of more !han 300
sales people
— 70 percent had seen a customer come back and make a purcﬁase after
having been given a Guide:
— 82 percent felt that the Guides helped give customers confidence to make
a purchase
= 92 percent said that they felt the Guides ﬁelpea them do & more effective
~ job:
. The Merchandise and Marketmg Departments recogmze the value ol the

Guides and the unique perspective of the Consumer Affairs Department in
preparing them. As a result of the success of the Guides, Consumer Affairs has

been asked to develop several other information programs.

Matenals avallable

. These mles are avallable . These titles are avallable

through stores: through the catalog:

Audio Components Automotive Battenes
Carpeting Caulking and Weatherstripping
Children’s Car Saféty Seats Chain Saws 7
Cookware Decorative Wall Coverings
Drapery Fabrics Dehumidifiers

Exercise Cycles Home Insulation

Fitting Children’s Shoes Humidifiers

Horme Computers Resilient Flooring

Microwave Ovens
Outdoor Barbecue Crills
Sleeping Bags

Using Your Credit Cards

Room Air Conditioners
Rotary Lawn Mowers
Ten-Speed Bicycles
Wood-Burning Stoves

For sample coples, and for further mformation, eontact:

Hazel Schoenberg

Consumer Information Manager
J. C. Penney Company, Inc.

1301 Avenue of the Americas
New York, NY 10019
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CASE #3

'l'he ““Come to Shell for

Answers’’ Campaign

The 1973 gasolme shortage created a hostrle publrc for oil compames
To improve its image, Shell Oil Company tried several institutional
advertising campaigns. These efforts failed. But when Shell delivered
useful consumer information in plaln English, it was a different story.

Background

Shell aevelopea its “Come to SheII for Answers" Corporate Advertrsrng Cam-
paign to respond to the mzrket conditions and public attitudes towards oil
companies in the mid-1970s.

Shell and other oil companres faced a very hostrle American publrc foIIowrng
the 1973 oil embargo. Moterists were forced to wait in line for gasoline, a
product they had once taken for granted. And gasoline prices shot up, along with
oil companies’ profits.

A survey of public opinion in 1974 showed just how bad the situation had
become: ,

«62 percent believed that oil companies had deliberately held back supplles in

order to raise prices.

<68 percent believed that oil compames were not takrng steps to rélieve the

energy shortage.

+ 98 percent believed that oil companres were not the best in their ethical and

moral attitudes.

Shell clearly had an image problem and looked to corporate advertrsrng to
lessen the intensity of public hostility. Throughout the advertising development,
research was used to determine the ads’ effects on public attitudes.




How Shell’s corporate advertising evolved

Since gasolme advertising was out of the questlon durmg this perlod of short-
ages, Shell made several attempts at communicating with the public through
advertising before finding a way that worked. The first campaign attempted to
explain the energy situation through newspaper advertisements. Subjects included

gasoline prices and profits. The messages were straightforward statements of

Shell’s side of the energy story.

tn a headlme of one aavertnsement the pressdent of Shell asked, "How in all
conscience can anyone call these excess proflts?" and proceeded to show that
Shell’s. prOfltSl though high; were not large as a return on shareholder equity

when compared to the profits in other industries. The statements in these ads
were factual and the presentation was simple.

How did the campaign work? It was a failure, according to the resilts of a
SUTVEY that ‘was conducted by a syndscated pollster and pa.a for by SheII and

media coverage. The campalgn was obvnously not gomg to enhance Shell’s image
with the public.

and proauce more oil and gas, The series was called ”People working with
energy.” (See lllustration 1, page 22.)

Other oil companies launched surprisingly similar campaigns.

How did the “we're worklng as hard as we can” approach work? The public was

unimpressed. They clearly felt that finding and producing more oil was an oil
company’s job.
_ Shell obviously needed a different and better approach. While continuing to
search for an effective way of communicating with the public, Shell sponsored
Columbia Broadcasting System’s Bicentennial Minutes series on television. At a
time when the oil mdustry was under heavy fire, these 60-second episodes from
American history proved to be interesting and entertaining and resulted in much
goodwill for Shell.

~ Shell’s experience with Bicentennial Minutes provided a clue: Instead of talk-
ing about topics of interest to Shell, the company might bring about a positive
change in attitudes by providing information that consumers would find useful.

The next corporate campalgn was the Shell Information Series—newspaper
ads with lots of useful information on how peoplé could better maintain and
operate their cars. (See lllustration 2; page 22:.)

Th|s campaign didn’t make a promlse (a normal expectatlon in good advertls-
ing) but rather delivered a benefit—useful information: In markets where the
campaign ran, attitudes toward Shell improved. The stage was set for the “Come
to Shell for Answers’” campaign.
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lIIustrauon 3:

Shell Answer Books

Once Shell’s management recogmzed the strength of the Information Series,
they developed objectives and strategies for corporate advertising.

Obijectives
s Enhance Shell’s reputation for responsible behavior.

s Contribute to the credrblllty of Shell’s representatwes and statements.

-Support the reputation for excellence of the Shell brand (products, services,
people).

« Favorably differentiate Shell from other major oil companies.

Strategy

s Demonstrate Shell’s responsiveness to consumer needs by providing con-
sumers with useful information in areas of Shell’s expertise.

In early 1976, Shell’s adver tising agency conceived the Answer Books wi th the
objective of improving on the successful Information Series. Instead of newspa-
per ads, booklets were inseérted into magazines and distributed at Shell stations.
This format provided two advantages: (1) the booklets were more useful than ads
because people could easily remove them and keep them; and (2) their odd. size
made them hard to miss in a magazine. The format of the booklets was standard-
ized. (See lllustration 3.)

How Shell developed the Answer Books

The principles of good communication were closely followéed in 1.e booklets
written for the “Come to Shell for Answers’’ camp ign:

- The information and comimunication valie of the booklets was énhanced with
the use of charts; Hllustrations, photograpﬁs, and captions. Most important, the
information was relevant to consumers’ everyday lives and was expressed in
simple; plain English. Although Shell does not test the booklets to determine

reading levels, Shell’s writers, editors, and communicators — and those at its
advertising agency—judged the reading level appropriate to- -the intended audi-
ence: This audience is the general public; with emphasis on those who drive cars
and are slightly more affluent and educated than the average.

Almost every year since 1973, Shell has run a survey to find out what topics
would interest readers of Answer Books. The four or five léédihg t'opics have
become the subjects of that year’s books. (See lllustration 4, page 25:) Shell
also conducts focus groups to determine the best ways to communicate with
the public and uses the information to improve the Answer Bouks. This
includes information on illustrations, the kind of language audiences prefer,
and topics and subtopics of interest.
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Steps in Planning an Answer Book

1. Shell identifies the topic for the book.

2. Shell’s advertising agency presents a basic format for the book, including an
outline; a layout; and suggested illustrations.

3. After Shell approves the format, a writer at the agency drafts the book.

4. Sheii;s Advertising and Communications Managers review thé draft.

a Shell professlonal who will be |aent|frea as the author Thrs person is a
technical staff member—a specialist in fire prevention or auto maintenance,

for example:
The author carefully checks the writer’s second draft
At the same time, the Legal Department at Shell reviews the draft

At the same trme another technlca! person at SheII reviews the dratt.

The Advertlsmg Mc_nager gathers the review copres from the author, the

,,,,,

R

makes the f|nal decrsrons on what facts and |IIustrat|ons to include, as well as
what level of language to use.

10: A senior official at Shell—the Vice President for Pub ic .‘\ffairs, for exampie:
reviews the final draft.

Measuring the Results
7 To Erieter'r’riine? whether the rica"rripaign was effective, Shell conducted research
to measure its effect on public attitudes. The measurements included:

» overall awareness of the campaign;

+ awareness of each ad in the campalgn,

. attltudes toward Shell and its major competltors, ,

s the relationship between awareness of “Come to Shell for Answers advertising,
and attitudes toward Shell and interest in purchasing Shell products.

Payoffs of the project
The campaign has been very sticcessful.

« Total awareness of Shell's advemsmg among the general public rose from
20 percent in May 1976 to 61 percent in September 1982—more than a

threefold increase. (See lllustration 5, page 25.)

Pk
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Shell Advertising Awareness
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, illustration 4:
Titles of Shell Answer Books

llusiration 5;
80%

70%

o 60%
g 50%
g
-

The Shell Answer Book Collection

LINMWMM
mmumbﬁmmwm

2. The Breakdown Book_ A survival manual for car

trouble on the road.

3 ge Book. Tips on how to
Jy & Car, drive a car and

jrm Car -Buying-and-Selling Book._Eieven
things you know when you buy, sell or trade a

5 The 100,000 Mile Book, How 10 he) your car go
100,000 imiles 1wt not show .

& The Rush Hour Book. . BmAmonca cuts the
mwmammm

7mmvmw k. How 10 react 1o

seven dangerous surprises while behind the wheei.
8. The Car Repair Shopping Book. What the drver
and mechanic can do 1o lake the hassie out of car
9. The Car Crime Prevention Bool. Tips on how
to fight back before you get ripped oft.

10.-The Cor Fl-up Book. How 1o make your car ook
better and hoid its vaiue longer.

11. The Foul Weether Driving Book. Safety tps you
shmﬂakrmmndvmmmn 'oqo's\‘-ow

13. The Emergency Repeir Book. Simple things a
driver can do {0 deal with minor car trouble on the
road. , e
14._The Driving Skitls Book_ Otters a se¥-iast 0 soe
if you're as good & driver as you think you are.
15..The Accident Book. What 1o do if you sae an
accident, have one, Or CAUse one.

ways 10 heip protect your home from intruders.

For copies, write: Shell Ol Company, £ O. Box 61609, Houston, Texas 77208

17. Thae Seii-Serve Book. Why seil-serve shouid be
more than st pumping gas.

18.-The-Tune-Up Book. What iwno—up"" up 15. what one
0063, and how 1o get the best vaiue.

19. The Gasoline Book. How to choose the fight
gasciine for your car and get the most out of it.

20. The Chemical Do's and Dont'a Book. Over two

2, mormunauou. ﬁoweooponyour
wbrmmmmm

22. The Home E: Bouk. Some simple
ways 10 save U to on home energy.

nmmmcumm;\miobn
mdom.ndino

Mmmmmwmnmum

Book How |o

nmwmmmnmm
sudden car problems—yourself.

ummmmmmmmmmq‘«
save the life of an accident vichm.

31, The Longer Car Life Book. How tn make you
carlasl Andvlhy

n. IMFINMMHowmprmmmesm
home and survive an emergency.

! / 61%

10 2Q 3Q 4Q|1Q 20 3Q 4Q[1Q 20 3Q 4Q

1 2Q 3Q 3Q|1Q 2Q 3Q 4Q | 1Q 20 3Q 4Q |10 2Q 3Q 4Q

1976 1977 1978 1979 1980 _ 1881 1982
(Total Cisimed Ad Recaii)
. < Sourcs: Fialdtrack, October 1982
vt

25




. 94 percent of those consumers who obtained the booklets found them
helpful. And on a nationwide basis, Shell was perceived as considerably
— Gives useful information to help motorists make buying decisions. {See

lllustration 6, page 27.)
— Is most willing to give information to the EdBiiE;
— Shows p’a’rticuia'r concern for the consumer. (ééé lNustration 7—, page 27.)
— Is a good company overall:
— Has representatives who aré believable.
— Is honest and trustworthy.
= Makes products of highest quality.
— Provides good service.
= Has the best dealers.

« With the publication of Book #32, Shell has distributed nearly 1.2 billion
booklets. Shell has received over one million letters requesting the booklets
and offering faverable comments. The ratio of positive to negative inquiries
is 5,100 to 1.

nesses, the U.S. Department of Energy, the American Red Cross, the National

Fire Protection Association, and many other organizations.
* The campaign has received many awards, including:
= Tha American Marketing Association’s “Effie.”
— The American Advertising Federation’s “Addy."”
* -— Marketing Communications ““Marketer of the Decade” award.
== Houston Advertising Federation’s Grand Prix/Consumer Magazine and
Regional/National Television Campaign Awards.

Shell learned a ot about how and how not to communicate with a hostile
publlc through édﬁértisihg. ‘An important lesson was that when public emotiors
are high on issues of importance to the company, it may be best not to respond
with advertising. When advertising is used, it is extrernely important to monitor
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the effect of the communications. Otherwise it is possible to do more harm than
good. Perhaps most important, Shell learned from the “Come to Shell for Answers”
campaign that providing useful information in plain English was an essential part
of the campaign'’s success.

Materiais available

For copies of “Come to Shell for Answers” booklets, write to:
Shell Gil Company
P.O.Box 61609
Houston, TX 77208

For further information; contact:
Joseph C: Jones, Jr:;, Manager
Corporate Advertising
Shell Qil Company
One Shell Plaza
P. O. Box 2463
Houston, TX 77601
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CASE #4

The Pﬁz I Healthcare

Educatlon Program

Constant evaluation of materials is essential to convey -nedlcal
knowledge to the public. Through testing, Pfizer learned that some
of its initial ads were viewed as somewhat threatening. The company
corrected thrs perceptron by usmg everyday words before

Background

- Through the years, Pfizer has been actively. invoived in eichanging complex
and researchers, and the medical professions. As new technolognes have emerged
from Pfizer’s laboratories, and as new findings about the causes and cures for
dlsease have become knuwn, Pfrzer has played a plvotal role in keeping the

, Now a new communications chaIIenge is emergmg The publlc is becoming
increasingly involved and interested in health care topics, as shown by the rising
tide of health-related books on recent best-seller lists.

_ Although there has been a tremendous surge in the number of health related
pﬁublrcatronsr and articles, when Cambridge Reports recently conducted a poll for
Pfizer, two-thirds of the 1,500-person sample expressed both the desire and the
need for still more information. It appears that many of the current efforts to

communicate information about health care are either falling short of their
intended goals or missing their mark entirely. The reason is that many of these
efforts are not developed with their intended audiences in mind.

Hlstonca‘iy, ethr« al pharmaceutrcal compames have communrcatea to the
prqfesslonais:Howeyer ‘with rhe ,"’!"3,,d¢!"a"d,f,°r healrh7|7eilat7,edmmformat|on
and the developing tendency toward self-care, Pfizer helieves that the company
has a responsibility to supply the health care information the public demands.

36

28



Q

ERIC

Aruitoxt provided by Eic:

Pfizer’s Healthcare Education Program
In order to meet that responsrbrirty, Pfizer dev-loped its Hé: ithcare Education
Program, which delivers medical information desigriec to help tne public:
« To mairitain good health:
s To recognize possible symptoms of disease s that they may seek appropriate
counsel and treatment.
*To better understand and live with duseases they may aIready nave.

Pfizer delivers this information in three different ‘orms: America’s Heal'l-, (he
Healthcare Series; and the Patient Information Publicatiors.

Planning the magazine, America’s Health

- To respond to the general publlc s need for information to maunfam good
health, Pfizer developed Amierica’s Hedlth. This free quarterly magazine features
articles that deal with lifestyle, exercise, nutrition, and recent medical advances.

It is intended to educate people about health issues and to help them maintain
their mental and physical well-being.

lmtlah), Pfizer distributed the penodlgdl dlrectiy to a selected group of well-
educated and avid readers of scientific and health-oriented publications. At that
time, the magazine was written for coIIege-.eveI romprehensron

At present, however, the magazine ic also distributed to 130,000 phvsucnans
who wish to use it in their waiting rooms. These waiting room copies have special
inserts that patients can _mail to order their own subscriptions for America’s
Health: As a result, current distribution of the magazine has climbed to over
350,000. The charicteristics of the audience have changed as circulation has
increased. Therefore; the reading level, writing style, and content of America’s
Health have been adjusted to suit this broader, more general audience. The
magazine is now written at an eighth- grade readlng level.

Pfizer has done extensive testing and polling to. be certain that articies in
America’s Health can be easily understood by the average reader. The company
uses the Flesch readmg ease test* and other standard tests t¢ determine the
reading level of the magazine as well as other Ffizer publications. Pfizer has aiso
run tests to determine how much readers actually learn from the magazine's
articles. As with all aspects of the Healthcare Education Program Pfizer also does
market research to insure that messages in America’s Health are being communi-
cated effectively to the target audiences. Studies are conducted annually to
determine the changing demcgraphics of readers and to evaluate interest, coin-
prehension, and use amaong consumers and physicians. Following is a brief sum-
mary of the results of telephone surveys conducted among 87 consumers and

106 physicians.

* See Appendix 1:
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Results of Telephore Surveys about the Magazine,
America’s Health

Consumers
-72 percent expressed an overall favorable reaction toward the magazine;

America’s Health:

*The average time spent reading the pubhcatlon was 30 minutes, a flgure
which compared very favorably with the norms from othér consumer-oriented
pubiications.

*78 percent felt that America’s Health is a valuable source of health care
mformatlon

drug companles were aeveloptng many new life-s sawng heart drugs, and 57
percent felt that they learned more abcut these drugs by reading Amierica’s
Health.

*90 percent were aware of the need to take 5'006 prnssure medication as
prescribed—when indicated —to i~ <ure life-saving benefits.

+47 percent felt they lzarned more atout high blood préssure medication by
reading America’s Health.

- Physicians
+ 80 percent expressed a favorable reaction to America’s Health.

* 90 percent felt that America’s Health would be helpfu! in some manner to their
patients.

s 86 percé,nt,teit that America’s Health would add to batient understanding of
various diseases.

* 58 percent felt vhat America’s Health would increase patient compliance.

Planmng the advert i"ing messages, the Healthcare Series

To fesf)éna to the public’s need for information to help them recognize
symptoms of dlsease, the company developed the Pfizer Healthcare Series.
‘This is a series of advertisements that aIerts the publlc to symptoms and

aangers of diseases such as hypertension; angina, diabetes, and cancer. For each
advertisement, the message is first drafted by Pfizer's advertlslng agency and

then revised by Pfizer’s writers and execuiives.

