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, S ~ Preface _ R ‘ o
’ The preparétion of this annotated bib]iography of audio-visual méte- -/

yd
4

rials in consumer education: espec1a11y appropr1ate for adults could not i//f .

have been developed without the f1nanc1a1 ass1stance of both V1rg1n1a Po]y-

1

tecthc Inst1tute and State Un1vers1ty and T1t1e L of the Higher Educat1on

Act of 1965. In part1cu1ar, we w1sh to express our apprec1at1on to Dr Nancy '
1'A barc]ay, Head Deoantment of ‘Management, Housrng and Fam11y Development

(genera] project superv1sor)i Dr. "Ten H. }1tche11 (PrOJect D1reetor) My,
‘Litt]eton'w. Simpson (Aésoeiate Direc r,.Tit]e?I Higher~ Educat1pn Act at "’

the University of Vtrginia), Ir. Richard_F.7Harshberger‘GAssoc1ate D1rector

for Program Development and Tit]e I 1fa}son) ‘MiSS Marthe-Meana1d (breject f_

'; Secretary), and numerous students at V1rg1n1a Po1ytechn1c Inst1tute and State

0
University (who vo]untar11y prov1ded add1t1ona1 1nputs 1nto the cr1t1qu1ng

'

- process by v1ew1ng some of the audio- v1sua1 mater1a1s)
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~.ized consumer edUcation For example, it is

- most approprate

' exper1ences ' .

I _ Introduction -~

ST ‘ . / : . .
',-'? . U N C
The growth of consumer educat1on and 1nformat1on efforts in recentyyears

" oy
-’

has ‘brought w1th it a deluge of new aud1o v1sua1 mater1a1s 1n ‘the f1e}d - From
‘fewer than e1ghty t1t111n 1970, the number of avaﬂab]e aud1o v1sua] mate-
r1a1s has grown tQ‘at least fifteen hundred current]y New offer1ngs arE be1ng~
h1ntroduced almost week]y : | - | '

By far the greater maJor1ty of the ava11ab1e mater1a1s are des1gned for
students enro]]ed Jun1or and’ senior high schoo]s and occas1ona]]y co]]ebe
settings The’ su1tab111ty of the mater1a]s for genera] adu1t aud1ences is

typ1caJTy only 1nc1denta] to the1r mg in thrust In add1t1on, those materials

which actua]]y are d1rected to adu1 *seem1ng1y ane'TOSt in the maze. Edu-

qcators and connmn1ty program 1eaders no inger'have the prob]em of finding._
one aud1o v1sua] to fit thetr obJect1ves th d1ff1cu]ty now 1s ded1d1ng wh1ch
. one. The prob1em 1s.espec1a]]y acute for those leaders 1nvo1ved in special-

requent1y urnclear to consumer‘

’ educators of adu]ts whether ava11ab1e mater1a1s are su1tab1e for use w1th

1

part1cu]ar_adu1t aud1ences. A “tr1a] and error" approach go the se1ect1on

~of audioéuisuaT g@teria]s'can_be both cost]y and t1me-consum1ng.

‘ OnE'so]utdon to his.prob1em is a c0mpi1ation of,audio—visuaT'materia]s

fo' adu]ts A s1mp1e 11st1ng can be helpfu but program

'1eaders Jn commun_t1es still need to separate the'”good“ From the “bad“ nd )

: the "appropr1ate“ from the ' 1nappropr1ate :

. . » wt
In'an effort to a]]ev1ate some of these. d1ff1cu1t1es, this annotated bib-

°

11ography of aud1o v1su€1 mater1als for-adults has been developed. Tt is de—.

,s1gned to prov1de a qu1ck but thorough reference for program Teaders in com- -

K]

mun1t1es to usé when choos1ng mater1a1s to help prOV1de effect1veveducat1ona1

-«

./ |
. .

- . . ‘ Id v
¢ ' , o ’ : \



f'n-order gb accomgygth our, task we began gather1nq b1b11ograph1es¢ cat-
e

titles for prevvew “e d15covered that there are at least 1,500 f11ms,

-

str1ps, slidesets cassettes, records, and transparenc1es on tﬁ!.@arket

-

ich deal with the needs, wants and prob]ems of consmners_. Of this prelim- -
. . N ) R ] o - 'l - . »
nary list, we:ordered approximate]y 450'whith we fe]tvmight fit the needs of

adult consumers" We* rece1ved s11ght1y more than 400 titles fbr'¥mev1ew and

&e]ected 85 for 1ncﬂus1pn in th1s b1b]1ography - ' ” . 5

Jne.of “the ear]y prob]ems faced was| determ1n1ng what cr1ter1a to use
\ e

in mak1ng our se]ect1pns, knowing, . of cours 1:hat 1t would be 1mposs1b1e

to 1nc]ude every t1tUe wh1ch woll1d be apb11cab]e to adult aud1ences ‘ti]]

2,
To accomp11sh th1s end, Six. cr1ter1F were" estab]]shed which wou1d auto-- Igj
3.
matically disqualify a part1cu]ar resourEe if it was found 1ack1ng (1) we- ; &_L

vie wanted to be- sure that those ‘that wer 1nc]uded Jvere def1n1te]y su1tab1e

wanted to ensure that the mater1a1 was not so out of date as to be ineffec- \':}é
_ 7y

tive, (2) we wanted to ensure that the, content was re1evant to the concerns

and 1nterests of ggult_cons mers, (3) the mater1a1s needed to be obJect1ve in
their treatment of controversia] issues and_shou1d not be one-s1ded.jn the1r.
approach to a particu1ar topic, (4) it was nandatory-that'the nateria]s should

not offend the sens1b111t1es of any sexua], racial, re11q1ous, or ethnic group,

(5) the mater1a1s cou1d not be overly superf1c1a1 in the1r treatment of the - -+
topic, and (6) the mater1a1s coqu not be too advanced or 1nsuff1c1ent]y se1f-'