In creating the series, Pfizer’s primary goal was to provide health care informa-
tion and advice that would be readily accessible and understandable to average

readers. At the same time, the company was concerned that the series must not

“talk down” to readers; that could cause many people to doubt the educational
value of the messages and the integrity of Pfizer as the company sponsoring the
éds

conducted focus groups to evaluate each of the messages with representatlves of
various segments of the population: These sessions not only taught Pfizer a
lesson in plain English but also a lesson in transferring complex medical knowl-

edge to the lay public. Pfizer was surprised when consumers viewed some of the
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initial ads as somewhat threatening: In response; the messages were refined to
achieve a more positive tone while still maintaining some semblance of the
medical fair balance that Pfizer is accustomed to using in its communications
with nhysicians. Some of the more technical terms; such as “hypertensicn,”
intimidated less-educated consumers and prevented them from reading the
entire message. However, if the disease was referred to first as “high blood
pressure’” and then later the word “hypertension” was ingroduced; the message
became more comprehensible. By starting with famil:~r words, the messages
could later use technical language without overwhelming the readers.

The next step in developing the series was to test each health care message for
its reading grade level: Pfizer strives for an -eighthi-grade reading level. As an
aside, Pfizer also runs extensive tests on health care information currently pro-
duced for consumers by other pharmaceutical companies, government agen-
cies, private health associations, foundations, and academic groups. Most of the
health care information tests at too high a reading level for the majority of the
population to understand.

Before publishing the ads carrying the health care messages, Ptizer hired

Yankelovich, Skelly and White, Inc., to conduct benchmark research. The pur-

pose was to assess how well the messages would communicate information about
the specific diseases covered in the ads. In this test, readers were asked a series of
truse/false questions before and after reading the health care messages. The
results from these questions confirmed. that the series of ads could effectively
communicate medical knowledge. For example; respondents were asked; “Angina
is a hieart condition that can be treated with medication. !s this statement true or
false?”’ The statement is true, yet before reading the ads only 49 percent of
respondents were able to answer this question correctly. After reading the
messages, 86 percent answered correctly. In another question, respondents
were asked, “There 4re no apparent symptoms of angina. True or false?” The
statement is false; however, before reading the messages, only 40 percent answered
correctly. After reading the ads; 71 percent of the survey participants responded
correctly. 7
_ After receiving the favorable results from this study, the Pfizer Healthcare
Series was introduced in newspapers and consumer magazines in six major cities.
The six original health care messages ran for three months in the autumn of 1982;
and then Pfizer asked Yankelovich, Skelly and White, Inc., to conduct a follow-
up study. They did individual 20-minute interviews with a cross-section of 1,200
people. The stidy clearly indicated that the people who had seen Pfizer's mes-
sages knew more about angina and hypertension than those who had not. Approxi-
mately two-thirds of the consumers surveyed felt “more informed” about these
diseases after reading the ads. Four percent of the participants in the study said
that they had made appointments with doctors as a result of what they had
While evaluating the effectiveness of the health care series in.communicating
to the public, Pfizer also monitored the attitudes of the medical profession.
 As a manufactirer of ethical pharmaceuticals, Pfizer is dependent on medical
professionals as the prime decisionmakers for the use of its products and upon
the FDA as the agency that regulates its activities. Therefore, Pfizer commis-
sioned a separate market research study among physicians to determine their
reactions to the Healthcare Education Program and also to receive specific

32 .

o)l

Q

ERIC

Aruitoxt provided by Eic:



suggestlons and cr|t|C|sms from their ponnt of view. As W|th Pflzer s consumer
research, the results weie highly positive. Over 90 _percent of the physicians
surveyed responded favorably to_the health care messages. Pfizer also 1eceived
supportive comments from Food and Drug Administration (FDA) officials after
presenting elements of the Healthcare Education program at the FDA’s hearings

on patient education.

The series has generated thousands of Ietters and telephone calls from con-
sumers,_ as. weiI as medlcal profess:onals As a result of _this response, Pflzer
on health care and |nformat|on on d|seases To ldentlfy topics for the series,
Pfizer polled representative samples of consumers. To educate an even larger
segment of the population, Pfizer also adapted a health care series of commer-
cials for radlo and television.
conducted extensive research to insure that the series did not lose its educatlon-
al value. This task was a difficult one because print ads of 500 or moré words had
to be transformed into radio and television spots that ran for only 30 scconds.
(See lllustrations 1, 2, 3, pages 35-38.)

_ During this research, the company dlscovered that the editorial environment
in which one places an ad has a dramatic effect on the success of communicating
the message. When Pfuzer placed messages H‘i an |nformat|on orlented e'tvn-

the same messages were piaced in a Inghter, more entertannment -oriented puh-
lication such as People Magazine. (Pfizer hopes through future research to deterriine
whether this is a result of the different magazines being read by different people
or of the same people approaching the two types of magazines in different
frames of mind.) As a result of this finding, print messages are now placed in
information-oriented periodicals, and radio and television spots are scheduled
to appear primarily on news programs and talk shows.

disease. These books are Ionger and more coinprehens.ve than the messages in
the health care series; and each book focuses more on managing the disease than
on detecting it. The books are designed for physicians to give to their patients.

Pfizer has been developlng this series for the past two years, coIIaboratlng with
Medicine in the Public Interest, a nonprofit organization engaged in medical
research and education. Before introducing the first book of the series, Learning
to Live with Angina, Pfizer conducted extensive market research and readability
tests. Information was gathered from focus groups and one-on-one field testing
with both doctors and patients. After introducing the book, Pfizer conducted
additional market research to insure that the publication was both comprehen-
sive and comprehensible.

Agam, the research results were hlghly posntlve Ninety- elght percent of the
physicians surveyed had already distributed or planned to distribute Learning to
Live with Angina to their patients. When asked to rate the publication on a 5-point
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an average rating of 1 more than 4.5 for completeness in covermg the SUbJeCt
clarity and readability; and educational value for patients.

Pfizer introduced three additional information publications for patients in
1983. More extensive research among both physicians and patients is planned
after the first four books of the Patient Information Publication Series are released.

Payofis of the project
« The Pfizer Healthcare Education Program has received excellent response

from members of the public and members of the medical profession.

« Pfizer has developed great expertise in communicating with the public. The
company believes that the program'’s success is a direct result of the exten-
sive use of market research in initially developing and in continually r .riitoring
all three segments of the program.

« Pfizer’s materials have achieved strong credlbrllty as a result of constant
evaluation and modification. Through this process, the company has suc-
ceeded in identifying its audiences and in effectively communicating impor-

tant health care information to them.

s Exposure to the Pfizer Healthcare Educatron Program has led members of
the public to have more favorable opinions of Pfizer because of the compa-
ny’s concern with educating the public about health issues.

s Recent market research indicates that as a result of the Healthcare Serres,
consumers are better informed about the subjects discussed and are likely
to take appropriate health action based on this information.

Materrals avarlable
For copies of the publications in the Pfizer Healthcare Educatlon "rogram,
write:

« America’s Health , . Patlent lnformatlon Publications
America’s Health , l;earmng to l:lve w,th Angina
230 Brighton Road
Cllfton, NJ 07012

 The Pfizer Healthcare Series
Pfizer Pharmaceuticals

tearning to tive wrtﬁ Osteoarthritis
Learning to Live with Diabetes
Learning to Live with Hypertension

Post Office Box 3852A PIP.
Grand Central Station Post Office Box 3852
New York, NY 10163 Grand Central Station

New York, NY 10143

For further information about the program in general, contact:
Grant Bemson .
Vice President, Planmng and
~ Business Development
Pfizer,Inc.
235 East 42nd Street
New York, NY 10017
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Mustration 1:  This is the health care message on diabetes that Pfizer ran in newspaper and magazine advertisements.

THE PFIZER HEALTHCARE SERIES

If you get “F5”

onthis simple

test,

you may be at risk
f%iliiiabetes.

In mast people; diabetes develops siowly; over vears: Thre
are no carly wariing s'gns. at all. Somi ¢l fen din
uidiagnosed until 2 seriotis coniplication results affectng
!hi:—kig'nci's', vision, heart, brain or even life itself.

- To sce i you “pass™ or “fail” in being at risk. tor diabetes,
check-the number of “F's” that apply to vou. The morc
“F's” you zet, the greater vour risk of developing diabetes.
. The first “F”is for family: -~ =
It’s also the most important one. If there s a history of
diaberes i your famiuly—cven ina distant relative—vou
are z: greatwr risk of developing it vourself. And this par-
ticular “F." in combination with anyv of the others,
increases vour risk-co~siderablv.

- The second “F” is for fat: " -
Being signifivnily overwcight incrcases th likclibond of
developing Giabetes. About 70% of all diabetics are aver-
weighe at the time of diagnosis.
c,ﬂjir,d,,‘fE”js,fotfg;ty;, .

Although diabcres can affect people i alt ages: the chaiees
of developing it increase with age: Alwoat two-thirds of all
diaberics are over fortv. .

-.-The fourth “Fis for food: = - - .

The quality as well as the quantitv of food vou cat may
predispose vou toward diabetes—high in calorics, high in
sugars, low in fiber.

What is diabetes? -
Diabetes is a disorder in which the bodv cannot ¢

b}
the levels of sugar in the blood. Normally the hormone,
insulin, regulates the blood sugar ievel. Bue if your body
does not produce or ctfcctivc%_' use its insalin; diabeees
resales. . .

What can be done about diabetes? . - . :

Often people dori't realize thar most diabetes can be easily
managed by simple programs that bring blood sugar
under -control. Many diabetics need only weight reduc-
tion, the right foods and moderate excreise. And, if thesc
changes ar¢ not cnough, a simple oral medication is all

that may. be needed. Today, even those who need inslin
can be better and more comiforeably managed by their
doctors than cver before.

The diagnosisiseasy. .
Bue only_ your doctor can make it. And remember, if you
got-a combinarion of “F's” on the test—over 40 and over-
weight, or have diabetes:in_vour tamily—you should have
regular blood and urine tests. Early diagiiosis in adules can
lezd to berter management and fewer problems later on.
Only your doctor can prescribe treatment. . -~ -
Follow your doctor’s advice about dict, exercise and med-
ication, Also, be aware that vou have a support system,
which we call... B

Partners in Healthcare:

You are the most important partner. - -
Only vou can sce_vour doctor for a proper medical
checks’p. And it’'s you who must decide to accept the guid-

,,,,, pharmacis! :7“” cn-medicanons are prescrl
vou can take them as directed.
Yotuir doctor ordérs your tests and makes the diagnosis.
Your 'ph"VSi'ci'a'i'i will advise vou on vour weight, vour dict
and vour excrcise, decide i vou réquire medication, and
help you monitor your progress. )

All-those who discover, develop and distribute medi-
cines complete the partnership: .
Dfizer’s ongoing rescarch brings vou essential medicines
for a wide range of diseases. Through our developmient of
thesz medicines, we are fiilfilling our responsibility as one
of your partners in healthcare.

.

Eor reprinits of this Healthcare Series, please write:-Pfizer
Pharmaceuticals. Post Office Box 3852D, Grand Central
Station, New York, NY 10163.

PHARMACEUTICALS - A PARTNER IN HEALTHCARE

Q
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illustration 3: This is the diabetes message, adapted for a two-minute radio commercial

Man:

Woman:

Man:

Woman:

Man:

Woman:

Man:

Woman:

Man:

ERIC
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2-MINUTE SCRIPT FOR ABC TALKRADIO
DIABETES -- "4F"

We're going toigivé you a simpie test -~ an important one, because if
you get any F's, it could meam you're a candidate for a serious
disease.

This is another in a specfai series on your heaith, brought to you by
Pfizer Pharmaceuticals: And the disease we're talking about today is

diabetes.

Now; let's take the test: The more "F's" you get; the greater your
risk of developing diabetes:

The first "F" is for family. If there's a history of diabetes in your
family -- you have a greater risk of developing it yourself:

The second "F" is for fat. Being significantly overweigh
likelihood of develcping diabetes. About 70% of all diabetics are over-
The third "F" fs for forty. Diabetes can occur at any age, but the risk
increases as you get older. About two-thirds of all diabetics are over
forty.

The fourth "F" is for food. The quality of food you eat, as well as the
quantity, may predispose you toward diabetes: Foods that are high in
calories, high in sugar, low in fiber -= tend to increase your risk.
Now; if you had to give yourself some "F's" on this test, that doesn't
mean jou're sure to develop diabetes. It does mean that you run an
increased risk of developing diabetes.

these high risk categories. And diabetes is a serious disease:

ﬁhaiaghbééa; it can affect the kidneys, vision, heart; brain; or even

tife itself.




Hlustration 3 (continued)

Woman:

Woman:

Woman:

ABC TALKRADIO PAGE 2.
DIABETES

But the good news is that diabetes can usually be controlled succecsfully,

especially when it's diagnaséd early:

The important thing is to sée your-doctor for regular check-ups: Your

doctor can determine if you've got diabetes, through a simple diagnosis.
And if you are diabetic; your doctor can help you control it: Many
diabetirs need only weight reduction, the righf foods; and moderate ex-
ercise. If this isn't enough, most times a simple oral medication may
be all that's needed.

Remember -- only your doctor can detect diabetes. And only you can
make the decision to see yoir doctor.

This has been another in a special series on your health; brought to ¥ou
by Pfizer Pharmaceuticals. Pfizer -- one of your partners in health

care.

ERIC
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CASE #5

HOW Adopts Plain English

to Comply with the

Magnuscn—Mpss Act

HOW's innovative product was an insured warranty policy for
homeowners. But Magnuson-Moss set new ground rules for the
language in warranties. Could HOW comply?

Background

‘With that the Federal Trade Commrssron (FTC) passed judgmem on the clarity
of the language in the warranty/insuranceé document that was offered to con-
sumers by the Home Owners Warranty Corporation (HOW).

~ The document did not conform to the requirements of the newly passeﬂ
Magn rson Moss Consumer Product Warranty Act whrch stated that warrantres
specified that the document must include information about the term ahd scope
of warranty coverage; remedies available to the purchaser; and any limitations
placed on the purchaser’s implied warranty rights:

In addition to affecting the language and scope of warrantres, Magnuson -Moss
set other requirements that would limit HOW's program. The new law prohibit-

ed the use of conciliation or mediation as a step in the procedures to resolve
disputes informally and forbade the use of dispute settlers who had direct
involvement in the manufacture, distribution;, sale, and service of any product.
No warrantor was required to offer informal dispute resolution; however, when
it was offered an annual audrt was requrred

sumer products for attachmeht to or installation in reaI property d|d fall under
the Act. Such major appliances as furnaces, air conditioners, and water heaters
came under the definition of consumer products. Consequently, any builder
who passed on the manufacturer’s warranty on a refriger=*or, for instance, would
be liable under the Act. If he or she offered the new HC:W coverage or the typical
written one-year warranty that covered consumer products sold as part of the
home, Magnuson-Moss applied.

2 39

Gt 46




HOW'’s problems—and one §6|iiii6ii

The FTC directive came in 1975. HOW was not yet two years old It had |ssued
its first insured warranty pollcy in August 1974. And suddenly it was confronted
with a law that affected its very substance. Compliance with Magnuson-Moss
wouild mean (1) revamping the warranty itself to spell out the builder’s obligations
clearly; (2) changing HOW's procedure for resolving disputes, and (3) rewriting
HOW's documents in plain English.

HOW was a brilliant new concept. Housing, the Natlon s second largest indus-
try, had decided to provide a self-regulatory program for builders that would
prove to be far more comprehensive than any other industry’s, before or since.
The National Association of Home Builders (NAHB), with its 100,000-plus mem-
bers, had sought a way to raise the quality of home construction and to stabilize
standards in the industry, in order to prevent Federal regulation: The English had
already developed a program in which builders offered an insured warranty and
insurance against major structural defects which had been so well accepted that
it had become virtually impossible to get a mortgage in England without 10-year
insurance protection.

NAHB patterned its program on the Engllsh one, and HOW became a reallty
The idea was enthusiastically received by a hard core of builders and developers;
but there were many thousands who needed to be sold on the program and its
effectiveness.

And now this “child” was confronted with the Magnuson -Moss r\ct—uust as it
was learning to walk. More than that, the kousing industry did not welcome any

further legislation:
The fledgling HOW had three alternatlves
. Leave all consumer produets out of the program.
*Rewrite the pollcy in two sections, oné for consumer products and one for

nonconsumer products:
. Conform to the Act.

into a posmve selllng tool with builders. HOW would be able to merchandise to
the mdustry the fact that HOW bunlders automatlcally conformea with Magnuson-
sales packages B

Compared with the way decrsrons are made in most corporat ons, this one was
easy to make. The director of field services persuaded the president, the vice-
president; and the corporate counsel to make the effort to comply. Staff at HOW
and its corporate counsel reworked and rewrote the documents in plain English,
working closely with the FTC. No formal testing was done.

Changes in the HOW program and documents

As it was originally conceived, the HOW warranty was a a full warranty Under

the Magnuson-Moss Act, however; a full warranty gave the buyer the option of a

refund or a complete replacement of the defective item if it could not be

repaired after reasonable attempts. If the seller couldn’t offer that, then Magnuson-
Moss required the seller to offer a limited warranty. HOW had to change to a
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limited warranty, which reserves the ortion of repair, replacement, or refund to

the builder.
The old aocument—offerlng a fu!l warranty and written in full ”Iegalese '_began:

WHEREAS, Builder has built or caused to be built {i) for sale to
Purchaser, or (iij under contract with Purchaser; at a pur-
chase price of $_____, a Home_ situated on the fand located
and described as: (Note: Insert address, and lot and biock
number or other legal description of the property sufficient
to identify the Home):

WHEREAS, Purchaser has -nspectea the Home and accepted
it as substantially complete (except as may be listed on the
Inspection Schedule, if any; attached hereto and initialled by
the partnes),

The new document—offering a limited warranty and written in s|mpIe |anguage—

began: , ,
Identity of Warrantor. The Builder on page 1is the warranter
under this warranty.

To Whom Given: This warranty is extended to you as. Pur-

chaser (the f|rst owner to occupy the home as a resldence for

owners of the home and any mortgage lender who takes
possession of the home (see exclusion during non-residential
use, page S)

much of the possrbllltv for mrsunderstandmg by the builder and the homeowner.
For instance, the old dociiment read:

11l. BUILDER’S WARRANTY

A. Subject to the provisions of this agreement Builder
hereby warrants that during the applicable Initial War-
ranty Period, it will (at its sole option) either (i) repair;
(ii) reprace, or ( m) pay. to Purchaser the reasonable cost
of such repair or replacement of (a) all defects in the
Home due to non-compliance with the Approved Stan-
dards, and (b} all Major Construction Defects. The war-
ranty of Builder is conditioned on compliance of Pur-

chaser with the terms of this agreement.
The new document read: _
Coverage Durmg the First Year. For one year, beginning on
the commencement date filled in on page 1; the Builder
warrants that the home will be free from defects due to
noncompliance with the Approved Standards and from major
construction defects.

A "major constriiction defect” is actual damage to the |oad-

bearing portion of the home (including damage due to sub-
sidenice, expansion or lateral movement of soil from causes
other than flood or earthquake) which affects (or is immi-
nently likely to produce a vital effect on) the use of the home

for residential purposes).
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This led to additional changes HOW reassessed all of its documents, revising
them in many cases for clarity. For instance, HOW simplified the home enroll-
ment procedure by dropping one complete step, eliminating a form, and simpli-
fying the basic enrollment form.

A major- pIus for the company was the eIrmrnatron of a Consumer Informatron

documents it was grven to homeowners to heIp them understand what coverage

dpitlment had been clarrfred. Thrsronemorve saved the company an estimated
$120,000 in printing expenses over several years.

“The documents have been clarified further, and the 1981 version was given the
Flesch reading ease test* in order to comply with the requirements of the
insurance commissions in three States. The 1982 version conforms with the 1981
version.

Magnuson “Moss=its d|spute settlement provedure.

This procedur'-' for settling disputes info mally uses impartial thrrd partres to
resolve disagreements between homeowuers and buiiders; at no cost to the
homeowner. Decrsrons are based on the warranty document and a set of Ap-

dards which are given to the homeowner. Burlders agreed to dse these Standards
and the informal disputé settlement procedure. A builder who doesn’t comply
with a dispute settler’s ruling is expelled from the HOW program.

At the time the Magnuson-Moss Act was passed, no other warrantor was
offering any system for settling disputes informally. Not only that, but the FTC's

implementation of the Act forbade (1) the use of conciliation; (2) the use of

industry experts as arbitrators, and (3) making any charge for dispute resolution:

- HOW's problem was that its dispute resolution procedure used cnnciliation
and, if that failed; arbitration. Conciliation was handled by industry experts
(retired builders, architects, engineers, inspectors), and the homeowner was
charged a refundable fee of $75 Jor lodging a complaint.

For HOW to comply fully with ‘Magnuson- Moss ‘wasn’t jUSt a matter of rewr|t-

change its basic procedure. The FTC, not wantrng to push HOW away from
Magnuson-Moss, worked to make compliance simpler. The agency partially
exempted HOW from its regulations by permitting HOW to continue using
conciliation and by allowing industry exp=rts to serve as conciliators. However, it
refused to permit the charge of $75.

HOW, in turn, agreed to the annual audit of its drspute settlement procedure
This audit consists of a survey of a cross-section of home buyers who have filed
formal complaints under the dispute settlement procedure. The survey includes

a number of questions about the clarity and understandability of the documents.
As many as 81 percent of the respondeénts have rated the documents clear and
understandable.

* See Appendix 1.
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It should be noted that HOW has srmplr.red its procedure even further. The

conciliation step as a separate, distinct meeting has oeen eliminated. At the
arbitration meeting, the arbitrator first acts as a conciliator, then makes a final

decision:

Payoffs of the project

_ Rewriting the warranty document in plain English has had an even more
far- reaching effect on the efficiency and increased productivity of the company
than any other part of the decision to conform the document to the require-
ments of the Magnuson-Moss Act. Although the company used no formal bench-
marks for evaluating revision of the document; the rewrite achieved a number of
thrngs

builders. )
s It became srmpler to tram mdustry experts and the American Arbltratron
Assocratron to ﬁandle complamts because coverage was easier to understand

fully
» Homeowners better understood what protectron they were getting and
what the procedures were for handling complaints and filing claims. (See
lllustrations 1 and 2, pages 44-45.)
« Clarification has prevented much Imgatlon HOW could have been heavrly
mvolved in the courts because of murky Ianguage
the claims rate.
'HOW benefits consumers in the marketplace It is in HOW s best interésts to
prod\JCe clear documents so that the consumer understands what HOW protec-
tron means. Thrs prevents consumers from expectrng too much and berng disap-

On the other srde of the coin, rt is vrtal that burlders unaerstand and accept
their responsibilities. Because HOW has clarified the acceptable standards of
construction quality, builders have national standards to guide them.

Plain English is plain good business. HOW will continue to use it.

Materials available ,

s HOW Approved Standards » Disputé Settlément Procedures

For sampié copréi, and for further information, contact:
lane Moss Snow
Director of Public Affairs
Home Owners Warranty Corporation
2000 L Street, NW
Washington, DC 20036 7 )
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fllustration 1: HOW’s biiﬁiﬁdi warranty contained this explanation of procedures for handling complaints
and fiiing claims.

Explanation of Procedures

V. CONCILIATION AND ARBITRATION PROCEDURES
Purchaser and Builder agree that:
A If any d:sputes shall arise between Purchaser and Builder conCernmg any

matter or thing arising hereunder or under the Certificate or in connec-
tion therewith, such dispute shall be referred to Local Council for
concnllatlon However; if conciliation does not result in piompt settle-

ment of the dispute, the dispute shall, upon request by either party
thereto, accompanied by -the required deposit, be referred by Local
Council to arbitration conducted in accordance with the Expedited Home
Construction Arbit-ation Association or substantially equivalent arbitra-
tion rules and procedures approved by Local and National Council, the

parties to any such dispute may elect to proceed under the Construction

Industry Arbitration Rules of the American Arbitration Association, which
rules contain a different fee schedule and procedures and provide for the

final apportionment of fees between the parties by the arbitrator or the
arbitrators in the award. The final decision of the arbitrator shall be final
and binding upon the parties to the extent permitted by the law of the
]unsdlctlon it which the Home is structured.

B. If the Nation:| Council shall not obtain for Purchaser payment under the

Master Policy vithin thirty (30) days following receipt of written notice
from Pirchaser of failure of Local Council to obtain such payment, judg-
ment upon the award rendered by the arbitrator may be entered in any

court having jurisdiction.
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Hlustration 2: HOW!'s revised warranty contains this eiplanaiion of procedures or handling
complaints and filing claims.

Explanation of Procedures

Submission of Claims to Builder. If you have a complaint, you should first send
a clear and specific written complaint to the Builder. You may also wish to
provide the Local HOW Council with a copy of any such complaint for its
information.

Time of Notlce of Claim. Written notice of a defect in any item under the
warranty must be received by the Builder (or, at your option, the Local HOW
Councrl) w:thrn 30 days after the warranty on that |tem exprres

the warranty obhgatlons under thrs agreement (or he does not respond to your
complaint), you may request informal dispute settlement concerning youi
claim by mailing the “Demand for Dispute Settlement” form to the Local HOW
Council: 7 7 o o

You mazy also request informal dispute settlement by submitting a letter
specifically requesting dispute settiement and identifying yourself, the Build-

er, the home, the defects claimed and the remedies sought.

Conciliation and Arbitration. HOW provides for conciliation and for nonbrndung
arbitration conducted by the Amerlcan Arbltratlon Association under its Expedlt-
No fee or deposit is required. No arbitration decision may call for performance
beyond the scope of the warranty provrded in th|s agreement

HOW Council will assign a conciljator who will attempt to work out a,voluntary
conciliation agreement between you and the Builder as to the settlement of
your claim: After you have attempted conciliation, you may demand arbitra-
tion of any unresolved warranty dlspute between you and the Builder.

You are not required to submit your claim to dlspute settlement unless you
wish to do so. However, under Public taw 93-637 you may not file suit against
the B "Ider untrl you have submltted your cIarm and a decmon has been

Builder before filing a-claim) after which time you may sue. In addltlon the
insuror is not required to pay you under the insurance coverage unless you
comiplete arbitration.




CASE #6

On Plam En ||sh *Its USé and

In a self-service discount store, blam Engllsh signs are a must—
to tell customers wheré the merchandise is, what bargains are
available, how the store does business.

Background

Target sees |tself as an upscale quallty alternatnve to other discount stores.
Target also considers itself a value alternative to department stores, specialty
stores, and catalog stores. It's geared to serve the customer who has a tight
budget, a demand for high quahty, and an active lifestyle.

Management understands the value of this customer’s time. The stores are
de5|gned to ailow customers to get into and out of the store quickly with the
merchandise they came for: The aisles are wide. The departments are clearly
marked. The signs aie easy-to-read. The merchandise is displayed neatly. And
the checkout lanes are efficient.
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What does p’iain’ I:Eiigii’si'i do for i;a'rgéti

Target s need for plam English is obvnous Because Target is a self-service store,
sales help is generally not available and customers must rely on the printed word.
Customers need information to make their product selections. They need to
know:

s where to find it

* what the important features are

« whether there is a rebate coupon availahle

* what the prices are—both regular and on sale

_Customers also need to know about store pohcnes and operatlons If customers

do not get the information they need (either because it’s not available or because
the message is unclear), they will feel uncomfortable making the purchase.
Customers have alternatives to Target; plain English is one important way Target
removes the mclmatlon to seek aIternatnves

the information is perfectiy clear. Everythmg from the grant slgn on a Target
building to the price sticker found on a single piece of merchandise must be
readily visible and easily understood by each of the more than 100 million
customers who enter the stores each year.

The purpose of plain English, then, is to:

* save customers’ time

» provide customers with r+itical information

s enhance cusiomer confidence and sales

How did Target begin its plain English program?
- In 1962, Target opened its first store. As an offspring of Dayton Stores, Target
inherited a philosophy of being community minded. Like Dayton’s, Target rec-

ognized the need to communicate with its customers in a clear, concise, straightfor-
ward manner. No deception. There was no single management decision to use
plain English; it simply grew naturally out of the company’s overall philosophy.

To protect this philosophy and to assure that all directional, informational, or
promotional signs are clear, concise, and consistent, all signs and advertisements
are handled by a single department at the company’s headquarters.

What kind ofopposmon did/does Target face regarding the use of
plam Engllsh?

The signing department (where S|gns are written and prmted for the entire
company) continually battles the “ambiguity complex,” which many business
people suffer trom.

Slmply put, many people in the company who request signs from the slgmng

department (especially those who are younger, or less confident) think that
bigger words are more impressive. The objective of ’ ‘message sent—message
received” is all too often forgotten. So the signing department is responsible for
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Aruitoxt provided by Eic:

eaucatmg the “srgn needy“ on what makes sense and what doesn‘t. Long words
and company jargon are intimidating to customers—it's the signing department’s
responsiblity to make sure ali company <igns are easy- -to-read and easy for our

customers to understand.

Judgments are made by experlenced personnel in the ¢ srgnlng department The
specifics of the signs—size,- typeface, placement, and color—are set forth in a
Signing Manual that was developed by Target.

How does Target know that s1gns are working?

Once signs are in use; Target gets feedback on their success or faiiure from
Target's Consumer Advisory Panel. For example; “special purchase” has several
different mear.ngs according to Target’s Consumer Advisory Panel. This infor-
mation resulted in clearer communication in advertisements and in signing
about “specral purchases “ Now, when Target uses the words ‘special purchase,”

books from Ieadlng publlshers overstock we're passrng the
savings on to you. Hurry in for best selection, located under
the big red banner: Prices good while supplies last.

Target interviews store persannel to find out what klnds ot questlons custom-

ers ask most frequently From industry people, the company gets an idea o wiat

information consumers need and then uses this information to develop ~:&iis.
Knowing tYeir customers helps. For example, customers who buy home com-

puters from Target are very interested in ‘detailed comparicons of features, so

these are included on information signs displayed near the product. On the

other hand, customers rarely request specific warranty information, so Target
hasn't found it necessary to translate manufacturers’ warranties into plain Erglish
(a Iengthy and rostly undertaking).

“The company is also aware of regional dlfferences among customers. In San

Diego and San Antonio, for example; signs are posted in Spanish as well as

English. Target hired a blllngual consultant in Texas to handle translations.

Target also displays signs that the Consumer Product Safety Commission requires
when an item is recalled and supplements these with easier-to-understand signs

of its own. (See lilustration 1, page 49.)

35



_ Mstaation 1:
- Target’s Sign Explaining
Reason for Recall of Bicycle

PRODUCT SAFETY NOTICE

If you purchased an X-38 Team Murray boys' bike l s
Handlabs®

— _Cuamp Bon

(chrome and blue) between January an May of
1983, please remove and return the t...dlebar

stem to Target for a free replacement stem o
{available at the sporting goods counter). Upper Ciamp
A number of these bicycles sold during this period =

have a weak weld in the stem: There is a possibility Esesnder 8on A=
that some of those stems may crack.

| lowe:
s HBNGiebir Stem

The stem has been replaced on all of the

bicycles currently in our store stock.
We apologize for your inconvenience.
We are concerned aboul your safety.

What are some specific applications of plain English at Target?

Examples of Target’s plain English signs are given below:

+ Merchandise and product information sign

Honey oak crib

»28x52” full size
* Durable double drop side
s Plastic teething rails
* 4-position spring
Carton no. 196
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« Price signs

This item

will be marked down
to the sale price

at the checkout lane.

50 month (T50) auto battery

59.99

With trade-in =~
Includes $5 refund for the oId battery
64.99 without trade-=in

« Warranty sign

r Warranty mformatlon

Electronics
available here

* Rebate sign

Plek-up your
manufacturer’s
mail-in rebate coupon
on the board

near the Service Desk.
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« Satisfaction guarantee sign

Target’s Guarantee

We want you to be satisfied.

If you are not satlslled

please return it. We will fix it, ]
exchange it, make an adjustment
or willingly return your money.

We want you to be satisfied.

L I

» General store information sign

To hélp Speed up your |ewelry
retum, please getaslip from

to the service desk for your refund.

Payoffs of the prolect

s Plain Engllsh slgns are easiei-to- read

s Plain English is often shorter, Your store won't appear clut\ered;

. Plam English is easner-to-uni‘lerstana

* Plain English is honest.

* Customers will like your straightforward approach.
+ Good customer relations result.

« Good customer relations are gooci for business.

For further mformatlon contact:

Dlrector Consumer and Publlc Relations
Target Stores.

33 South Sixth Street

Minneapolis, MN 55440-1392

el o)
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CASE #7

Comiiiltment to Understandmg

Studles had shown that patlents were taking their prescriptions
incorrectly. To reach these patrents, Roche needed to
produce easy-to- -understand materials.

Eéti(gibtiha

Medrcatlon Educatlon (ME) is a public service of Roche I:aboratorles, a d|V|S|on

in-La Roche Inc. It was the first ia-ge-scale multimedia information

program undertaken by a pharmaceutical company to tell the public how to use
prescription medicines safely and effectively:

Phase | of ME, which began in 1978, was targeted specificaliy to the elderly
because:

-They are the fastest growmg segment. of the populatlon (Pro;ectrons show

that by the year 2000, 25 percent of the population will be over 65:)
. They need about twice as much health care as younger groups:

« There was some evidence that older people were taking more medicines in
combinations, and were using some of them incorrectly.

Roche set two goals for this phase: (1) to reduce the potentlal for the elderly to
misuse medication; and {2) to help hzalth care professionals tell the elderly how
to use their medicines properly: The program focusec on correcting common

mistakes that people make with their medication.

_This information was délivered in the What:If booklet, whlch answers impor-
tant questions about medication; as well as in newspaper and magazine: ads-and

public service radio and television announcements. Roche emphasized making
the information attractive, as well as easy-to-read and understand. The compa-
ny’s Scientific and Public Information Department wrote all the copy, being
careful to avoid medical jargon.

During the four years of the first phase, Roche distributed 24 million What-If

booklets through requests from physicians, pharmacists; and other members of

the health care team as weII as Federal, State, and local government agencies:
The What-If booklet is designed in a format that has been continued through-

out the ME program: Nine questions and answers and a page of DOs and GO™'Ts
are included. Fc: example, see lllustration 1 on page 53:
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IIIustratlon 1:
These are two pages from the What-lf booklel

What if your friend had what _
seems to be the same illness and -

ication that worked well for her?

- Don’t take it! chardlcss
of your friend’s good in-
tentions, taking medi-
cine prcscrnbed for
someone else is a
serious mistake.
Her ﬁféét:i‘iﬁtibii was
written for her on the
basis of her age; her weight, - -
and her physical condition. In addi-
tion to the possibility that it may be
the wrong medication for you, drugs
do lose potency with age and the -
drugs she’s offering may have lost
potency and become ineffective. Only

your doctor can determine what med-
ication is bcst for you and...how

Don’t forget...

!
O

B

O \

EH‘

Never exchange medication with a rela-
tive or friend; no matter how similar
your illnesses may seem.

Try to avoid alcohollc beverages when

Keep an up-to-datc llst of all the medi-
cines you are taking. Show the list to
any physician who intends to prescribe

another drug for you.

Don’t expect your medicine to make
you feel better immediately. Give it
time to work.