\

exp1anatory for a typ1ca1 adu1t aud1ence - A fa11ure on any of these cr1ter1a
woqu e]1m1nate @ title fﬁem further cons1derat1on ‘
Mnce a tizge was;?entat1ve1y se]ected for the b1n110qranhy it was sub-

jected to'further scrutiny. The materials were ana]y;ed,to determine how to

s LS

l : i, o , | L '
_ ‘ :! v . . . v . . ° (U o - . v - .
. R . . 3 . - , .
. . . .
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; ey best describe the1r part1cu1ar contr1but1on to adu]t consumer educat1on in an
4;:& ' _annotat1on'format The materials were aTso screened td determ1ne 1f there
were any T#m1tat1ons on their su1tab111ty for spec1f1c aud1edces (such

PP |
olgder Amer1cans) .or other areas wh1ch woqu requ1re spec1a1 cons1derat’

. ( fore be1ng used. \ny cautions or recommendat1ons are 1nc1uded in the anno-

tat1oﬁs aTong w1th the*basmc descr1pt1ve 1nformat1on ' ét‘f S

b,
ug., ‘ '(;_ TR

fi \not surpr1s1ng]y, we found hat there

. \,,:-s.

re.a Targe number o{ exceTTent L

T

consumer educat1on aud1o v1suaM mater1a}i ava11abTe llnfortuna eTy, 4n .our

_ op1n1on: onTy a 11m1ted -nymber are both suitab}e and woqu 11ke1y héve a ,4:\§
{; ,: g max1mum effect1veness w1th aduTt audgences ”ost of thefmater1a1s we vaewed
‘i N _;_deaTt’wmth probTems and s1tuat1ons faced by h1g€jschoo] a ed consumers ‘ Many
.t1mes the basic concepts were sound Evet the young qge of the‘cast and}the
: c1f1c problems be1ng d1§cussed rendered the mater1a1 uasu1tab1e for adQTts
/iﬁn-example was-a f11m on budget1ngﬁi wh11e the 1deas and"bncepts presented '

| were sounq the storyﬂaig\1nvo ed ‘a young man try1ng to budget the earnings - - .
f‘.m his first part time- Job i ond%r to buy a. stereq-system An adult's bud-

. get, probTems, while s1m11ar, are me ch more compTex ~4.' ‘ 3" : ',‘ 53 -

N
“In add1t1on, certain top1c#7are covered more- than Otthig There 1s a
weaTth of mater1a1 on food and nutr1t1on,,#rauds andadecep

. A
‘Very few audio- v1sua1 materials have be@r deveToped to help aduTts 1ggxhe

ons, and cred1t

reas of automob11es, hous1ng, serv1ces, -home . furn1sh1ngs, and cToth1nq

L A
AY

At th1s ‘time, it might -be appropr1ate‘to offer some advice to users of

/;the mater1a1$ / ﬁud1o v1sua1 mater1a1s‘rare1y "stand aTone They are meant
Cel :
»

0 ass1stv1n educat1ng or prov1d1ng ]nformat1on thev are not 1ntended to "do

the whoTe JOb ”"’e recommend that users prev1ew any piece of materJaT before,4

.

' shoW1ng 1t to their aud1ence rrom th1s prevaew; some 1ntroductory oraT com- ﬂv'

oments shoqu be” prepared wh1ch can heTp set fhe staqe for the- presentat1on

4 : S \ P R . g4 e .
BN S T
: . | s . . o

'\)4 ] [ u‘;}“ . . . i . S
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,5 7 Fo]Tow1ng the show1ng, a he1pfu1 summa y and rev1ew can orov1de an. opport- R

R [
‘an1ty\for aud1ence decuss1on(and 1nteract1on It also may be wiSe to have

v,

2if someone else opérate the aud1o—{is a1 equ1pment so bhat the 1eader 15 free

é. ¥

..‘- for other tasks, sUbh\ai;:repar1n for 1ead1n% a d1scuss1on Of course,t,he
;ZA;‘.' operato; shou1d be fam1 r“wi_ ghe work1ngs of the var1ous o1eces of v1ew—-'

. r - =

1ng eguipment r1naH‘y, b tak1 care that the mater1a1s t0 be used are
(S

_f> <’part of a we]] pPanned -1ntegrated° presentat1on,, the program Teader w111

) 1259fe that max1mum benef1t is obta1ned from any use -of aud1o yisual mate— -
L S

_rials. § . : S UL : o
CT z R 'R""" ‘5’-‘# s : ’ K .
o /\ Our 1ntent1on 1n prapar1ng th1s b1b11ography is to prov1de those in- T
« ,f1 . /

g vo]ved in consumer educat1éncanq,1nfonmat1on efforts with a resource they
' coqu re1y upotho ob¢a1n appnppr1ate high: qua11ty, effect1ve aud1o v1sua1
.

”'-_'mater1a1s for u th aduWy ‘congumers. = /le wish you well 1n your 1mportant

1
endeavors and hogg;that th1s annotated b1b11ography can be of he]p

e

i Starred entr1es (*) are in the Film Library at the Learn1ng Resource

Center at V. P I &«S U.. Thése t1t1es'are ava11ab1e to extens1on agents-

-

_throughout the State of Vg[g1n1a k,V1rg1n1a c1t1zens and groups who w1sh to

use one of theJL purchx\Ed f;:::JQr f11mstr1ps in a program may contact the1r

4 local extens1oh agent who4<1 able to ass1st them-1n .the- presentat1on.