Don’t be lulled into a false sense of -
security if you start feeling better after

a day or two. Stopping your medica-
tion too soor may cause a rclapsc or

because timing can have a strong cffcct
on the success or failure of certain
mcdlcmcs

ticularly careful when drlvmg a caror
operating any dangerous machinery.
If you have skipped a dose of your
medication, don’t try to catch up by
doubling the next dose on your own.
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Broadening the program
In September 1982, Roche moved into Phase Il of the ME program. Because the
campaign to deliver information for the elderly was so successful, Roche broad-
ened the program in several ways. , o
First, the company increased its target audience, reaching out to all patients
who take prescription medicines:

Second, the company expanded ME’s focus to provide inforrnation about five
major classes of prescription products: antibacterials, antiarthritics, diuretics;
tranquilizers, and sleep aids. Each of these itaportant classes of medicines was
made the subject of one booklet in a new series of How-To booklets. Although at

the time Rocke did not have an antiarthritic or a diuretic, Roche chose these
products because they are among the most widely prescribed drugs. Based on
the company’s experience with a wide variety of pharmaceuticals, questions and
answers were developed which reflecied some of the more common concerns
with each of these medicines. 7

The basic goals of the program, such as creating dialog between phvsician and
patient, as well as helping patients obtain maximum benefits from their medi-
cines, remain similar.

Filling the information gap

~ The need for useful patient infor ~tion in all segments of the population has
been amply demon:trated. In 1982 alone, 764.2 million new prescriptions were
filled. Yet it has been reported that up to 50 percent of these medicines were
dsed incorrectly. One study; which appeared in the Journal of the American
Medical Association, reported that the patients in the study were taking 78
percent of their prescriptions incorrectly and 31 percent of the patients were
using them in ways that posed serious health threats.

Getting the ME message out

Roche undertook a comprehensive multimedia campaign to launch the broad-
ened ME message for the general public.

In addition to distributing millions of informative How-To and What-If book-
lets produced by the Scientific and Public Information Department, Roche devel-
oped a new series of public service television and radio announcements designed to.
(1) provide commion sense advice about using medicines wisely; and (2) highlight
specific information about the five classes of prescription drugs that the cam-
paign is focusing on. Print advertisements on similar themes appear in major
magazines, newspapers, and journals across the country, and are designed to
encourage patients to discuss their questions about medication with their doc-
tors and pharmacists. o

In addition to the media campaign, Roche has prepared information tools for
health care professionals. There is a slide presentation kit with six talks about
medicine that are aimed at a lay audience. This kit, based on the What-If booklet
and the five How-To booklets, is available from Roche sales representatives and
can be used by health care professionals in talking to community groups. Roche
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also provides health care professnonals with packeh of camera- ready prmt mate-
rials that are based on all six ME booklets. This ailows professional societies and
organizations to reproduce them with their own logos.

Since the purpose of ME is to help patlents understand thelr medicines, Roche
undertook the program with the specific intention of providing easily under-
stood information in a positive and refreshlng format. Although Roche did not
specifically test formats or language, the writing was kept simple by avondmg
jargon. Each component carries a common commitment to simplicity which has
been the hallmark of ME since its inception.

The How-To booklets follow the same format used for the What-If booklet AII
six booklets are the same size (3 1/2 inches by 6 inches, and 12 pages). The same
typeface; similar covers and graphics; and brlght colors make the ME matérials
easy to identify, understand, and remember. Simple questions and answers
provide the bilk of the information on medication in each How-To booklet. The
same distinctive logo has identified the program since it began. Consistency is
important.

« Each How-To booklet begins with a similar introduction. Here for example, is

one from the booklet on antibacterial medication:
This booklet one in a series from Roche Laboratories on
widely used types of medications, is about antibacterials
(medicines prescribed to fight infections). About how to use
them properly. 250out how to make certain you get the
greatest benefits and avoid any problems from the|r use..

-Further, each How-To booklet containis six “How-To" statements, which are
later explained in the booklets text. Here are the ones from the booklet on
antibacterial medication:

HOW TO Get a Better Understanding of Your Antibacteri-
al Medication

HOW TO Get the Most Benefit From Your Antibacterial
Medicine

HOW TO Take Antibactérials Properly

HOW TO Know When Your Antibacteria! Medication is
Working

HOW TO Prevent Problems With Antibacterial Medication
HOW TO Avoid Problemis With Leftover Meédication

v And fmally, each booklet includes a handy list of DOs and DON Ts, provudmg
the patient with iniportant reminders about medication:

Don’t Forget

* DO be sure to carefully follow 3 your doctor’s and pharmacnst 3
directions on when, how and how much medicine to take:

+ DO finish all of the medicine as prescribed.

» DO let your doctor know if you are not feeling better or if
you experience any unwanted side effects.
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» DO check with your doctor or pharmacist to see if it is all
right to drink alcoholic teverages while taking an anti-
bacterial.

« DON'T offer your antibacterial to others who may have
similar symptoms:

» DON'T save leftover medication, unless it is so prescribed:
Check with your doctor and pharmacist if you have any
questions or concerns: However, remember, the final
responsibility for using antibacterials—and all other
medicines—properly is yours.

Is ME working?

To find out whether the ME message was reaching the target audience, Roche
tested the How-To booklets with physicians, pharmacists; and patients.

Among the health care profess:onals who were tested, the majority of physscnans

(81 percent) and pharmacists (91 percent) considered the booklets very positive,
accurate, easy- to-understand and consnstent wnth the type of mformatlon that

respondents said they would distribute these booklets to thelr _patients, and
many felt that their patients would indeed benefit from this information..

Most of the health care professnonals who weie interviewed believed that
these booklets would be a helpful supplement to the information they were
communicating to their patients. This is precisely what Roche intended—that
physicians and pharmacists would use these booklets as tools to help counsel
their patients.

Roche also ran one test wuth patlents who used the How-To booklet about
tranquilizers. This test revealed a high readership rate. Eighty-four percent of
those who received the booklet read at least part of it. Those who read the
booklet showed a higher awareness of the need to follow :hair physucnan s
directions in taking their medication: Fifteen percent felt more confident using
their medication; one percent felt léss confident; and the rest were unchanged.

Payoffs of the i)iaiééi
¢ Another measure of MF’s success is the number of requests for booklets that
Roche receives from health professionals. ME booklets are available only on
request. As noted; more than 24 million What-If booklets were distributed

throughout the first phase of ME. D iring the first nine months of the second

phase, Roche recelved 45,000 requests from health care professsonals, resulting

patuents, in only four months, more than 20,000 mdlvrduals have requested
the booklets.

s Roche has also recerved requests from other countrres, for permission to
translate the ME booklets.

* Because Roehe is convinced that Medlcatlon Educahon is working,- the
company is planning still another facet of the program. Booklets which
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provide detailed information about specific Roche products will soon be
available for physicians to distribute to their patients: Unlike other ME book-
lets, these w:II be avallable on'y through physncnans ano not. dlrectly from
booklets use the ME logo, consistent graphics, brlght colors, and easy- -to-
understand language.

A major goal of ME. xs to help the publlc develop reallstlc expectatnons of
ease, as well as to stress patlents responsibiiity for appropriate use. The end
result, Roche believes; will be more effective therapy, fewer adverse reactions,
and reduced misuse—in short, better health care and better health.

Materials available
« The What-If book
» How-To booklets:
— Antibacterial Medication
— Arthritis Medication
— Tranquilizer Medication

— Diuretic Medication
— Sleep Medication

«Slide presentatlon kits:

— Using Medication. Wisely

— Using Antibacterial Medication Wisely
— Using Arthiriiis Medication Wisely

— Using Diuretic Medication Wisely

= Using Sleep Medication Wisely

— Using Tranquilizer Medication wisely

For smgle copies, write:

Professional Services Department
Roche Laboratories

Division of Hoffmann-La Roche Inc.
Nutley, NJ 07110

For "arther information, contact:
Anne Biedenweg
*anager, Scientific and
Puolic Information
Roche Laboratories
Hoffman-La Roche Inc.
340 Kingsland Street
Nutley, NJ 07110

57




SECTION B

The

65



lﬁtréductlon

The three insurance companles and two trade associations
described in these case studies were among the pioneers in
the movement, which started in the 1970s, to simplify insurance

policies:

As a result of that movement, laws and regulations in 34 states
now set standards for easy-to-understand language in certain
types of insurance policies. In addition, many coﬁiﬁaﬁles in
other States have voluntarily begun to simplify their policies. This is
true for casualty and property insurance, as well as for life
and health insurance policies. No other industry sector pays

as much attention to iilaiﬁ English.

 The experrence of the three compames presented here
goes back to the mid-1970s; as innovators, all found it necessary
to experiment. Sentry Insurance began with > ~t2 insurance

policy; developed by an in-hiouse team . xd attorneys,
marketing specialists; and a writer. They ac se dn
outline format, for clanty and simpliciiy; w: =-od down,
they turned to narrative sivle. The 5+ . G Marine
Insurance Company initially set upani- e tasx fo e of

insurance professionals who gave techmral gu‘dasice 1o the
language simplification consultant hired by the company; the
censultant’s writing staff drafted the policies. Aetna Life &
Casualty, on the other hand, has given each division
responsibility for its own plain English project. Each operates
independently, working with consultants or using in-house
staff, as each situation 're’q'ui'res;

The two trade assocratrens case studres reflect the influence
of the industry’s concern for customer relations. The Consumer
Affalrs Commrttee at the American Councrl or ere Insurance

case of the Insurance lrforfnatr()n Instltute, a push from the outsrde
Its mission.was to develop:a positive program to counteract
activists’ charges that the industry was ignoring consumers’

interests.
Both associations’ actions resulted in extensive industry
attention to plain English projects.
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CASE #8

Sentry’s Plain Talke Policies—

the Obvicus Answer

Sentry s consumer relatlons project started at the top
and went straight to the public; with an opinion survey: The results
were clear and dramatic: 89 percent of the people didn't

look at their poiicies because they were too difficu't to read.

I:!aéiigiéiiiiti

Insurance is everywhere. It has some influence on almost every person and
éctivity in this. country. The insurance business is inhéiéhtly consumer-oriented
on a one-to-one basis: Mainly for those reasons, and with no preconceived.
notions about simplifying contract language, Sentry Insturance undertook a
consumer-relations project in 1974.

It began when Chairman of the Board and Chief Executive Officer John ]oams
made a strategic business decision: develop a program to gather information that
would be 1) of use to the company; 2) of service to consumers; and 3) of use to the
industry as a whole:
 One major result of that decision was that nine months later Sentry drafted its
first Plain Talk insurance policy and filed it with insurance commissioriers across
the Nation. This Plain Talk® Car Insurance Policy—and later the Plain Talk® Home-
owners Policy—revolutionized: the way insurance contracts were written. Many
interlocking actions went into the planning for and the drafting of that policy.

-

-

-
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Aruitoxt provided by Eic:

Focus on consumers

The Chair'man s broad direction was more clearly toéosed by a. groub ot

they decrded to conduct a pubhc 0p|n|on study of consumers’ concerns about
insurance. Sentry would go directly to the public: What did people like or
dislike about insurance companies? What were some common problems, real
or imagined, that consumers had with ins.:rers? What could the industry do to
better serve its customers? The concept for the project seemed simple. It made
perfect sense that a consumer-oriented enterprise should know what consum-

ers think of it. Sentry was surprised to find that no insurance company or
mdustry association had ever conducted such a study

outcome. Valid resuIts were essential. Sentry commissioned a professlonal
team from the Department of Insurance at the Wharton School of the University
of Pennsylvama to help develop the survey materrals Dr Ban McGill, Charr-

and developea the content for a questionnaire on attitudes aboui car and
homeowners insurance. i
The Wharton group 'ooked -at insurance companies’ experiences and ¢ exam-

ined related research. They then developed guidelines for topics and issues
that were likely to be of concern to consumers. Some of the areas they identi-

fied were:
. premlum increases

s claims experience
. poIrcy canrellatrons

to the national polllng firm of Louis Harris and Assocrates, Inc Harris and his
steff prepared a consumer survey questionnaire that was techriicaliy valid, yet

easy for an average consumer to understand. They put the difficult terms and
concepts of insurance into easy-to-understand language—a plain English proj-
ect in itself. Throughout th,e,process,,,o,f, developi 1g the questionnaire, teams
frorn Sentry, Wh'artorr' and Louis Harris exchanéed ideés énd yyorked togéther
minutes. A few of the questrons were:

o "Is it dlffrcult to obtain information about prrces different autc insurance

companies charge?”

+ “Shoiild all drivers be requrred by the government to carry rnsurance?“

*“Have you or anyone close to you ever had your insurance cancelled?”

There were also some opinion questions consrstmg of statements to wh|ch
people were asked to respond “Agree,” “Disagree;”” or “Not sure.” Some of
these were:

« “Insurance companres that seII auto and homeowners insurance are so big

they no Ionger care about the individual.”

*“Automobile insurance companres aré too qurck to drop you after an accident.”’
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o “If y you don t Iook at the fine prmt when you buy an automoblle or homeown-
ers insurance policy, you are likely to find you are not covered in an emergency.”
Amung the study’s firidings:
74 bé'r'cérit of the p’ubiic felt that “if you don‘t look at the fine prmt when you

buy insurance; you're likely to flnd  you're not covered in an emergency.”

*Only *7 percent of the public turned to their policies to find out what they
were covered for, because * poI|C|es were too difficult tc read.”

. Near‘y 50 _percent. felt that “in settlmg a claim, you mlght as well get all you

can from an insurance company since they’ll pay only what they have to.”
+ 25 percent who had had a settlement felt the insurance company was unfair.
Most of the findings were not surprising. This was the first time, however,
that anyone had gone to the trouble to prove what most industry people
suspected—the public has a negative image of insurance companies and of the
insurance busmess

believed, consumers’ dissatisfaction must be taken as a warmng sugnal Chang-
es that were good for the customer would be good for the company. A task
force was organized to interpret the study’s findings and to take action.

Numerous institutional changes within Sentry resulted from this survey: Sen-
try established a national claims review board and a customer information
center. Other changes improved communications witi pollcyholders, Sentry
developed bookiets on how to read and understand insurance policies and
made a renewed commitment to serve customers.

But additional services and better communications were not enough The
Harris stuoy had shown that aimost three-fourths of consumers were wary of
“fine print” and almost 90 percent believed they could not uinderstand a policy.

The languag e of polleles became the next target for change

Incomprehensible but legal

Tradmon helped to create comphcated pohcnes Over dozens of years, through

sundreds of court cases, standardized policy language had been tested again and
agam With case law as a precedent, companies offered policies with terminolo-
sV thic they believed would hold up if challenged in court: Although this was a
.-uind business practice, it did not yield a « smprehensible product. The lan-
guage of current automobilo pohcnes bore a striking resemblaince to the outdated

wording of the first policies that were issued in the late 19th century:

Reading a section of Sentry’s automobile insurance policy before it was rewrit-
ten shows why consumers were intimidated by the document:

...to the followmg as msureds (1) the United States of America

or any of its agencies, or (2) any person, including the named
insured, with réspect to badily injury or property damage

resultmg from the operation of an automobile by such a
person as an employee of the United States Government
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while acting within the scope of his oiiice or employment, if

the provisions of Section 2679 of Title 28, United States

Code (Federal Tort Claim Act), as amended, required by such

person in any civil action or proceeding which may be brought

for such bedily injury or property damage, whether or not

the incident out 0" which such bodily injury or property

damage arcse has bnen reported by or on behalf of such

person to the United States or the Attorney General. 7
~ Clearly consumers Vvere correct. Insurance: poiicies were not understandzble:
To resiond to this problem, Sentry made the most significant decision of its
consumer-related project: It would simplify the language in its policies, starting
with the automobile policy. , , ,

Sentry considered hiring ar: outside consultant to rewrite its automobile policy. It
was a viable option. However, a consultant would need a vast amount of knowl-
edge about insurance: And Sentry had a number of talented people who were
eager to have a hot at the rewriting. Once the first policy was completed; an
employee team could rewrite other policies or train new teams to do it. Man-
agement therefore decided to handle the project internally.

The in-house team consisted of two attorneys (one from claims); a former
English teacher turned business communicator, and two marketing/procct
development specialists: -

They had a clear-cut goal: rewrite the auto liability policy in simple terms so
that the ordinary car owner could read and understand it. The difficuit concept
of contractual liability that was expressed in highly technical language—court-
tested language—had to be translated irit5 pla'n; understandable English. Logical

organizaticn, short sentences, short paragrapiis, and simple words were the
keys. Under the team’s plan; the communicator would not leain all the legal
complexities; r. .. €r; he would help the attorneys to vrrite in everyday terms.

it sounded easy, but it wasn’t. More than 1,500 hours were invested in the
rewriting. The policy was reduced from an imposing 12,000-word document
which filled 31 pages with “8-point” type to an understandable 6,500-word policy
which filled 23 pages with “11-point” type. In size alone, the Plain Talk Car
Policy was a major improvement. The shorter document was inherently easier-to-
read and understand.

The pains of drafting

The final document was the product of an arduoi:~ orocess. just making the
policy shorter or setting the print in larger type gav - : 2 guarantee of readability
or understandability: The real key to the success of the Plain Talk Car insurance
Policy (and subsequently the success of Sentry’s many other Plain Talk policies)
lies in the document’s overall structure. Organization wording, and the printed
format all contribute to understandability: ,

In its simplest form, an automobile policy deals with people, things, and
events. The insurer promises to pay when a certain combination of people,
things, and events causes injury to persons or property. Insurers sell promises.
Complications and intricacies arise because those promises are restricted through
definitions, conditions, and exclusions. These may apply to one or more parts of



thﬁe pohcy Sentry h-d to srmpllfy those concepts without dllutlng the:r Iegal

standing. A policy” ‘egal viability is crucial in a society where ’sue the *x%#*@"
is becomlng a mutto for some consumers.

Sentry adopted an outline format for the new pollcy It seemed to provrde a
useful basic striucture. Main headings and subheadings were created to provide a
kind of road map for the reader. (This also helped the rewriters tackle the
project.)

Since consumers had indicated that they found insurance. companres and their
policies intimidating, Sentry decided to personalize the policy by using personal
pronouns. This also helped eliminate confusion about to whom the sections
referred. The insured became “you;” the company became "we,” "us,” or
“our.” The word "insured” was uséd to apply to anyone who was protected
under the policy.

Rather than try t= rewrite the entire docu: 1ent on the first attempt, the
drafrers singl: 1 5ut the séction on liability cot erage. If the new concept and
’anguage veere perfected for one section, the drafters believed. they could
zccess .y apply the format to the rest.

A gbtid idea fails
_pphcatlon Each riew term in the outline created a need for an explanation,
which often created the need for another heading, and so on; causing added

complenty The new document became unW|eldy as the srmple road map began

Draft number two was}ﬁré{)aréd in narrative form. The familiar word “car”
replaced ”amomobile " The drafters retained headings to guide readers and to

greatiy reduced thir number of headings from the initial outline. They made a
concerted effort to use simple words and shorter sentences; this produced an
easier-to-understand document. Nevertheless; the drafters still had work to do:
~ Explaining coverage for people other than the one named as the “insured”
presented a problem. Explanations of coverage for the main policyholder were
becoming complicated by exclusions and conditions that applied to others
whose coverage was more limited. Te¢n many unrelated facts cluttered simple
statements

The polz y would have to be rewritten a th|rd time. Th|s time, the drafters
decided to consider only the named insured. A compact document resulted. It
was ObvioUsly easier to write a ﬁolicy concerned with a single interest rather than
many. The draf:ers created a new section called "Protection for Others.” "Pro-
tection for Others’’ was not complicated with- numeidus exclusions or excep-
tions to coverage that were aiready granted in the main policy. Instead, an effort
was made to define clearly what is covered. Much of the fine print about what
|snt covered was removed Thrs was somewhat of a reversal of the conventionz'

further clarify the pohcy
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A closer look at the liability section showed that some coverages applied to the
ent|re contract: Rather than repeating these in each section, they were separat-
ed and made applicable to the cntire policy.

Sacrifice the superfluous

The drafters exp|a|ne8 many terms in the sumpllfled text. Consequently, they
were able to redice the number of definitions pertaining to the entire contrac®.
The previous palicy, for example, gave definitions for many vehicles— automobs.e
non-owned automobile,” “owned automobile,” “private passenger au:-:
bile,” “temporary subst - utomobile,” “trailer,” “utility automoblle
“utility trailer.” The new pouc; recognizes and defines only two vehicles— - ' 3ind
“utility trailer.” It was possible to eliminate the extra terms by consclidat.r ng

some definitions and removing superfluous information.

Wording throughout the policy was analyzed Anythlng that served a purpose
was retained in a simplified or consolidated form. Unnecessary sections were
deleted: The overall scope oi the policy remained essentially the same as the
original, although in some cases, the drafters broadened coverages in order to
consolldate terms and snmpllfy |anguage

the pollcyholder They can- also give others permission to use the car. Those
people also are fully covered. Under the old policy; the policyholder’s permission
was necess:. 7. There was often no way to prove whether a family member 1<2lly
had permis:'on to use a car or not. And settling the permission issue caused

family disputes. For simplicity’s sake, the coverage was broadened.

In & sense, Sentry was taking a chance. “Better safe than sorry” had been the
policy-writer’s motto almost since the first coverage was written. Although ever
mindful of the legal implications, the new policy was a bold statement. In simple,
nbnile'galisti'c terms, it was Sentry’s insurance promise.

Throughout the rewr|t|ng process, the pollcy drafters antncnoa ed that there
would be two major, immediate benefits for Sentry and ‘or con,umers
1. The new poIncy would considerably reduce con mers’ fears about the “fine
prmt " (There wasn't any )

coverage, the new pollcy wouId reduce the ||keI|hood of customers bemg

should thus be reduced.
To this énd, Sentry makes a statement nght on the cover of the pO|ICy
We want you to read your car pollcy and find out what you bought with
your insurance dollar. Now you can.
~ Based on any assessment, the Plain Talk Car and Homeowners insurance pohcnes
are light years ahead of Sentry’s old polncnes in terms of readability or under-
standability. Compare the following from a Plain Talk Car policy with the section
from the old policy (quoted on page 63):

-



Anyone protected at the tlme of a Car Accident by an atomic
or nuclear energy liabilty insurance contract isn’t protected
by this insurance. The reason for this is that by law such

policies protect all persons involved in the Car Accident—
regardless of who is at fault.

Neither the United States of America nor any of its agencies
is protected by this insurance:
Anyone for whom the United States Ccvernment may be

tected by this insurance:

~ In addition to thé new ianguagé ahd o’rgahizati'o'n' 'of thé 'p’o’ii'c'y, other features
accessible. A “contents”’ page mdlcates the main sections of the policy. Each
section is set off with large headings surrounded by plenty of white space: The
type size has been increased from 8 point (v 11 point. The graphic design and
layout of the policy were developed to make the document a communications

tool.
Measurable results

Planning, rewriting, simplifying, and all that white space are wasted if ~crsdin-
ers still can't understand Sentry’s policies. Aside from asking consumers, *%a7= is
a good way to determine just how readable the policies are.

For more than 40 years, the Flesch reading ease test* hac been a widely used
techmque for measuring the readability of a piece of writing: (Since the Plain Talk

Car Insurance Policy was written, its Flesch scores have become an industry-
wide standard.)

The Flesch test was developed by Rudolf Flesch a scholar and commumcatlons

expert. It takes into consideration the average number of wo ‘s per sentence in a

document and the average number of syllables per 100 words. A conversion table
is then used to give a “reading ease score.”” Scores can r.. z~ from 0 (least
readable) to 100. Sentry’s old policy scored 13.9. The new pollcy scored 47.9—a
dramatic improvement. According to the Flesch score; the Sentry policy is

comparabie in reading ease to Harper’s or Atlantic Monthly magazmes

The Pennsylvama Insurance Commission applued Flesch’s readabnlit'y standards
to various insurance poiicies and found a range of from minus 2 to 10. By
comparison, Sentry’s policy was highly readable.

Payoffs of the proleet

. Since tﬁe first pollcy was hlea in 1975, the Plain Talk Car
Insurance Policy has been approved in 44 States. Sentry does not
expect it to be accepted in every State. Some States regulate insurance
companies and contracts very narrowly and will not approve the new simpli-
fied language. Other States require modifications and amendatory endorse-

ments to approve the policy:

* See Appendix 1.
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. Sentry has also been simplifying other policies—homeowners; condomini-
um owners; renters; boat and motorcycle owners; and umbrella coverage
(large, unexpected loss or liability), as well as Sentry’s ccmplete portfolio of
15 individual life insurance policies. Even life agency agreements—the con-
tracts between the company and independent insurance agents to sell Sentry
products—gqualify for the registered Plain Talk mark.

The Plain Talk concept has been so successful that it has set a company-wide
standard for clear communications. And the simplified policies’ success has
helped to set an industry-wide standard. Consumers are beginning to expect
contracts like Sentry’s Plain Talk Car Insurar.ce. 7

The majority of State insurance rcgulators seem to favor the move toward
simplification. Although Sentry’s plain English products are not available in
every State, the company continues to file Plain Talk policies with State
insurance departments. And approvals are mounting. There is a common
concern, of course, to make certain that the new policy language will afford

consumers the same protection as the traditional language dic.

The new policies have withstood legal challenges with little change for the
past eight years. As one attci ey explained, "It seems the judges look at a
plain-language phrase and say; ‘That's clearly equivalent to this traditional
language.’ Then they base their decisions on 100 years of case law or more
relating to the traditional language.” With convolutcd constructions removed,
there is usually little doubt about what coverage is granted in the policy.

Plain Talk policies have become a great marketing tool. Agents are enthusiastic

about the idea; the policies are clearly different from competitors’ policies.
Consumers see a real benefit in Plain Tzlk policies. As one policyholder
wrote, "'l don't believe it, but | can now, after 16 years of paying on car
insurance; understand my policy.” S

Overall; the initial consumer study led to a dramatic change in the way Sentry
writes personal insurance: There are no exact figures on sales or satisfied cus-
tomers attributed to the policies, but response has been overwhelmingly. positive.
Sentry’s Plain Talk insurance policies have been used consistently for company
promiotions. They have even been the focus of commercials the company has run
on national TV. ,

Simply, talking plainly has been good for Sentry.

Materals available

s The Plvin ialk® Car Insurance Policy

for a sample copy, and fo. further information, contact:
Mi hael Dry. ) ,
Vice President; Corporate Communications
Sentry World Headquarters
1809 North Poinit Drive
Stevens Point, Wi 51481
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CASE #9

The Road to ertmg Uiiderstandable

Life and Health Insurance Policies

American Council of Life Insurance (ACLI)
and Health Insurance Association of
America (HIAA) Lead the Way

When insurance regulators and legislators 51gnaled thelr support
for language simplification, easy-to-read policies became an
industry-wide priority. Within five years, more than 95 percent
of the hfe insurance companies revised their policies.

Background

“In deflnlng the phrase “fine print’ the Random House B/ctronary
singles out insurance policies for possessing enough limits, restric-
tions, and just plain gibberish to boggle the reader’s eye. It also quotes

an age-old warning: ‘Make sure you read the fine print before signing.’

So began an article that recently appeared in the journal of Commerce. it is
typical of public commentary regarding a'! types of insurance policies—full of
references to the “fine print” and sincer: orging to “read your policy.”” That's
basic advice to any consumer.

The trouble is that an insurance policy is a legal, technical document. It con-
tains a lot of terms that have a precise legal meaning—“incontestability,” “bene-

ficiary,” “‘grace period:”” Insurance companies, and the trade associations to
which they belong, have published many brochures that were written to help the
public understand these technical terms—as well as everything else in a policy.
Many insurance companies have even tried to sumpllfy their policies. This paper
traces the road to policy smpllflcatlon—a relatively new road, built about five
years ago and now successfully carrying an increasing volume of traffic.



State regulators take a stand

In june 1978, the Natlonal Association of Insurance Commnssnoners (NAIC);
with assistance from the major trade associations for. life insurance and health
insurance, developed and voted to support a model law entitled “The Life and

Health Insurance Policy Language Slmpllflcatlon Model Act.”

The NAIC, organized in 1871, is an association of the chlef insurance regulatory
officials of the 50 States, the District of Columbia; Guam;, Puerto Rico; and the
Virgin Islands. One_objective of the NAIC is to maintain and improve the State
regulations that govern insurance in a responsive and efficient manner. The
principal way that the NAIC does this is to develop “model” laws that it be .cves
State legislatures should pass.

The Policy Language Slmpllftcatlon Model Act establlshes minimum standards
for simplifying the language in life and health insurance policies and certificates
tc make them easier-to-read.

The main provisions of the Model Act réquire that:

* The text of the policy achieve a minimum score of 40 on the Flesch reading
ease test* or an equnvalent score on any other comparable test.

. The pO|lC)’ be printed in 10-point typc or larger. 7
+ A table of contents or index be included if the policy is more than three nag
or more than 3,000 words:
Because of the difficult and costly burden the NAIC Model Act placed upon
msurance companies, it was not intended to beccme effective immediately after

the law was passed in a given State. Companies were given two years to draft new
po:: -y forms in simple language and five years to redraft existing policy forms.

Insurance associations provide support

Shortly after the NAIC approved the Model Act in 1978, ACLI and HIAA the
rnajor national trade associations representing. the life and health insurance
writing companies, agreed to support the Model Act whenever it was intro-
duced in a State legislature.

In 1979, that policy posntlon was strengthened the insurance industry a@reed
to seek the introduction and passage of the legislation on a priority basis. This

emphasis by the insurance companies has contributed to the Model Act becom-
ing law i.. more than half of the States in less than five years.

Model Act succe=ds

As of january 1983, the Model Act for life and health insurance (or similar
versnons) has become Iaw in 27 States. Easy-to-read policies 17ust now be devel-

The Statés that have- adopted the Act or some version of it are: Arizcna,
Arkansas, Connecticut, Florida, Georgia, Hawaii, Indiana, Maine, Maryland, Massa-

* See Appendix 1.




New York, North Carolina, North Dakota, Oth, Oregon, South Carolma, South
Dakota, Tennessee, Virginia, West Virginia, and Wisconsin.

Since this list of States contains several of the Iargest ones, it is reasonable to
assume that within the next few years a significant percentage of all newly issued
insurance policies will be subject to the NAIC minimum standards. Because an

insurance company usually operates. in many States, virtually every insurance
company that does business in the United States has been affected by the 27 State

Iaws alreaay passed

languzge of insuranice policies cannot be overstated. Before 1978 there had been

~several sincere efforts by individual insurance companies to design and issue
plain English policies for life and health insurance: But the number of such efforts
had been limited because of the feeling among most insurance authorities that
changes in the language of insurance policies could jeopardize the large body of
legal mterpre‘at:on thzt the courts had built up over the past generations.

It is too soon to teil what effect the courts will have on this public interest
project. So far, it does not appear that court decisions have been altered by a
policy being in plain language: Development of the Model Act was the first
public demonstration by State regulators of insurance companies that they were
ready to accept the challenge of simplifying the language of policies. The process
could not have begun without the support of state regulatory officials and the
active backing of key legislators in the 27 States that have passed some version of
the model law:

The road to simplifying the language of insurance policies and to complymg
with these new State laws was made easier by the development of a detailed
Guide o Writing Understandable Life Insurance Policies by the tife Office Man-
ageineint Association (LOMA) and the Life Insurance Marketing and Research
Association (LIMRA). These are mdependent oorganizations which develop edu-
cational and marketing materials for the insurance industry. LOMA and LIMRA
distributed the guide to every major life insurance company. The: guide explained
why simplifying policy language was worth the expense and how companies
could most easily simplify their policies. The guide also included examples of
simplified language, such as the following one about a policy’s loan p- -:vision:

Before: While this policy has a loan value, the owner may
obtain an advance from XYZ Company upon assign-
ment of the policy as sole security. ,

After:  You can get a loan from us on your policy while it has
a lcan value: The policy can be the sole security for
the loan.

While companies were free to develop whatever readable language they pre-
ferred, the LOMA/LIMRA guide certainly contributed to the speed with which
companies began the conversion process. The - “mystery”’ which had long been
associated with simplifying life insurance policies had now been effectively
removed.
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In May 1980 the ACLI Consumer Affalrs Committee recommended that the
ACLI -actively encourage companies to undertake simplification projects, rather
than just passively comply with the new State laws. ACLI took the initiative to go
to chief executive officers of member companies, asking them to become directly

involved. Further, ACLI asked companies to support the principles of the NAIC
Model Act even in those States where there were not yet Iaws requrrlng compllance

expressing their personal support of the recommendation made by the Consuim-
er Affairs Committee and giving examples of veluntary steps that their compa-

nies had already taken to simplify policy language.

Payaiis for ihe iiisiiraiiéé iiii:iustiy

concluslons were reached:
. 90 percent of all member companies are now issuing life insurance policies
that are ‘‘readable’’ by the standards of the NAIC Model Act. By the end of
1983 the figure should reach 96 percent
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lssumg “readable” pollues even where S'ate Iaw does not require it.

» Member companies. attained an average Flesch .eadmg ease score of over
57. {The NAIC has established 40 as the minimum standard.)

Unfortunately, the majorlty of insurance compames respondmg to the urvey
could only guess what the benefits of their policy language simplification would
be for consumers, agents, and the companies themselves. In most instances this
was because they had only recently converted to. slmpllfled language: Of those
companies that expressed opinions, most did not believe that the number of
consumer inquiries or complaints would be reduced with more readable policies.
About half thought that more readable policies would improve consumers’
understanding of their policies, while half thought that they would have no
effect.

But in :Nose situations where policy revision had been underway for several
years companies reported that the|r new readable pohcres had been weII recenvec
ment the benefits of simplified Ianguage in insurance policies, a survey done by
ACLI is encouraging: In 1975 ACLI surveyed the public and found that 43 percent
had great difficuity understanding theii policies. When the survey was repeated
in 1982; only 33 percent had great dlfflculty

Although hard data isn’t available, ACLI is optimistic that in time séveral real

benefits will result:
» Insurance policies written in plain, readable English will meet consumer
demand. In a 1980 survey, ACLI found that consumers who had difficulty

understanding life insurance terminology bought at a 54 percent rate. Those
who said they had no difficulty bought at a 68 percent rate.

78




Sy e hkellhoou thai 3 po lCVholder will keep a pollcy should increase.

* 7 zining, should "= mare effective. Plain language. will be e:.ier for the new
.2=2nt to understand. Als,. experienced agents should feel more confident
\ha' they understand the polic and be more optimistic about their ability to

ex»lain its coverage:

- o« perwork wiil be cut. Simplified polncnes are shorter. Compames save assembly
ti:ne and storage space.

. The mdustry hopes Imgahon wull be reduced.

« Plain English should improve publlc relations and the insurance mdustry s
image.

Materials available
« NAIC Life and Health Insurance Policy Language Simplification Model Act
For single copy, write to:
National Association ¢f Insurance Commissioners
1125 Grand Avenue
Kansas City, MO 64106
For further information cania'ci'

1850 K Street, NW
Wasnington, DC 20006



CASE #10

The H|§t0 v of Plzin E ’:hsh
at The Si Paul

pollcy, it worked out a modular approach for creating a
variety of insurance proaucts Keeping a consistent style and
training in-house writers have oeen the major problems of this
extensive, long-range program.

Background

) ln 1975 ‘The St. PauI Fire and Marme lnsurance Company began a Iong range
program to improve communications with its polucyholders A major part of this
program was to create insurance policies thac wo3ld be easy-to-read - nder-
stand. The St. Paul began this voluntary prograiii pefore policy simp: was
m"mdatc ' by any State Smce then; close to 30 State Ieglslature a:10. <eat°

insurance pohcnes, be wrltten |n understandable, everyday language.
The St: Paul's early commitment to plam Engllsh came from the top down. This

was critical to the program’s success: Top management had a special and strong
intcrest in simplifying policies.

The company’s first sericas attempt to SImpllfy insurance was a personal excess
Ilablhty policy. This was The St. Paul’s pilot project. The company retained the
communications ard design firm of Siegel & Gale to h=lp an in-house task force
simpliiy the policy. After completing this project successfully, the company
made a public commitment to continue its simplification efforts, working with

the same consultant.
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Scope of ths pro;ecl

Maklng insurance slmpIe wasn’t easv. The scope of The St Paul’s- prOjeC( was to
S|mpI|fy all policies: Cunverting insurance to plair English involved analyzing
several thousand policy forms to determine which could be combined or limi-
nated, and rewriting the text in plain English.