P L <
V1rg1n1a c1t1zens or groups who w1sh to prev1ew one of these titles for pos-

» sible. purchase can, . have 1t orde d by their local extens1on agent and can : -
. ) t o
/ prev1EW it at the e?tens1on fo1ce : Prev1ews are also ava11ab1e through the
- ’ - .’b »
_— f1]m-s~d1strtbu%€r\»j{+u . '<¢ ’
, B oy J o - e '
- T oW S . %v! 3
- - -.. “‘ e
X R o
‘ ' g o «dLdJ
\l (L L




« .

-l GENERAL CONSUMER INTERESTS'AND MULTI-TOPICAL ~ ~ . A
=l : o - ‘ . L . B -
" BUYER BEWARE 6 filmstrips with cassettes. 1971.° Sponsored by the Westing-
house Learning Corporation. Buy £$119.50) from: Social Studies Schogl
Service, -10000 Cu]ver Blvd., Culver City, CA 90230. ‘ . ‘

-

This series of six fi]mse?jps‘and cassettes covers a wide range of con- .

i sumer interests from-a brief history of the ‘consumer movement to intelligent '

' anﬂcinf6rmed-purchasingn. Stresses the consumer's role in the economy, having.
both rights and responsibilities. While the material may be of interest to o
more sophisticated elderly -adult groups, the orientation of the material is |
toward young adults. Further, he material is dated by virtue of interviews'
with persens no longer in the 'positions so named. Particularly well-done in
i ~ certain - filmstrips and cassettes is.the exposure of -viewers to consumer agen-
“t~‘_*‘cies and. government departpents. o ' .

wr

'COMSUMER.EAUCATION—PART 1% iI 8‘fi1mstrip§'wjth cassette® 1971.° Buy. b
. ($]50.g0)'from: AIMS ‘Instructional Media Services, Ine., 626 Justin
Ave., Glendale; CA 91201. T L ' o

- - This two-part filmstrip series provides a basic resource for, 'the im=
portant topics in consumer education. Each topic 'is handled-in a well or-
ganized, informative manner, . Although each topic could be handled_in more
depth, the .series as a whole provides a wealth of helpful information. Wery
,  berieficial as an intyoduction for improving consumer skills. The mateij
~  fs basically informagional although the information can be.used in mak
constmer decisions. \Jhe program is geared pcjmari]y for young adults and *:
young marrieds, although the information applies to all ages and audiences.

R S Y . PO SRR
¢ * THE- CONSUMER OFFENSIVE . 16 mm color film. 1975. 26 minutes. Sponsored by-
" the ABC News. Buy ($390) or rent for. $40/day, $60/3 days from: Bench- -

.mark Films, Inc., 145 Scarborough Rd., Briarcliff Manor, NY 10510.

o This excellent film presents the ‘consumer. movement from a historical per- \
© spective and discusses some of the goals, tactigs, and.personalities associ-
ated.with the consumer movement over. the years.-. Important leaders. of the
movement.are irtroduged and their contributions are presented. -Both national.
and grass roots efﬁéﬁts,are'disdussed. Viewers:will obtain -a good pérspective
. . of some major:.cons eré;rends;vissuesl and effort. Minor flaws are that-the
- film fails to mention the consumer movement of the 1930's and that some .
3 . of the leaders introdused no longer hold the same posts. In spite of these
" problems, the film can serve as ‘an fexcellent overview of the consumer move- .
ment. Suitable for any audience. ~ . e c
\ (- |

L . . -
[} . M
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CONSUMERTSM= DANGERS OF AFFLUENCE 2 filmstrips with cassette and_teaching '~ .
guide. ~ 1972. 27 minytes. Sponsored by Prentice-Hall. Buy {$50.00). -
from: Social Studies School Service, 10000 Cwlver Blvd., P.O, Box .- .
802, Culver City,-CA 90230. Order #SEC 558C.* . * . - e e
-Qutlines in broad tefms some offtherp%oblemSQfaced.byxCOn$ume?§’in'to- "}
_day's marketplace. Altthough designed to discuss ‘consumer qproblems, the- nar- _
<ration calls upon consumers to,educate themselves and protect themselves through
responsible buying* A teacher's guide with vocabulary and a list of state and
federal consumer .agencies are provided. Alfhough presented.from-a middle-cjgss
‘point of view, the program is suitable for all adults ir),‘f:ere'sted in genera]‘ o

discussion of consumerism. A . T

.-
» v ’

" CONSUMER. POWER: WHISTLEBLOWING 16°mm color film. 1973. .23 minutes. Buy

Y -+ ($340.00). or rent ,($25.00/day) from: BFA Educdtional Media, 2211 Mich-:‘i ]

igan Avenue, Santa Monica, CA 90404. * . N
i Consumers are urged- to make themselves heard in this film featuring
Ralph Nader and Robert Townsend. Both urge citizens to "Blow The Whistle"
when they learn of public-.abuses by large corporations. The film discusses-

"~ the conflict between loyalty to an employer, private: constiences, and public

concern. Stories of “two whistleblowers who.fought for the common good against’
twe of ‘the nation's biggest corporations are used as examples 6f ethical whistle-
“blowing. -Defines and provédes guidelines for- responsible whistleblowing. Suit-
able for any audience concerned with the cofsumer's responsibility to make him-
self heard when becoming aware of public abuses. o T o .