The company made this extensive, long- -term commltment to plam Engltsh in
the belief that customers have a right to policies they can read and understand.
Besndesﬁ, it’s just_plain good business. The more customers know. about their

insurance, the more the company savas on the cost of loss adjustments, answer-
ing complaints, and writing letters explaining the policies.

The Si. Paul's mrtral approach

writing, marketmg, communications, ana claims departments was. apponnted By
the President and charged with developing the program. The marketing division
headed the task force, and most of the members were corporate officers.

to all commercnal lines of insurance—no small task for a Fommlttei', In fact, the
first lesson learned by the task force was that drafting . committée is not an
effective approach:

~ What f|naIIy worked we! was to asslgn an insurance professmnal to. manage the
pro;ect at The St Pau1 Al the same . tlme the const, tant deSIgnated a staff wrlter

drafting forms for The St. Paul The task force then served in an advnsory capacny,
rroviding guidance and approving final drafts. This approach resulted in the

most efficient use of resources in both organizations without the delays inherent
in committee drafting.

Here s how the process worked

1. Each form was reviewed with underwrltmg experts to determine if The St
Paul should make any improvements in coverage before assigning a form to
the consultant

»

2. When The St Paul assngned the form to the consultant the company explalned

and the specific improvements needed.

3. j’he corsultant reorganiiéd and drafted the form and returned it to The St.
Paul.

4. The St. Paul reviewed the_draft to make sure it was complete and tl!e,[",:"l"'
ance coverage accurate. Questions on coverage were referred to the appro-
priate members of the task force or to other in-house experts.

o4 75
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. Then The 5t. Paul’s project manager went over the draft line by line on the
phone with the consultant’s staff writer. The St. Paul’s manager explalned
what the company liked and didn‘t like, pointed out errors and omissions in
coverage, and explained coverage concepts when necessary.

(W, 1]

6. The writer made corrections and sent back a second draft.

The process was repeated. However, the second time the draft was sent to
each task force member_for comments. With this method, most forms were
completed in three or four drafts.

8. The more complex forms were saved for a perloduc edltnng séssion at the
consultant’s office. At these sessions,-St. Paul's project manager would meet
wntﬁ all the writers workmg on the project and hammer oui finat drafts.

9, Thé st ﬁaui then clrculétéd tlié final d'réft to the enfi'r'e task force, giving them
courited as agreeing with the draft. The task force had final authornty to
approve the form.

The St. Paul’s current approach

After completlng the Iargest of the sumpllflcauon projects—tﬁe multlcover
pollcy—the task force advised the company ¢n -verall policy for about another
year. It developed a master plan and a timetable for simplifying other policies and
then disbanded.

As The St.. Paul’ experlence wnth plain Engllsh grew, the company developed
its own staff and relied less on outside help. Today the company no longer uses a

consultant. This, The St. Paul has had to develop a different approach; through
trial and error, the company has found that the foIIowmg method works best.

Forms are asslgned to two people (1) a staff writer who does the,draftlng and |s

They work as a team to complete the form by the deadline both agreed on.

The writers who work on _the pohcnes are trained in-house. Their training is
based on the style manual that Siegel & Gale; as consultant, originally devel-
oped and that The St. Paul keeps up-to-date. New writers read the style
manual and then spend several hours going over t with an experienced
member of the staff. Training includes an explanation of the computerlzed
form library and the automated form dévelopment system. Although The St.
Paul tries to hire people with insurance background, the company also sends
writers to internal classes on insurance coverages to augment their prior

knowledge

IlIustratnon 1, pages 80-86.
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In working on the forms with the consultant a unlque St. Paul style and format
eévolved. Specific graphics and language techniques were used to banish the
mtlmlaatlng Iook of tradltlonal insurance polncnes }

Spa\,e and Iarge, easy-to-read type set in two columns wnth un,ustlflea right

margins. A narrative rather than outline style is used; with. lots of bold headings to
guide the reader. Information is presented in a logical sequence. This sequence
is common to the entire program. Tlie St. Paul tried to eliminate as much

insurance jargon as possible by using .vords with generally common, p_blir
meanings. As a result, there are fewer terms to define. These terms are deflr
right in the text where first used, thus eliminating the need to turn back and fo :

between the text and a separate definition section.

Language style. For informality and enhanced rea'lablllty, short sentences are
used and; occas:onally; sentence fragments. The St. Paul made the forms friendly
by using personal pronouns and contractions, and eisier-to-read by using active
rather than passive verbs.

For example; before plain English, a paragraph deflmng fraud and misrepre-
sentation read--

15. FRAUD AND MISREPRESENTATION This Policy and its lnsur—
ing Agreements shall be void if the Insured has concealed or misrepre-
sented-any material fact or circumstance concerning: this insurance or

the subject thereof. or in case of any fraud, attempted fraud or false
swearing by the Insured pertaining to this insurance or the subject
thereof, whether before or after 4-loss. However,- Unintentional errors or

omissions on the part of the Insured shall not operate to prejudice the
.|ghts of the Insured under this Policy and its Insuring Agreeer:s.

Now the pollcy reads—

This pollcy will be void if you cr any other protected person

hide any important information from us, mislead us;.or

attempt to defraud or lie to us about any matter concerning

this insurance—either before or after a loss. Of course,

everyone makes mistakes. Unintentional errors or
omissions won't affect your rights under this policy

Flnally, difficult concepts are clarified by introducing a radical innovation into
the conservative insurance mdustry Narrative examples are inserted right in the
text. These examples are printed in italics. Here are several from the Business

Cwners Polic: -

Accounts Receivable Coverage

Interest. We'll cover the interest on any loan
you have tu take out because you can’t collect
your receivables and need money while you're
waliting for payment of your claim. For
example

Your records are destroyedand the tosses on

your accounts are covered by us. You need

ready cash to pay tha rent, so you take out 8

short term bank lcan. We'll pay the interest
on the loan._



Emra colloctlon costs We II cover. extra

collection costs, over and above your normal

costs, that are necessary because of loss or

damage to your covered records: For

example

Your bllhng is usually handled by your
bookkeeper and one assistant. Your records
were damaged when a tornadc swept through

your building. Because they're having trouble

straightening things out, ycu hire a iemporary

assistant to heip get the bifls out. \Ye'll pay

the salary of the assistant.

Reaoaomty tests: The aim is to c-eate insurance pohcnes that are easy for cus-

tome.s to read and understand rather than to meet : mlnlmum score on a

readability laws reqtlire a rhimmum score of 40 on the asch reading ease test.*
Most St. Paul forms score between 50 and 60. This articie scores 56.

Consrstency To help maintain these revised insurancé forms and to continue
the program, The St. Paul enlarged its staff: Siegel & sle helped train new staff
members. As new people came into the projec’ ottt St. Paul and at the
consultant, it became more and more difficult tc 2ir’ consistency in style,
format, and termlnology

Con5|stency is critical to keeping the modular forms mterchangeable To
combat this problem; the company developed a style man® ' to serve as a
standard -and as a tocl for training new people: This has he :d but has not
completely eiiminated the problem.

In fact, the most dlffrcult iask of managlng the slmpllflcatlon prolect ha¢ been
to maintain a consistent style, format, and terminology over an extended period
of time, using differeni: «riters. This was compounded by the need to stay
flexible enough to recognize arid adopt improvements and not stifle the staff’s
creativity or the style’s evolutlonary growth. The computer has been the most

helpful tool in maintair ng consistenc

Selectlon and tralmng The second most difficult task is the sele'"tlon and
training of new writers. Finding people with both writing skills and insurance
knowledge is almost impossible. The St. Paul has been more successful at teach-
ing insurance people to write than at teaching writers about insurance.

* See Append:x 1. 8 4



Over the years both the style and the staff have continued to evolve and
mature. The company now has-more than 500 commercial policy forms in print
that are written in plain English. Over 75 jercent of The St Paul’s business is
written on plain Eriglish policies. When the project began, there were 10,000
forms; when all r+isions are finished; this total should be cut to 1; ;000. The staff of
six full-time peopie handles all development of new forms, as well as maintenance—
updating f~rms to accommodate changes in laws, to improve coverage, an1 to
reac: c. arge by competitors. The production process for forms has been fully
¢ «01iat <, ‘rom first draft to camera-ready copy. The next step will be to merge
tie - -~ié data that personalizés a policy With the fixed form text from the

computerized library forms and (o print the complete policy on a laser printer.

avoffs of the project
fFor The St. Paul, plain English h:s definitely improved productivity. Here are
some of the ways:
¢ The simplified modular forms and &, mated form iibrary make it easier,
(:iiiitkéi', and less expensive to create and b;ing new roducts to ihiil'l(é‘
+ :he claim and uné‘erwntmg mstructon havc ‘ound tha' lmrl’ ied forms are

easier zmd qulcke‘ to explam to trainees.

o Tk» company’s early start with siss: Ilﬁed pollc'es prowded a Ieg up on the
industry whet, States began mannatmg plain English_policies. The St. Paul’s
policies more than meet the new standards in the “tate laws that have been
passed recently. Another benefit of the company’s pollcy simplification
prograin is that it is easier for State regulatory agencies to | dge the forms; so
they can approve them more qmckly
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The St Paul has fourd that s:mplmui polu:les are easier and less ¢ expenswe
to automate.
~ In addition to gains in productivity, t.ie St. Paul has found that its plain English
policies encourage a view among customers; agents, and nther insurance com-

panies that the company is innovative, creative, and for.;ard looking. Although
there has been no research to determine what customers thirnk about The St.
Paul’s plain English forms, customers’ comments in letters have been positive.

Materlals avallable

. Sample klt of plam Engllsh ‘orms
To obtain copies, and for further information, contact:
John D. Horton, CPCU
Manager; Forms Slmpllflcatlon
St. Paul Fire and Marine Insurance Co.
385 Washington Street
St. Paul, MN 55102

or 79



llustration 1 séiﬁpié Form.

GENERAt LIABILITY PRCADENING ENDORSEMENT

This endorseme=? th in¢.s your:

o Comprehensnve G‘neral L|ab|I|ty
P:otection

2Straul

S-A-M-P-L-E

o]
Table cf Contents Paga
i—i’o'w Your Eoverage Is éhanged 1

Personal Injurryr and Advertising

Injury_"overage : i
Limit Of Your Personal .erL_ y And
Advertising Injury Covera.z 2

Exclusions - Personal InJ.n\/ or
Advertising Claims We %“icn'* Cover

Mental +*arm CEvéFSéé
Extended Bodily Injury Covarage

Medical Expense Coverage

Peoole Whose Me-lical Expenses
Arer't Covercd

‘ledical Renorts Ard Ex=rinations
txcluv.or. - Medical Exn- ~se
Claims We Won't Cover

Recovering Damages From A Third
Party

D) "] [ ] w

Do L

Additior ' Protected Petsons
Spouse Gf A Partner
Employees

Newly Acquired Organizations

wn [ & L[ SN SURN R

limited Worldwide Liability Coverage
Tenant's Fire oF Explosion

Liability Coverage

cimit Of Coverz e

Exciusions - Te:raiit's Fire or
Explosior Claims We Won't Cover
Incidental 'Médi'cai Services é'o'verage

=2 SRR - 2 NUPRN 41} [S.05 .8

BE,OB,d ,E,Qf'm Property Damage
Coverage

n

Other Terms 7

How Youi Coverage |s Changed

Your GGeneral Llablllty Protectlon is
broadened by adding some coverages and
changing some exclusions. However, this
er Ament only applies to aééiaehtél

¢ ¢ .s or interferences with someone's
riG’ ts tna* happen while this endorsement

is i =tfact.

- and Adverti'sing injury

T AvaGral inde
Coverage

we' I pay amounts you and other protected
ner 2us are legally required to pay a~
damages for covered personal injury or
advertising injury ci.ims resulting from
your busine:ss wctivities.

Personal injury mesr - :ny of the following
types of interference with someone's
rights:

1. False arrest, detertion or
imprisonment, or malicious prosecution.
For example, malicious prosecution would
be harming somecne by knowingly start-
ing & . it withodt having any real
cause 2 suae.

2. Libel, slander, defamation or other-
written or spoken statemenrs which vio-
exéﬁibié, defamatlon lncludes harn caused
to someone's character-or reputation by

written or spoken statements.

3. Wrongful entry, wrongful_eviction, or
other invasion of the right of private oc-
cupancy. For example; an invasion of the
right of private occupancy would be in-
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illustration 1 (continued)

2Stwaul
terferlng with someone's rlght "o occupy
property undisturbed.

Advertising injury means ar . of the fol-
low: ‘1g types of interference with some-
one's rights resulting from any
advertissment, advertisinjy or publlcsty
article, broadcast or i~ ast.

sLibel, slander or de-4r  »n.
*Violation of the rigk- oriACY,
*Piracy.

sUnfair n,ompetltlon 7777777
*infringement of copyright, t'tie or slo-
gan.

Lirjiif Of Your Personal Injury And

The most we'll pay. for mlﬁ ggrgqnal mJury
and advertising |njury claims covered c¢n-
der this endorsemernt is equal to the each
accidental- event limit that applies to your

General Liability Prctection for:

'b"o"dilV ii’ijUi‘V, if you have separate
rimits; or

*vodily injury and prope ~ty damaqe com-
bined, if you have a combined limit.

This limit is shown in the General Liabil-
ity Coverage Summary. It applies no mat-
ter how many protecied persons are
involved, how many persons or organiza-
tlons are injured; or how many ,aims are
‘ade. rlowever, if your General l.iability
i ‘otection i isr wed for more tha.a one
year, the limi. apniies separately to each

policy year.

Exclusions - Personal injury or

er persona! injury cleims made by anyone
because of personal injury related to his

or her empioyment by you or application

for employment with you.

False statements. We won't cover personal
injury or advertising injury claims that
result from statements made by or for any
protected person:

*about any organization or its goods,
products or services; or.

*in violation of an individua!'s mght of
privacy;

when the statenients are known to be
false

Prlor stateme: - .< won't cover personal

injury or advertising injury claims that

result from statements (or the first-of

statements). made before this endorsement
went into effect.

ag reement:

Deliberately breaking the law. We won't
ry claims that resalt |f yon or any other
protected-person knowingly breaks any
criminal law.: Or if someone else breaks
such aﬁj@\!{ﬂ}jhi the cornsent or !.nowledge
of a protected person:

Advertising claims: W= v.5n't cover adver-
tising: injury claims Lrougnt against any

protected. person wha is in the business
of advertising, troadcasting, publishing
or public relations. Nar v. Il we cover ad-
v'e'rtis'ihg ‘njury claims that result from:

'fal|df‘e o perform your obhgatnons under
a contract. (But this exclusion won't ap-
ply to the unauthorized appropriaticn of
ideas based on alleged breach of an im-
plied contract. )

'mfrrngement of trademark, service mark
or trade name by using-any of them on or
with the goods, products or services you
sell, advertise, or offer for sale {But this
exclusnon will not apply to infringement of
titles or slogans.);

*incorrect description of goods, products
oOr services;

srriistakes iri the advertlsed price of
goods, products or services;

*acts committed with intent to harm.

Page 2 of 7
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;ion 1 (continued)

Mental Harm Coverage

The term "bodily injury” as used in your
General Liability Protection is expanded
to cover mental .harm, mental anguish or
mental illness whather or not there has
bzen physical harm or illness.

Extended Bodily Injury Coverage

T:2 terin - "accidental vent” as used in
yvour Genera! ! ability Protection is ex-
panded-tc-c. - .~ any intentional act by or
at the direction of any protected persor
that results in bodily injury solely from
the use of reasonable force while prevent-
ingd-or removing a danger to people or

precperty.

Medical Expense Coverage

TS

# you aren't legally responsible,
<o ay up to 81,000 for first aid anc -
mid: o3l experises of each person w'is sus-
tains budily injury in an accidenta. evant.
However, no maiter how many claims re-
sult from one event;, we won't pay more.
than your policv's each dccidental event
limit,

You may have coverage for medical pay-
ments under one or more agreements in

this policy. If you do, the most we'll pay
is the hnghest limit of ccwerage you have:

business and result from a condgtugg of

your premises or arise from some activity
relaiec to your business. For nxample:

1t's rained most of the morningfﬁ@gr? )
secretory takes an umbrella along to the
post office to purchase stamps. While-
rounding a corner, your secretary's um-
brella accidentally pokes a pedestrian’s
shouider.. The pedestrian, knocked of f
balance, falls to the sidewalk-. Since your

secretary was on business when the acci-
dent occurred, we'll cover medical

expenses the injured pedestrian may have
up to $1,000.

We || ccer reasonable expenses for riec-
essary medlcal, surgical, x-ray and den-
tal-services, and for artificial limbs and
organs: We'll also pay for_necessary am-
bulance,,hﬁoﬁsgp}guaind profcssional nurs-
ing services and for funeral services. To
be covered, these expenses must be in-
curred within one year of the accidental

event.

Peopie Whots Medical Expenses Aren't
Covered

We won t cover - medncal expenses of any of

the fo||owmg people:
'You or your partners

*An éﬁiﬁiéyéé of yours or your partners;
if the employee is injuied in the course of
his or her employment by you.

*A terant who lives on your premises or
é’r...n ovees of st h ‘tenants who are injured

Lenant

Y tg.nant or any employee ¢ a tenant
v ho is injured on the part of the premises
rented f-om you.

'Employees of such other tenants who are
injured iin the course of their employment
and on the part of the premises their em:

ployer rents from yc':.

*Any person who builds new structures
or who repairs, maintains or demolishes
any structure on your property or adja-
cent roads.

~l§ny person to whom beneflts are payable
piovided under a workers' compensation,
unemployment compensation, disability
benefits or similar law:

*Any person practicing; teachlng or tak-

ing part in physical training, a sport or
an athletic activity or contest.