~ . : . ¢’ A >

e

CONSUMER PROTECTION Slides with cassette. 1972. -Sponsored by Iowa State
Extension Service. Buy ($21.50) from: Iowa State-University, Media
Resources Center; 121 Pearson'Ha]],'AmeQ,‘IA,ESOOiO.‘ e

v 'j‘Thislslﬁdé serﬁe$'(W1th.¢a§éé¥té) is a general introduction to consumer”

" protection by Federal, State, an@-]oca] agencies. Examples are dﬁvenﬁqf var-

.‘ " jous gyps and swindles and-recourse for consumers is offered.-- With the gen-

eral oriengation of the media, many adult groups can benéfit frem'th¢ ¥nfor-
mation offered. However, the Iowa orientation may detnact considerably from
'use‘of this material in other states. : : S =

N . - . : - U .
3 -

MANAGING THE FAMILY'S AFFALRS 12 filmstrips with casseties...1971.: 12,pro-
grams from 6-15 minutes. Sponsored b  Educational Birectjons, Inc. - ~

Buy ($132.00) from: Eye Gate Media, 146-01 Archer Avenue, Jamaica, NY
11435.. Order #TX'203. .~ , B .

~

.

This filmstrip series covers the major concerns of a young Married ‘couple;

-\ budgeting, credit, legal affairs, housing, interpersonal,’family and -community -

relations. The series is basically informational but does stress the need for: ",
a young couple te maintain their. indepéndence from pareﬁtg,‘and-others_1n terms
of values, lifestyles, and findnces. The <eries of twelve Short programs i§ ° .

_/fgeafed to young-unmarried.adults or recently marrfedftﬁup]es.‘ The al1 white,

middle-class cast-may affect the suitability for. some audiences. . Individual
‘titles may be ordered separately. R U JERRN,
, S m . , S ; _ O

Y
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| METRIC'SYSTEM OF MEASUREMENT Filmsteip with Cassette.. 1975. 15 minutes.
BuyT4$26 dD from: L1brary Filmstrip Center,: 3033 A1oma, w1ch1ta, KS
v 672 .

-

I ,
Th}s k1t concentrates on a basic exp]anat1on of -metric system as it is
used to medsure length and mass. It uses a basic fact and figure approach °
which may not Hold the interest of consumers who are resistant to the
chamge to metrics.. It attempts to give-the metric equivalents for common

household objects as.a-means- of exp]anat1on Suitable for adu]t aud1ences

interested in‘1earning abou't metrics.

\
-

A METRI¢ AMERICA 6 F11mstr1ps with 6 Cassettes for purchase, 16mm Color
Film for-rental. 1974. Variation”in time. Buy ($120.00) or rent
($30.00) from: AIMS Instructional Med1a Services; 626 Justin Avenue, =+
Glenda]e CA 91201 ‘ . ' . .

Thﬂs ser1es of SiX f11mstr1ps covers the h1story of .the metric system/

: and alil of the basic measurements: length, area, volume, weight, and

" temperature. Each filmstrip runs from 5-8 minutes and covers one type of-

measurement. ~ A film which covers all of the topics in one session is avail-
able for rental. It may be more beneficial to take each topic separately

and combine it with instruction and: problem solving. . Suitable for any
adult audience interested in 1earn1ng more about the metric system

~a
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Q%R T ! : ~ FRAUDS AND DECEPTIONS
'ADS; ADS, ADS,JALL'AIMED AT US Slides w{th Cassette. ’1572. -SponSored-by.

“Iowa State Extension Service: Buy ($32:00) from: Powa State University,’

‘Media Resources Center, Ames; IA 50010. : .. _

‘This slide series (with cassette) points out caveats in current-con-
sumer advertising. The objective is to encourage critical viewing of ad.
appeals.. Most slides reflect the youth orientation of ads and thus may be
more appropriate.for young adult-to-middle age audiencés. Since the slides
come predominately from magazines and: hewspapers, some are obviously dated.
Sound-visual coordination -may be a problem for leaders who are unfamiliar

_ with the presentation. . = - . o ‘

AT ISSUE:’AHERSUASION'AND PROPAGANDA 25f11mst?ips with Cassettes and .
Teaching Guide.  1975. 27 minutes. Buy ($50.00) from: Prentice-Hall
Media, 150 White Plains Road, -Tarrytown, NY 10591. Order #381 P. *

. This two-part program explores the’ techniques of propaganda used in’
advertising. Part I provides short definitions of propaganda and the main
propaganda techniques such as name-calling, glittering generalities,
testimonials, bandwagons, and plain-folks appeals. Part I also-explores how

- these are used in advertising of consumer products. Part II gives an
) _enlightening; documental portrayal of -how. propaganda  téChniques are used
. in-political campaigns. It describes how voterszcan be manipulated into

seeing the "image" rather than real issues. Suitable for all adult audiences.

«y

CONSUMER CON'CAPERS 16mm to]or Film. 1976. 23 minutes. Buy ($325.00) or
‘ rent ($35.00/70 days) from: Pyramid Films, 2801 Colorado Avenue, Santa

“Monica, CA" 90404. *

The exploits of the Gulley's are the basis for this film on ways that
consumers can be tricked into parting with their hard earned money. The
- Gulley's are a family which has a.knack for being conned. They fall for a
series of schemes including bait and switch, heating unit fraud, work at
home schemes, limited time only offers, and the use of misleadingly Tow
pers week price quotations. , : S n

CONSUMER FRAUDS AND DECEPT10/!S ~1977.. Slides with Cassette. Free loan
from:  Cthel Grubbs, Cxtension Specialist,Family Resources, 114 Hutch-
.eson Hall, VPI & SU, blacksburg, VA . 24061. (The slides and tapes may
" be ‘reproduced. ) 2 _ : o
. This slide seriés and cassette was developed particularly with older -
congumers in mind. The frauds and deceptions illustrate problems generally
_expgrienced by older consumers: mail order frauds, home improvement frauds,
pigéan drop schemes, and door-to-door sales frauds. Older persons were used
as subjects for the photograhhy, thus producing greater identification by
adult audiences. Presenters will find the accompanying user module partic-
ularly useful. . - . .

Two cautions are in order. A definite pro-consumer bias exists, thouah,
objectivity is unimpaired. -Secondly, the materials were developed for Vir- "
ginians (e.g. /irginia phone numbers are presented for audience information) ; N
though, presenters can easily supplement information appropriate to their
own state. ! \ \ . ‘ -
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THE DOUBLESPEAK BOX Fi]mstrip.with Tape and Filmstrip without Sound. 1976.
) Variation in time. OCuy ($41.50) from: Learn1ng Seed Company, 145
) Brentwood Drive, Palatine, IL 60067 *

This k1t consists of one filmstrip with sound, one cassette and one
filmstrip without. sound. The sound filmstrip introduces the 1dea of
“"doublespeak": nalf-truths, confusion, and emotional°manipulation. The
casSette provides some actual examples of audio I‘doub]espeak*‘ The silent
filmstrip provides examples of visual "doublespeak".

-This kit effectively provides consumers with the skills they need to
recognize and resist efforts-at manipulation through communication. It
explores the information overload which faces consumers.. Suitable for all
adult audiences concerned with the accuracy of the information they receive.
A Doublespeak Dictionary and a teacher's guide are also provided.

" FOOT IN THE DOOR 16mm Color Film. 1972. 9 1/4 minutes. Buy ($140.00) or -

rent ($15/3 days) from: Film Fair Communications, 10900 Ventura Blvd.,
Studio City, CA 91604. Order #C 210, : _ '

-

o After an 1ntroduct1on show1ng an actua] attempt -at a fraudulent sa]e,
the skit begins a general discussion of techniques used by unscrupulous
door-to-door sellers. Tt attempts to provide consumers with todls. they can:
use to recognize reputable salespeople who come to their door. F1na11y,‘.

a baby picture salesperson describes sales methods and some of her psy- . |

chological tricks. The film .does not discuss the three-day cancellation .
period for-door-to-door sales. Suitable for all adults who may be preyed.
upon by door-to-door sellers. S ’ :

FOUR FAMOUS FRAUDS 16mm Color Film. 1977.° 9 1/2 minutes. Buy ($145.00)
from: Journal Films, 930 Pitner Avenue, Evanston, IL 60202. Write
~Journal Films for renta]‘information Order #167-017. .

Fraud. is discussed in the general contexts of 1and sales, home repair,

private training schools, and diet and body building schemes. consumers

.- are warned that just because a practice is now illegal doesn't mean that
someone won't try it on them. Discusses the appeals used in the course
of fraudulent sales such as something for nothing, beating the system,
prestige, and buy now pay later. The major point made.is that it takes
two parties to make fraud. The victim usually-makes the trickster's job
easier.by believing the appea] Suitable for all audiences, espec1a1]y
those who beljeve it couldn't Happen to them.

TF IT DOESN'T WORK . . . .COMPLAIN 16mm Color Film. 1975. 15 minutes.

. Buy ($195.00) from: Journal Films, 930 Pitner Avenue, Evanston,-IL

' 60202. Write Journal Films for renta] source. Order #166-019. *

Based on a ]unch room- d1scuss1on of six co-workers, this film explores

the problems each has had with faulty products. Exp]ores the ways each
has attempted to right the wrong and the success they have had. Exp1a1n§
that the means of seeking redress depends on the product and prob]em
involved. Explores the basic procedures and techniques ‘to use in seeking
redress. Above all, do something. .Silence will encourage further pro-
blems. Suitable for all adult audiences.

1o




V / . R 20 . - | ¢ -‘:. | ‘ . L. ]3

IT'S NEW, IT'S NEAT, IT'S 0BSOLETE TlemmColor Film. 1975. 14 1/2 minutes.
Buy ($220.00) or rent ($16/day) from: BFA Educational Med1a, 2211
M1ch1gan Avenue, Santa Monica, CA 90404 ' .

A dsed car dealer humorously exp]ains how fash1on and gadgetry he]p
create obsolescence which helps keep.demand for "new" products high.. "The
concepts discussed are fairly complex but the 1mp11cation is that consumers
who use commdn sense when making a purchase can minimize their desire for
features which lead to.rapid obsolescencé.’ llethéds and criteria are pre-
o .sented which can be used to determine the true value of a product.  This
T film may need to be followed by a discussion in order ta. bring its message'
into focus. Su1tab1e for audiences 1nterested in an ana]ys1s of planned

obsolescence. , s = L.

y

THE OWL WHO GAVE A HOOT 16mm Animated, .Color Fitm. 1972. 14 m1nutes .
' Sponsored by Community Action Program. .Buy ($81.25) or free, three-
day rental. from: .ational Audio-Visual Center, National Archives and
Record Serv1ce, Jrder Department Wash1ngtoh DC 20409“ Oroer
. _ #1589 o _ ) .
Th1s animated film uses animal characters to- exp]ore some of the
ways that merchants:can prey upon unwitting consumers and how those same
consumers can protect themselves through vigilance and organized action.
Consumers are shown being victimized by such schemes as bait and switch,
Ty sales on approval, sales of shoddy merchardise, and one-sided credit _
terms. Along comes Mr. 0wl who refuses to be tricked by such schemes and
helps his neighbors resist:also. By forming a Commun1ty Action Program, .
~the neighborhood rids: itself of predatory merchants. * V.iewers are urged
to join or form a‘commun1ty group. Especially suitable for low-income
‘groups of all ages. ¢ _ ' ' '