43236 “d:7 55 Frinted in LiSoA
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2StAul
Medical Reports And Examinations

The injured person must do several
things before we will pay a claim. These
are:

-glve us written proof of the claim as
soon as frossible;

*male the claim under oath at our
request;

-glve us authorlzatlon to obtaln copies of

*be examined by dcctors of our c¢.wice as
often as we may reasonably request.

We wiij pay f’o’rf suc"h”'ei(a'r:ninatrions,Wbyf B
thiese payments will be treated as part of
ttie limits of coverage.

The fact that we make payments to an in-
jured person for these serv-zes doesn’t
mean you've admittea respori.ipility for
the injury.

Exclusions - Medical Expense Claims We
Wo-.'t Cover

All of the excliusions that appiy to y-;.:*'
General Liebility Protection appl; to -
coverage. 1he following exclusnons also

apply.

Medical services you provnde We won t
cover ex; - nses for medicai services pro-
vided by any protected persons; their
employees; c¢r any person or organization
gnder contract to you to provide stch
services.

Wéi‘k by indébéﬁdéht toﬁtkéttbﬁs We

dependéut contractor: But this exclusion
won't apply to mainternance and repair of
your instred premises. Nor will it apply
to-structural alterations at insured prem-
ises t'at don't change the size of a struc-
ture or involve moving of a structure.

Recovering Damzges From A ﬂi'r'd ﬁarfy

The Re«,overmg Damages From AﬂTI’),ird

Party section of the Genzral Rules doesn't
apply to this medical expense coverage.

Additiona! Protected Parsons

p.

The Who Is Protected Under This Agree-
ment section of your General Liabiity
Protection is changed by adding the fol-
lowing.

Spouse Of A Partner

I‘ you are a partnershlp, spguses of
sultmg from vonductlng yoar basiness as
a partr iship.

Employees

Your employees are protected while thay
are working for you within the scope of
their duties.

Limitations on employee protection; we
won't cover ycur employees for the follow-
ng:

*Claims for podiiy injury or personal inju-
ry to a fellow employee occurring on the
job.

*Claims for personal injury or advertising
injury to you; a piotected-partner or
co-venturer; or the spouse of any of
these protected persons.

*Claims for damage to property owned
rented, occupied, used or physically con-
irolled by you; a fellow employee; a pro-
tected partner or.co-venturer; or the

spcuse of any of these protected pérsons.

This employees protection sectinon dogsn’t
apply to your executive officers hocause

they are specificaily protected ir. the cor-
poratlon protection section zbove.

=~ 4 of 7 .
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illustration 1 (continued)

Newly Acquired Organizations

The Who |s Protected Uncler This Agree-
ment section of your General Ciability
Protection is changed by adding t~= fol-
lowing.

New! Y acqur‘ed orgamzatlons we'll pro
tect orgnizations that you newliy acquire
or form in which you mainta‘n Ownershlp
or majority interest. To be covered these
nrganizations must be acquired or formed
while this endorserient is-ir. effect. We'li
protect them for 90 days from the date
you. acatire them. However, we won't -
protect a joint ver.uie unless it 1s named
in the Intruc . .ction,

Cther insurance for newly acquired
organizations. If a riewly acquired or
formed organization i1s co\ ered for bodily
injury, property dam-ge, personal injury
or advertising niury ciaims under any
other policy, the coverage provld(d by
thes \‘rudu sement Jdoes hot appiy, nor

o ‘e coverage apply as excess.

& Worldwide Liability Coverage

The Where We Cover section ¢ your Gen-
eral Liability Protection is externided as
follows:

the Umted States of Amerlca, we also
cover accidental events that take place
anywhere in the worid that resuit from
your business activities while a proteeﬁtgd
person is ten rorarily outsnde the United
States of America.

e |f products are covered we'll. also cover
accidental events that are caused by one
of your product- sold anywhere in the
world.

ser all of the above types
of events 1f s original sait is brought
within the .ted States of America, its
territories or possessions, Puerto Rico or
Canada.

But we only -

Straul
Tenant's Fire or Explosion Liability Cov-
erage

I ar (n :neral Llabl|lt\/ Protectlon pro-
\ prepe-ty damage coverage, we'll
.-otect i ior property damage claims

cau’.e vy fire or explosion to that por-
tior:  property that you rent or lease.
gBat this is so only when you or other

protected-persons are legally at fauit for
the damage. We won "t cover damage to
such- property when it isn't any protectoed

parson's fault, even if responsibility for

{22 -jamage has been assumed under a
contiract or ag. ‘eement. Fo' example,

damage caused by fire or explos:on to
your office even though ysu’re not to
bl/ame:

Suppose _your employee carelessly throws
a lighted match into the wastebasket.
We'll_pecy up to the limit of coverage for
the fire dumage you'rz legally responsible
for becauce of tiie carelessness.

cut; if through no fault of yours, the
furnace e plodes and starts your prem-
rses on fire, we won’t pay for the damage
even though your lease makes you re-
sponsible for it.

Limit Of Cuverage

The most we'll pay for covered tanant's
fire or explosicn claims is $50,000 for
each accidental event; no matier how
many protected persons, property owners
or claims are involve:l.

Excliusions - Tenant's Fire or Explosion
Claims W= Won't Cover
Only the 'N'u’c’iear vhergy liability" exclu-

sion in your General Liability Protection
applies to this coverage.
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tHustration 1 (continued)
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7ljj:c7|der.ta! Medi.al Services Coverage

We lI-cover clalms for bodnly injory thot
result-when -a physician, -dentist or ni- <e
you.employ:provides or fails to provide
professional services. But-we won't pro-
tect the doctor or nurse against malprac-
ticé claims.

yoar Genera| L|ab1hty Protection does not
apply to this coverage.

Host Liquor Liability Coverage

If you 3ren't in the liquor busiriess, we'll
cover clams for bodily injury -or property

damage_that resoit when you or someone
acting for you serves or -gives away alco-
holic beverages:.This includes claims for
loss of support due to-bodily injury. By
liquor business we mean the business of
manufacturmg, distributing, selling or

serving alcoholic beverages.

Broad Form Property Damage Coverage

If your General L|ab|l|ty Protect|on oro-

vides property damage coverage, this
section expands ycur protection against
certain property damage claims. The
"Control of property" and "Damagé to
your products or work" exclusicns in .
your agreement are replaced by the fol-
lowing:

Control of property. We won't cover dam-
age to any of the followmg:

1. Property any protected person owns,
rents, occupies or holds for sale or safe-
keeping.

2. Property any protected person con-
trols which is to !.» installed, erected or

used in construction.

3. Tools and equipment whilleiar]y pre-

tected person is actually using them to do
w,or,k,,,, o

4. Property cn your premises or premises
of any other protected persons for the
purpose of being worked on by you or on
yoar behalf.

5. Premises vou've sold or transferred to
someone else.

However, we will cover the above de-
scrubed property you use or control that
you've assumed liabilicc “nr under a werit-
ten sidetrack agreemzni. we'll also cover
damage caused by an elevator on your
premises to property of others that you
control. But we won't cover damage to the
elevator itself:

8. A particilar part of property you or
oihozrg worl mg for you may work on whlle

ver . This |ncludes the foIIowmg

*Property being worked on. We won't
cover damages to the particular part ac-
tually being worked on at the time of the
accident if the damage results from the
work itself while the work is still going
on:

“Source of damage. We won't cover dam-
> :e to the-particular part out of which
2 MJamage arises.

wity workmanship. We wen't cover re-
pair or replacement-of-the particular part
becaiise of faalty workmansh|p
Bamagr to your products or work We
cauéed by the product itself or by any of
its parts. Eorfexample we won't cuver
<Jamage to an air conditioner that occurs
Lécéuéé you improperly manufactured it.

\or wglLvye eover damage to your-work or
work done. for .you that's. caused by the
vork itself or bv miterials or equipment
connected with . Bat, if your Gereral
Liabilily Protection provides completed
work coverage; thi exclusion won't apply
to claims for the follow:ng:

-Damage to any completed work which re-
+ults from work ¢'ane for you by others.
For exampla:

?!
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illustration 1 (E&ﬁiiﬁﬁéd)

example:

You construct a building as a general
contractor. Some of the work is done by
you while the rest is done for you by
subcontractors. Later, after the building
is occepted by the owner, it is damaged
by a fire caused by faulty electrical wir-
ing instalied by a subcontractor. You're
covered for the damage to any of your
completed work and. the compieted work
done for you by subcontractors.

*Damagé to the completed work of others
which resalts from work dore by you. For

\'ou_construct a building as a general
contractor: Some of the work s done by
you while the rest is done for you by
subrontrators. Later, after the building
is accepted by the owner, it is damaged
by o fire caused by faulty electrical wir-
ing you directly installed. You're niot
covered for the damage to any of your
complétéd work, but you are covered fur

EStfaul

daiidge to the completed work of subcon-

tractors.

When we consider work to be completed is
explairied in the Limits of Coverage sec-
tion of your General Liability Protection.
Other insurance for property damage.
Additional protection provided by the
Broad Form Property Damage Coverage -
séction of this endorsement is excess over
any valid property insurance on which
you can collect. We won't pay until all
Builder s Risk; Fire, Extended Coverage,
Installation or similar coverages, incloc-
ing any deductibles, have been used up.

Other Terms

All other terms of your policy remain the
same:

Aruitoxt provided by Eic:

43236 EJ.7-33 Priri3c in U.S.A. - B
©St. Paul Fire and Marine !nsurance Co. 383

Endorsa ent___to Insuring Agreement___.
Page 7 of 7




CASE #11

Aetna l;lfP & Casualty’s Corporate

Plain Engiish Prograrr 3

By usnng vaned resources—eutsnde ct . s, trade association

Aetna has consistently ra|sed its }.,')IICI€< Flesc™- scores.

Background

In response to needs that ‘consumers have expressed and the c!rowmg mterest
Life & Casualty has been taking steps since the mid-1970s to simplify the lan-
guage of its insuirance policies,

In the past, writers of insurance policies tenced to express the provisions of
the CbVéiégé in language that was identical to, or closely matched, that of court

decisions or other legal judgments about the coverage: This practice, it was
believed, would avoid any misunderstanding or misinterpretation of what was or
was not covered. In_recent ycars, however; a need for better consumer under-
standing led to a new approach of making the wording simpler and easier-to-read.
Aetna has simplified more than 50 individual coverage policies, complying
with the requirements of the States that now call for certain insurance policies
ano related documents to meet minimum readablllty standards. As one example

in casualty-property insurar.ce, 28 States nnw require personal auto and honie-
owners policies to meet ¢ “:ain Flesch re g ease tast* standards. They are:
Arizona, Arkansas; Cbhhew. it. Delawa:. Florida, Georgia, Indiana, Maine,
Maryland, Massachusetts, i rinr;ota, Missouri, Montara, Nebraska, Nevada,
New Hampshire, New Jersey N_~ Mexico, New York, North Carolira: Ohib;

Oregon, Pennsylvania, South Carzlina, Texas, Virginia, West Virginia, and Wiscc* sin:
Working mdependently, each Aetna division has used the Flesch reading ease

test and other State requirements to measur~ the readability of policies. At
present, States that specnfy the Flesch test. requnre msurance documents to score
word Iength Other requ:rements relate to varlables such as prmt size, spacing,
and paragraph length. The Flesch test and other requirements can be used to
determine the clarity of most business documents. B o

‘tach Aetna division has handléd simplification ¢ -oivughly and with measur-
able success. Each division has acted independently working on its own products
and using its own resources. Outside consultants and the Insurance Service
Office; a major trade association of the casualty insurance industry, hive con-

tributed importantly to Aetina’s effort. As a resu't. customers preser.iy benefit
from insurance policies and other documents which are shortér, moreé readable,
and easier-to-understand than earlier Aetria documents:

Following ai . thiee examples of Aetna’s simplification |mt|at|ves, two deal
with casualty: property insurance, and the third with group health insurance.

See Arpendix 1.
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Personal auto pOl!CV

Aetna’s Personal Financial <ecumy Division has >|mpI|f|ed many policies, put-
ting particular emphasis on the order in w' ich information is presented and on

~rint size. One example of these efforts is Aetna’s revised Persona! Auto Policy;
Aetna has also revised its Homeowners, Va'uable ltéms, Boat, and Recreational
vehicle policies.

Working with the Insurance Service Office, Aetna combmed several auto
policies into a single package with various covciages for different customer
needs. Aetna revised these policies by using simple language instead of legalese
and by eilmmatmg unnecessary information. The resulting auto policy was about
half the size of the original and earned a 40 cn the Flesch test. Aetna began to
issue it to customers in a large number of States in 1976.

~ Sinice then, in-Youse staff have made further revisions. Gfanges have mcluded
additional punctuation, shorter paragraphs; a better highlighted table of con-
tents {see lllustrations 1 and 2, pages 90-91); outlines. narrower columns, artwork,
and color. These have all been valuable modifications that have further improved

readability. The current personal auto policy has a Flesch score of 50 and meets
the readability requirements of all States that have them.

Busmess-owner policies

, Recently, Aetna’s Commercial Insurance Division has started to simplify a
group of commerC|aI casualty properfy po jcics that are aimed primarily at

Usmg knowleageable staff members who zre t.,mlllar with trade association

brocedures for simplification, the division wz. shle to begin its simplification
process even before nev. Staie laws required  » insirance inoiistry to take
action. This process is still continuing; Aetna staff .= i "+ :"vol =i i this effort

includé writers of policies, attorneys, and graph ©edehists: Loaddition, tiz
division is simplifying asther commercial policies aior.é g.,ldehnes set out by
trade 2ssociations. The division’s goal is to finish simp!'ifying at least one of the
major policies in this group by March 1984 and to earn a score of 55 on the Flesch
tes-
Employee benefits explanation booklet
~ Companies. that purchase group health insurance Loverage from Aetna’s Employee
Benefits Division receive a master policy. Aetna also provides companies with
individual booklets ‘xplaining the coverage; these are designed to be distribut-
ed to each employee:

In the past, the employee booklets were difficult t1c read and understand. An

early version of Aetna’s employee booklét scored only 37 on the Flesch test:
with the aid of outside consultants; Aetna undertook an accelerated program to
produce a repIacement with simplified wording. The revised booklet, with a
Flesch score of SO became avallable in 1980

booklet among Aetna’s own employees and managers. The purpose was to
cbtain feedback on further steps that Aetna should take in simplifying its materi-
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als. The results showed that the design of the hooki. - and easy acce: to
information—tfor_example; liberal use of subheads and a helpful table of conte- —

were as |mportant to understandmg the booklet as was the Ianguage |tseIf Basej

more descrlptlve taBIe of ¢ contents

Over tie past two years, Aetna has cont|nued to test these additionai r revisions,
using both the FIesch test and another rating: |nstrument based on one devel-
have been |ncorporated in an updated employee booklet which is being distri-
buted to Aetna’s clients.

Payoffs of the project

- Although Aetna’s divisions have contributed much time and energy to plain
language; unfortunately th-:re has not been much feedback yet. This is partially
because changes have been relatlvelv recent and also because many chan es are

us|ng Iegal language in polncnes, the truth is that insurance poIncnes were indeed
the Nation's “’least read best sellers.”

Nevertheless Aétna‘s expenvence indicates that a pI='n Engllsh pro;ect is prac-
tical and would be of benefit to consumers: These benefits have become apparent:

« In-house attitudes have become more fexible. Although eprrcnt opposition to
plain language was not a serious problem at Aetna, changes in policy Ianguage
have requnred fundamental changes |n th|nk|ng Current thmknng is that

the consumer can readily understand and teel ‘comfortable with. The tran:.-
tien process has been eased greatl ,l through m-house development by people
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always x conslderatlon Previous pohcnes have WI'hStOOu jud;cral rullngs
New policy langiiage, undoubtedly, will provoke new debat». Howeter,
plain language should make future conflicts easier to resolve, saving all
parties time and money. , , 7
Consumers will be better served if the language describing the protection
they buy is more readable and easier-to-undersiard: While State laws and
industry requirements must be considered, the real importance of simplify-
ing policies lies in this marketplace benefit that accrues to consumers.