U . L . . ' r

PERSUASION BOX Filmstrip. 1974. Time varies with 1ength discussion,
- Sponsored by Learning Seed Company.* Buy ($39.75) from: Learning Seed
Company, 145 Brentwood Drive, Pa]at1ne, IL 60067. * L
Th1s 43 frame filmstrip is des1gned to exam1ne the persuasion tech-
niques used n advertising.. It is silent so that the ads can be inspécted
for subtle visual appea]s An extensive frame- bngrame teacher's guide
*-is provided to aid in the analysis. The goa] is fo stimulate discussion
of the ways advertisers-persuade consumers to-buy. Also included in the
kit are-"The Claim Game", a student game-test; a spirit master of the nine
.~ most commonly used linguistic tricks; i Can Sell.You Anything, a paperback
confession of an advert1s1ng professional; and audio-cassette dés1gned to
test student progress. Suitable for any adult audience interested in
advertising. o S _ o . o -
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SHAPING NEWS FOR THE CONSUMER 16mm Color Film. 1975. 17 minutes. Buy
($245.00) or rent ($19/day) from: BFA Educational Media, 2211 Michigan
Avenue, Santa Monica, CA 90404. i . _ ,

This interesting film points out that news is 3 commgdity just like any
Other. ilews is‘packaged and sold to the public with ar'eye towairds profits.. -
4 y-news stories are chosen and prepared on the basis“of[what:Wﬁ]1’at@ratt' '
Yiewers. .iewspapers and magazines are designed to’sell, not just ipform..
-These facts lead to problems when we realize that agﬁy?ateyinfohma-ioﬁ”is

» necessary for ‘a democracy such as ours to function p¥operly.: While the
[

~_film does not directly criticize. the news.media, it points out that viewers
_must understand the capabilities, goals, and limitations of the various
news sources. bSuitable for any audience intkrested in the.qua1ity.of:the
news :we receive. - R - ) ' & A

A ek

. o < | N | . ?;; | - |
or renf ($25.00) from: Mass Media Ministries, Inc., 2116 N, Charles
Street, Baltimore, MD 21218. . . . L '

, Through examples of recent TV ads, this film explores the subtle
ways. that we aré' told that the mere purchase of a product will Bring the
~emotional satisfaction we need. The needs of family, intimacy, vitality,
and success are all exploited by advertisers. The film shows. how the lack
“of reality in a TV ad is used to convince Us to buy not only the‘product,

but the emotional benefits it supposedly provides. However; the, com-
mercials shown are. so well done that they tend to drown out the negative

'_messages about ads. The film makes its points subtly. An audience should e

be aware or pre-advised of the jdeas to be presented. Suitable for audiences

with some sophistication or knowledge of the subtle appeals used in I

advertising.

v THIS IS FRAUD 16mm Color Film.. 1972. 8 1/2 minutes. Buy ($115.00) or
rent ($10/day) -from: Film Fair Communications, 10900 Ventura Blvd.,
Studio City, CA  91604. o

" :_.» ) ’ > . ) .
This short film describes three common deceptive techniques used by
sellers of -vacuum cleaners, home improvements, and cars. Hints for

recognizing deceptive and fraudulent sales pitches are given along with ways

- of seeking redress. Ten helpful hints are provided for buyers interested
in avoiqing.shady practices. ,Suitable for any adult audience: ’

o
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 HEALTH FADS AND FACTS 2 Filmstrips with cassette. 1975. 25 minutes.

‘\$ponsored by Associated Press. Buy ($50.00) from: Prentice-Hall o
edia, Inc., 150 Wh1te Plains Road, Tarrytown, NY- 10591.  Order
- #JH 4650P x0T | .

These two f11mstrips present an expose' of various,health, myths and
fads which are used to take advantage of eager but il11-informed consumers.
Part 1 deals with food fads and myths, making the point that sound nutrition
‘is the key to weight control and health.' Part IT deals further with nu-
tritional fads and also explores cosmetic and weight reduction schemes. The
overall emphasis is on public awareness of what are the erroneous claims and
~ knowledge- of what const1tutes sound health practices. Suitable for all adult

aud1ences

PLANNING FOR“HEALTH CARE" . \1des with cassette ©1977. 9 minutes. Free

/ -

loan from Ethel Grubbs Extension Specialist, Family Resources, 114
Hutcheson Hall, VPI & SU B]acksburg, VA 24061

Iarget aud1ences*f0r is cassette and s11de mater1a1 are, elderly con-
sumers of heaTth care’ serv es, a1though ‘other adult -groups may benefit from
theslnformatfon offered. Prevent1ve health care strategies-are suggested °
and a1ternat1ve health care p1ans ar ei?ered as possibilities.for consumers.
S1nce ‘the 1nformat1on presented is s§%e@hat genera’l, specific: information -
(e.q.: ‘Medicare costs- to the consumer) should be supp]emented*by the presenter
using the A-V material. ‘The genera11ty of the information, hqwever, contrib-
utes to the material‘s rather high: degree of timelessngss im dealing with a
- changing subject. .An accompanying user mod&&gxcan be quite he]pfu] These
s11des an¢<:assettes may be reproduced L .

7 . - B

(THIS 1S A COOPERATIVE: 16 mm color film. 1967. 28 mipqies. "Buy from:
Journa1 Films, Inc., 930 Pitner ‘Avenue., Evans “IL.  Write Journal®

.Films for rental 1hformat1on

<" This film, narrated by Lorne Greene exp]ores how cooperat1ves can
and have been utilized in the areas of hea]th ¢care, housing, credit unions,
and- farming. Does not” explain how to set up a cooperat1ve, but simply ex-
plores its benefits for menibers. Bas1ca1]y an advertisement for the co-
operative form of business organization. Suitable for any adult audience
intérested in cooperatives but its lehgth may affedt its .ability to’ ho]d

the 1nterest of some aud1ences . :
o . )
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~\ \ ) ‘ . /~ FOODS AND’NUTRITIQN'
..'" . o R ._.{,/;’ el \ .
« . . .BE A BETTER SHOPPER Slides with teaching ‘materials.. 1975. 6. hour pro-,_
SRR ' ‘gram. Buy ($45.00) from: Better Shopper, Box 191, Dépt. CEA, Ithaca,
& NY 14850.* . | R T : ' '
- A three-part course in supermarket shopping,. this kit is an excellent
resource for -teaching_how to save on your food budgéts..All aspacts of food -
‘sawings are covered in-the 140 slides and there are 13 Tedrrd ivities
which reinforce the slide messages. Reproducible activity sheetg~gre* pro-
vided with the learning activities. “Also™#ncluded are a number of pamphletk,
~ record keeping forms, and.a teacher's guide. Suitable for programs designed .
- -0 to -teach adults_the fine poﬁﬂ}s,of supermarket shopping.

- o }

Y . e =~ . H . - ‘ ) .
BRAND NAMES AND .LABELTNG GAMES 16 mm color film. 1973. 9 minutes. Buy. °
($145.00) or rent ($20/day; $30/3 days) from: Berchmark Films, 145
Scarborough'*Road, Briarcliff Manor, NY 10510.* e ' 5

-

\\$~\\/,(«§ Through-the use of humor, this film infaims the consumer about the
’ , forestof brand names.” It stresses that a name brand product is not the
" only one to buy. There are many products at a lower price which have the
same ingredients and/will do the same job. Read the label- The fi1m also
points out the confusion.surréyndiﬁg the grading of ‘canned goods <in terms -
o of size. A humorous example 45 used in regard to-ripe olives. Urges the
_consumer to look beyond ambiguous descriptive terms to facts and figures.
Some quoting of prices which are out-of date may distract the audience
but the main ideas are still timely.. Suitab]e'forgh]1 adult audiences.
N _ ) ,

" EAT ORINK AND BE WARY- 16 fm color film. 1975. 21 minutes.. Buy ($295.00)
or rent ($21.00) from: Churchill Films, 662 North Robertson Blvd.,
’Los Angeles, CA 90069. o : '

A broaq\fndictment of the nutritional valye of today's foods. Contrasts
current popular~foods with those: of past years. It is informative and ed-
ucational and strives to develop a critical apprbach towards the nutrition g
in the food we buy. The dis¢ussion on additives is s&fewhat dated as afre- &>

> sult of.recent bans i.e., red dye #2. Overall, it is an excellent resource
" suitabl@ for all*adult audiences. . co- o . ’

2 o .

. . : ' s . : ,

FOOD AS CHILDREN SEE I%. Filmstrip with cassette. 1975. 15 miputes.
Sponsored by General Mills. Rent (free) from: General M:E1s Consumer

~_Lfenter, 9200 Film Center, P.0. Box 1113, Minneapolis, MN 55440.

This filjpstrip discusses ways to make food more. appealing and nutri-
tious for prg-schoolers. It also addresses itself somewhat to some of the
eating probYems. of pre-schoolers such as: lack of -appetite at mealtime,, '

ire—fOT snacks, resistance tg new foods, ang others. It is basica]éf/;n
infarmational filmstrip which presents the relevant fagfs and ideas. Recipe
booklets are included for members of the audience. Suitable for all adults
who have a responsibility for feeding pre-school ‘children and solving their
particular food preferences and p$%b]em . '

« <‘ »_ ]6 \ .
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. FOOD: § AND ¢ (SENSE) F11ms%r1p W th cassette. T97%. . 19 minutes. Spon- :
: _ - soned by Household Finance Corporation.” Buy ($4. 50) from: . Money. Man- .
e e agement. Institute, Househ&]d F1nance Corporat1on,,Prudent1a1 P]aza, :

f

- o Ch1cago, IL 60601 * oW _ b
\’., . . ot ! A (:}\

[

Thf§>exce11ent resource prov1des a rare’ comb1nat{pn of humor and uses ?
_ ful knowledge as-it d1§cusses how to stretch the food dollar, the nutritional
g value of foeds, the need to adapt spend1ng plans to allow. for persona] tastes,~,
. - ~and future trendsyin 4he" food 1ndystny Provides a good balance*of common ‘
sensé and new, .usgful 1nformat10n Unit pricing, open dating, and 1abe11ng o
are ajso dist&sed_ Qu1te su1tab e-for a11 types of aud1ences v

-

-

(Y
.

- ) Lo \‘ . v v o S
¢ FOODS FADS AND FALLACIES Fil r1p w1th cassette: 1976 .32 m1nutes
_'3_ - Buy ($7] 00) from:_  Walt Disney Educat1ona1 Med1a, Inc . Spo S Buena

r - V1sta Street Buyba CA 9]50@;\\

- . Th1s kit is des1gned as avbroad atca\; on the exaggerated c1a1ms of
food fad1s£§, health foods, and fad diet hileat the same time promoting

ood nutrition. mphasizes wistorical and currént influences on diet, cul-
geography, mnd feligion. Explains the weaknesses-of some .of the cur-

rent health food#fads and thejr tendency to concentrate:-on only one aspect

of nutrition to the detriment of the others. The key to good nutriteion is
~a balanced diet of the four bdsic food groups and not a concentration on
“ ~some "miracle" food. Suitable/ for all adults interested in good nutrition.