For further information; contact:
H. Cranston Lawton o
Director, Corporate Communicztions
Aetna Life & Casualty

151 Farmington Avenue
Hartford, CT 06156




Mustrziion 1: Aetna’s revi<~d Personal Auto Policy begins with this Table of Contents:

UICK REFERENCE

'YOUR PERSONAL AUTO POLICY ¢

— DECLARATIONS PAGE

+ Your Name and Address s Py Period | ~on_
___ _e Your Auto or Trailer « Zoverages and Amounts of Insurance PAGE

AGREEMENT I 1
DEFINIIONS _ .~ __ 1
PART A — LIABILITY COVERAGE o 2
o Insuring Agreement - - o Out of State Coverage
s Supplementary Payments « Financial Responsibility Required
o Exclusions - s Other Insurance
o Limit of Liabifity ----- - - -
PART B — MEDICAL PAYMENTS COVERAGE .- = .0 ...
* Insuring Agreement « Limit of Liability
« Exclusions - = - -~ e-Other Insurance
PART C — UNINSURED MOTORISTS COVERAGE 6
* Insuring Agreement e Oth.. insurance
» Exciusions _ .. » Arbitration
- o Limit of Li-“lity
PALI T = COVERAGE FOR DAMAGE TO YOUR AWTO 8
» Insuring Agreement ¢ Payment of Loss
» Transportation Expenses * Appraisal -
» Exclusions- - » No Benelit to Bailee

» Limit of Liability « Dther asurance _ o

PAWT € — DUTIES AFTER AN ACCIDENT OR LOSS 11

» General Duties - » Additional Duties :.nder Coverage for
s Additiorial Duties under_ Dzmage to Your Auto
Uninsured Motonists Coverage
PART F — _GENERAL PROVISIONS T
o« F “griod and Territory » Our Rignt to Recover Payment
e Prem um + Termination
o Changcs. » Two or More Auto Policies
L
L

Le - Action Agairist Us « Bankruptcy
Transfer of your Interest in
This Policy

InChudit, EODYRGTSd mATENAT OF Tnsurance Sernces Offce with il permssion cuynght Insurance Services MMtce '975 1976 1977 1978
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Illustratlon 2; Aetna’s ongmal Aulomoblle Pollcy began with this page, which lacked a formal table of cumenls

POLICY PROVISIONS — SECTION |
The /Atna Casualty and Surety Company

{A stock insurance company. herein called Atna Casualty)

LIFE & CASUALTY
In_consideration of the payment of the premium. in reliance upon the statements in the decla. ators made a part hereof and sub-

ject to all of the terms of this_policy. agrees with the Insured named in the declarations as follows

— PROTECTION AGAINST LIABILITY,

— MEUGICAL EXPENSE AND UNINSURED MOTORISTS

PART | anda -
— kCCIDENTAt DEATH BENEFIT

CIABILITY COVERA" €

ATNA CASUALTY will pay on behall of the Insured aII sum<
which - the Insured shall become legaily obiigited to pay as
damages because of bodily injury or property damage. arising
out of the ownership. maintenance or use of an owned automo-
bile o1 a non-owned automobile. and £ TNA CASUALTY shall
defend any sutt alleging Such bodily injury or property damage
énd s’éék’mg démégé§ Whléh éié béyablé On'aér the térm§ 61
less. false or fraudulent; but £TNA CASUALTY may make
such investigation and settlement of any claim or suit as it
deems expedient

Supplemenlary Paymenis

ATNA CASUALTY will pay. 1n addition 1o the applicable l:mits
of nability:

a) all expensés uncurred by /Etna Casually all costs taxed

agalr.,l the Insured In any suit delended b)' @lna Casually
and all interest on the entire _amount _of any: judgment
therein which accrues after entry of the judgment and

before Aina Casually has paid or tencered or deposited

In_court that parl of the |udgmenl which does not exceed
the mit of Atna Casualty's fiability thereun;

(b) prermume on appeal bonds required In any such suit.

premiums on bonds to reiease attachments for an amount
excess of the apphcable limit of habiiity of this
policy. and the cost o’ bail bonds required of ine tnsured

because _of accident or lra"nc law viplatior:_arising out of

the .se of an automobile or trailer insured hereunder. not
10 exceed $250 per bail bona: but without any obligation to
apply for or turnish any such bonds:

{c) the Insured's expenses tor first aid 10 others at the time of
an accident iInvolving an automobile or trailer to which the
Ciability Coverage applies.

{d) reasonable expense% m(.grLgd by lhe Insured al /Elna

salary (bul nol Ioss ol other [n’;ome) an,to,e,che,ed 52‘\ pejr
dav. because of his aitendance at hearings or trals at
SUch regues!

MEDICAL EXPENSE COVERAGE

ATNA CASUALTY will pax all reasonable medical expense

incurred_within_one year from the date of accident for bodily
njury caused by acciden! and sustained by
(1) the named Insured or a relative

{a) while occupying the owned automobile.

{b) while occupying a non-owned automobile. but only if
SUCh person has. or reasonably betieves he has. the
permission of the owner o use the auiomobile and
the use 1s within the scope of such permission. or

{C) through being struck by a highway vehicle;

(2) éhy other person while occupying
(a) the owned automobile.- while being used by the

r},amedflrlsur,eg or by any other person with the per-
mission of the named Insured. or

{b) a non-owned automobile. if the bodily Injury results
from

(1) s operatc” or occupancy by the named In-
sured. or

(n s operation or occupancy by a_reialve.
provided 1t 1S a private passenger automob:ie or
utility trailer.

but only if such Operalor or occupam has. or reason-

ably believes he has. the permission of the owner to

use the aulomobule and the use I1s within the scope of

sSuCh permission;
provided ihat no such payment shail be made uniess the per-

awritten agrgemenl lhal the amoun' ol such paymenl shall be
apphed toward the settlement of any claim, or the satistaction
of any judgment for damages entered In his favor. against any
Insured because of bodily injoy aniSing out of any accident 1o
which the Liability Coverage applies:

ACCIDENTAL DEATH BENEFIT COVERAGE

/ETNA CASUAI:TY W|II pay the accndental dealh Eenem staled
1IN the declarations 1n the event of the death of the named In-
sured which shall result directly and independently of ail other

causes from bodily injury (other than sickness or disease or

death res.mmg (herelrom) _caused by accident and sustained
by the nameéd Insured while occupying an automobile or
through being struck by a highway vehicle. if déath occurs
within 80 days of the accident.
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CASE #12

The Insurance Infarmatmn Institlite S

Consumer Iliﬁirmatmn Br hures

unresponswe to consumer needs Research showed that
consumers’ top priority was useful information in simple,
easy-to-understand language.

Background

At the beginning of the 1980s the Insurance Information Institute (lll) took
major steps to broaden the scope of its communications activities. In taking ‘he
initiative, the Institute sought to develup an active program, reflecting the
changmg condmons 'hat aftected the property and casualty insurance mdustry

fssues AnaIySIS Blws:on was a key element in |mprovmg communications. The
department was given responsibility for conducting a comprehensive program
to identify consumers’ interests ir property and casualty insurance and tc help

consumers understand more aboui insurance principles and practices.

Timin- and strategy were important for the new Consumer Affairs Depart-
ment. The president of the Institute had placed the consumer unit in the Planning

and Issues Analysis Division with the charge that it should help identify emerging
trends and use information from consumers to help suggest future policies and
develop long-range plans. At that time; consumer activists were scrutinizing the

insurance industry and attacking it as being unresponsive to consumer needs; a
new group, the National Insurance Consurmier Orgarization; was formed-in October
1980. Thus it became more essential than ever for Il to move quickly, finding
practical and effective ways to communicate with insurance consumers.




Fiiﬁiiﬁg 6ﬁi wiiai eéiigiiiiiéig wanted

consumers need different kinds of information. To ldentlfy the kinds of activities
the industry should undertake, the Consumer Affairs Department conducted a
survey of leaders of local, State, and national consumer organizations, using
open-ended and multiple-choice questions. The questionnaire listed service

projects the Institute was considering and asked resporidents to rank them. One
of their hlghest pnontnes was easy-to-read information:

It led to pamphlets, con5umer/mdustry dtalogs, and a hotline. The Consumer
Affairs Department began by developing a new series of brochures; the first two

covered auto and tenants insurance. Auto insurance was chosen as the first topic
because many people buy it, it is expensive, and it generates many questions. The
pamphlet on tenants insurai.ce was developed next because there was no avail-
able information for consumers on this topic. These brochures became a core
element of thé Institute’s new consumer affairs j program.

The consumer/insurance industry dialog initiated by 11l during that first year
confirmed that the new brochures were a needed service. In these Séisibﬁs,
consumer leaders emphasized that they expect the insurance industry to pro-
vide free, easnly accessible information about its products, services, and pohcnes

metropohtan areas Through these small sessions the department has obtained a
first-hand reading of the consumer movement. For 2ach session the local field

office of Il invited six consumer leaders; six industry representatives; and a
representative of the State insurance department. Consumers stated clearly that
they looked to insurance companies, rather than the State and Federa: govern-

ments, for information about the industry.

Issues that had to be resolved
Before aeveloplng the brochures, 1l staff and management discussed and
decided certain pohcy issues.

consumers. This decmon was based on the thmkmg of Hans Thorelli, a professor
at Indiana University, whose 1977 book Consumer Information Systems -and Social
Policy identified two groups of consumers, “information seekers” and “average

consumers:” His thesis holds that information seekers are very active in locat 'g
mformatnon, asklng questlons and becomlng well mformed Average consum-

believed that its major responSIblhty was to the much larger group of average
2

consumers.
CLC 93
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Complexity. The complexity of insurance language has long created problems
for consumers: The plain English brochures were designed specifically to elimi-
nate as miuch of this complexity as possible without sacrificing accuracy of
content. Managers from various divisions within the Institute negotiated to find
the right balance for each aspect of insurance. The easy-to-read brochures

inclide information consumers need in order to make wise decisions, but the
content is clear and concise.

Distribution. ln conssdermg how to dlstnbute the matenalé, the lnstltute s man-
agement decided to make the brockures widely available and to encourage

consumer organizations to order them i bulk. As a result;, the brochures enjoy

the credibility which comes from having well-known citizen c.ganizations and
leaders in local communities distribute the industry-sporsored materials.

Producing the information
The lnstltutes series of flve plam language brochures covers automoblle insur-
ance, homeowners insurance, tenants insurance, home security, and household

inventories.

Developlng bllliigiial brochures.The Institute printed several mllllon copies in
both English and Spanish and publicized them widely ir both the broadcast and

print media: Special news releases were prepared, in both languages, and were
sent to consumer reporters . and ed;tors throughout the Umted States; lll 5 Dlrec-

chures The lqs;gtute cno..e to produce the materlals m Spamsh as well as Enghsh

fastest- grownhg mmo:.ty segmcnt of the U:S. populatlon The brochures were
translated by an independent firm which ised a team of three translators— a
Columbian; a Puerto Rican, and a Cuban. Their goal was 10 create a text that was
understandable to various Spanish-speaking groups and offensive to none.

Responsibility for the project. The Consumer Affairs Department of the I

written by the Director of Censumer Affairs, who was adv.sed by a commlttee of
consumer affairs directors from 1llI's member companies.

The project also involved the Field Services and Publications Divisions. Staff
members in the Institute’s 11 regional offices, located in major cities throughout
the United States, askéd local consumer leaders to review drafts of the bro-
chures; and provided valuable feedback. The Publications Division handled printing
and warehousmg of the brochures.

Slmpllﬁca ion techmques. The Institute kept the brochures S|mple mamly by

adop:ing the viewpoint of the consumer in search of information rather than
attempting to explain_ insurance from an industry perspective. From lI's

consumer/industry dialogs, Ul staff had learned that even consumers who are

sophisticated about other products are not always as sophisticated about insur-
ance. Therefore; the brochures encourage consumers to ask their agents ques-

tions and to take an active role in keeping their coverage in tune with their own
personal financial situations.




An art director played an important role in srmphfymg the brochures. The
artist was involved early-in the development and design of the materials. She was

charged with making illustrations both attractive and truly functional. Illustra-
tions were planned to show the kinds of incidents that can lead to insurance
claims. For example, Home Secur:ty Basics contains the illustration and text shown

on page 96 to remind people to stop deliveries when going on vacation.

In desrgnlng graphlcs and layout m always focused on the needs of the target
audience and the purpose of the series. To keep the brochures simple and
easy-\o-read, staff oftén cut the copy so that the typeface could be as large as

possible.

Format. The five brochures which resulted are:
«fold-outs that use one to four folds
*brief (Details in text are soinetimes sacrificed to make room for functional
artwork:)
« written at a fifth- grade reading level
« printed in 10-point type.

Promotion. After the brochures were produced the Consumer Affairs Bepart

ment sent its newsletter, Insurance Update, with an order form and a sample
brochure to 1 500 commumty and consumer leaders It publicized the brochures
such a as s divisions of motor vehicles, mayors, and police departmients. In all, more
than two million booklets have been distributed to date. The most popular
leaflets are Auto Insurance Basics and Taking Inventory.

What com panies should know

An organlzatlon consrdermg launching a plain English pro;ec’ should be aware
that:
« It sometimes is necessary to alter content in the interest of Brevrty and

simplicity. An industry’s publics do not need to become experts in the given
field but need- to understand the basics and to know what questions to ask

when shoppmg for, or comparlng prlces of products and services.

able to:
—=insure that consumers get the information they need

—add credibility to mdustry sponsored materlal
—provnde assistance in getting information to consumers through news-

~letters and direct distribution , , ,
« It is important to supply an adequate quantity of free plain English materials

(In the insurance industry this may mean making millions of copies available.)

The public is entitled to basic information without charge

* A sizable amount of money is required for printing and mailing, bt costs can
be kept down- by making the style of the brochures simple and the informa-
tion generic. This can avoid the need for frequent updating.
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This is a page from the
Institute’s brochure,
Home Security Basics.

@ Remember special vacation time tips. Leave
blisids open in their usual pesition. Have mail and -
packages picked up, forwarded or held by the post
office. Lower the sound of yo:ir telephone tell so it
can't be heard »utside. Arrange to have your lawn
mowed or your walk shrveled. Stop newspaper

deliveries. Use automatic timers to control lights in
your living rooim and bedrooms. Tel! police and

dependable neighbors when you plan to be away.
Try a makeshift alarm by putting a thin piece of
plywood between the top of the door and the frame
and piling it with empty tin cans. Anyone opening
the door will create a noise that could alert
neighbors and frighten intruders.




The,ﬁayoffé attributable to the Institute’s plain English brochures have been

significant, though difficult to measure.

» Consumer reaction has been positive. Since the first of the brochures was
released in June 1980, the Institute has accumulated a thick file of letters from
consurrers expressing appreciation for the industry’s information program.
To quote, for example, from a horrec /ner in upstate New York

msurance terms in plain English. What a wonderful idea that
-1 would like to thark you for shedding light on a con-

fusmg subject. You have restored my faith in the insurance
industry and | -wish you tuccess in what | hope will be a
continuing endeavor to clarify insurance terminology and
procedures. . ..

. Medla reaction has been suppomve. The brochures have brought tremen-
dous attention from both the broadcast and the print media. In setting up
visits on talk shows and interviews with newspaper reporters throughout the

country, lil staff have found the brochures to be significant attention getters.

Materials available

. Auto Insurance Bas:cs

. Home Insurance Bas:cs
* Tenants Insurance Basics
* Home ..ecurity Basics

s Taking Inventory

For sample copnec of the.,e brochures, send a self-aadressed stamped envelope
to:
Insurance Information Institute
Publications Service Center
116 William Street
New York, NY 10038
or call toll- free, 1-800-221-4954.

For further information or a copy of the report on HI's Consumer/Insurance

Industry D:a!ogues, contéEt

Dlrector of Consumer Affairs
Insurance Information Institute
110 William Street

New York, NY 10038




Appendix 1

Explanation of Flesch

Reading Ease Test

* The Flesch test was developed by Dr: Rudolf Flesch; a communications expert,
to rate the readibility of written material. )

The test considers the average number of words per sentence and the average
number of syllables per 100 words. A conversion table is then used to give a
"reading ease score.”” Scores range {rom 0 (least readable) to 100 (extremely
éasg', . . N T L o o
 The minimum score for plain English is 60. To reach this score, material should
average about 20 words per sentence and 1:5 syllables per word:
~ Here's how scores translate to grade level: =
Score Grade level
90 to 100 5th grade
80to 90 6th grade
70to 80 7th grade.
60to 70 8th - 9th grade
50to 60 10th - 12th grade
30to 50 college

0to 30 college graduate

Source: ﬁéé’ch, Rudolf. How to Write Plain Eng’ﬁsh. New York: Barnes & Noble
Books, 1979, pp. 23-25.
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Appendix 2

Organizing and ‘Managing

a Corparate Plain English Project

A Checklist Based on the Case Studies
in this Book

ORGANIZING THE PRQ]ECT
~—— — What material do you plan to write or rewrite in plain Enghsh?
one document (warranty, contract, ;36liEy, brochure)?
a series of publications?
—— _ advertisements?
in-store signs?
a series of insurance 'poiicfes?

’csth’e'rsr

Are you ceitain about your specrflc objective in wrmng or rewriting

the material?
—_____ Areyou certain about the precise message of the material?
How will senior managemint be involved in the project?

Have you briefed your company s managers and staff about the pro-
ject?

Bp they understand why the company decided to writé or rewrite the
material in plain English?

Do they understand how the simplified material can help the company
to:

__— cutred tape?

decrease complaints?

n5
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decrease inquiries?
—— — - improve productivity?
~ — — improve the company’s image?

- What units in your company should be involved in the piain EhgiiSh pro-
ject?

Marketing?
Product 5eveiop’r’nent?
Consumer Affairs?
———— Advertising?
— - Communications?
- Legal?
Engineeriné?
Technical?
__ Editorial?
_——— Graphics/Design?
others?
Which unit listed above will be 'respo’nsibie for mana’gfng the project?
Who will ﬁib'viéé the “plain English expertise’’?
consultant?
staff editor?
corporate communications diractor?
———_ staff business communicator?
___— — other?
If you appoint an internal team, will they:
advise the writers?
— —_—_ write the document?
" review the document?
if you hire a consultant, who will be responsible for coordinating be-
tween the internal team anfi the consultant?

Q : -
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MANAGING YOUR RESOURCES
Do you have data in your files that could suggest information to in-
clude in the document, and how to present it?
- complaint letters?
———_ inquiries from customers?
comments from sales representatives?
market research?
=——— survey results?
- other?
== Have you considered how you can use consumers in developing this
material?
to ideiitify what information consumers need in the contract
or other document?
to select the topics to be covered in a series of publications?
- toreview drafts of a document?
to test the document to find out whether it's easy-to-read
and easy-to-understand?
—— Have you searched for available guidelines for plain English which may
have been developed by an appropriate trade association or profes-
sional group?

Should you develop an in-house style manual for plain English, as part
of the project?

————— to maintain consistency when the material needs to be revised?

to train staff to write and rewrite materials instead of using a
consultant?

to meet other objectives?
Are there State laws or regulations with which your material must comply?

_ - Have you charted a complete procedure for writing, reviewing, and revis-
ing the material?

———__ Who will write the first draft?
Who will revfew:thé first draft? - .
EI{IIC C 17 BEST COPY AVAILABLE 11
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—_—_ How will you test the first draft?
- How will you proceed with the next draft?
FOLLOWING THROUGH
How will you assure that the final product is legally sound?
-~ Have you arranged for a graphics specialist to design or redesign the

material, to make it easier-to-read?

Have you planned to test the final draft to be sure that consumers under-
stand it?

Have you arranged to evaluaté the project?
- Have you considered using market research as an evaluative tool?

Have you considered how to measure consumers’ interest in, comprehen-
sion of, and use of the material?

— __ What criteria will you use for judgi’ng the 'p"r'o'ject's success?
—— —__ fewer inquiries and complaints related to unclear language?

—_— —  surveys indicating changes in consumer attitudes towards the
company?

decrease in litigation?
increase in sales?
increase in use of the material?

others?