13

FOOD FOLLIES 16 mm color film or video-cassette.. 1977. 23 minutes. Spon-
sored by Consumer Reports :Films. Buy ($325.00/fi1m; $230.00/video-
- cassette): from: Films Incorporated 733 Green Bay Road, Wilmette, IL
60091, Rent from: ~Association Films, Inc., 600 Grand Avenue R1dge-

, field, NJ 07657. : ), - L

~

"This f11m explores the problems consumers face in terms of nutrition

. value wholesomeness, and safety of. processed foods. It is not designed
to adv1se how to purchase wisely. It is more a discussion of prob]ems

e ¥1nvo]ved in correcting deficiencies and providing information. "By inter- ' 7
viewing spokespersons (none from minorities) for consumers, business, and

- . the FDA this film provides viewpoints on what is wrong with processed foods

and the ways they are being regulated. The film calls for consumers to

“take an active part in- 1nf1uenc1ng government.decision makers. Suitable.

for audiences interested in discussing the broad. po11cy 1mp11cat1ons r

“-than how to avo1d 1ow qua11ty foods.
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' F00D LABELING: UNDERSTANﬂING WdﬁT you EAT *.16mm caior film. .19f3 11 min-

LA Q’

o
Y

-de/// By examining the process of 1abe11ng“foods, this we'll organized'fi1m /s
\\ raises some fundamental questions regarding,nutrition. How can you know

A - . . .

i | I e

N
N . ~> #
. ’ b. lv

utes. Buy ($145.00) . from: Journal Films, Inc

"you.. Order #109-043. o R

“what you are eating? How can ‘you identify which foods provide the best
nutritfon? ¢ What nutritional’ factors shou]d you look for in a given food
product? What information isn't provided by food .1abels? Each of thege
_‘questions and others-are answered obgect1ve1y and accurately. Sdﬂtab e for
" any audience interested 1n making max1mum(’se of the 1nformat1on
'on food ]abe]s

) . Tt e ’4‘ : - A ‘
'EUTRITTON THE ALL-AMERICAN MEAL 16mm color filml 1976. 11 m1 utes /'C

- _ Buy ($165.00) or'rent ($20/3 days) from:, Bafr F11ms, P.O.
: Pasadena, CA 91]07 Orden #B 198. R . 2

Focuses on the nutritional failings of the fést food indystry. - WJarns
us of the;damage “which can be caused by reliance on fast foods. . Explains -
how the All-American hamburger, fries, and sof¢ drink could be made ‘fore
nutritional. Serves as a consciousness. ra1s1ng aid w1th ips for 1vbrove—
ment. Suitable -for all adult aud1encés z\, /

"NUTRITION 1S 16mm color £ilm. 1976 28 minutes. Sponso ed by The Sugar
5 Association. t (free) from:.-.Dairy and Food;Nutrition Counc11 ’
3229 Brandon Avenue, #5, Roanqke VA 24018. "

e and balanced w1Ah da1]y
is go longer an accident
ugh careful planning.
e are oﬂten mal-
energy -out to
ritional

t

Th1s film encourages a diet that is mpdera
intake from all four food groups.. Good nutritid
of geography or wealth but can be achieved by alN_
The film argues aga1nst food fads, that overwe1ght peop

-nour1shed, and stresses the idea that energy-in must equd
rachieve weight control. A good deal of time is spent on gne nu

" needs of teepagers. The length of the film and the vir ua‘]y a]] white

cast may make it 1nappropr1ate for some audiences.

¢ -

'NUTRITION: THE CONSUMER AND THE SUPERMARKET 16mm coler filM.  1976.: 15
.. minutes. Buy ($225.00) or rent ($25/3 days) from: BarryFilms; P.0.
Box 5667, Pasaderia, CA 91107. ;Order #A 200. / . .

This fiTm explains ways supevmarket shoppers are induced to buy and
1ists tips consumers can use to improve the nutritional quality of their .
supermarket purchases. It provides both information and helps develop,crit-
ical faculties for supermarket shopp1ng The film combines consumer’ 1nter-
view with an analysis of the products and merchand1s1ng techniques used 1n
the market. Qu1te suitable for a11 adu]t audiences.: .

!

T . 930, Pitner Avenue, Evan-
‘- ston, IL 60202. ‘Write to Journal Films.for Rental Distributor nearest

proyided
/o

£4Y



—V ETABLES FOR. ALL SEASONS 16mm Color Film. 10 minutes.

' -4 N ~ N < -
~STRETCHING VOUR FOOD DOLLAR  Slides with Cassettes. 1977. Free Tloan from
Ethel Grubbs, Extension Specialist, Family’ Resources, 114 Hutchéson
Hall, VPI & SU, Blacksburg, VA 24061 -

) - Wise.food buying is the subgect of this cassette and s1ide series.
Techniques for getting the most out of- the fodd. dollar. are presented as
well as information on basic nutrition. The objective is to improve ¢on-
‘sumer skills in the selection and use of foods from the four food groups.
Adult audiences are the primary targets,.though older adolescents may also

benefit from the basic information presented. The accompany1ng user module

- is particularly beneficial to presenters These s11des and,tapes may be s

SUGA CEé%kL IMITATION ORANGE BREAKFAST Temm Co or F11m 1975.. 8 minutes.

“Buy ($170.00) or rent ($20/day, '$30/3 days) from: Benchmark JFilms, -

145 Scarborohgh Road, Briarcliff Manor, JY, 0510

4y :

Th1s film humorous]y explor®s the nutr1t1ona1 va1ue of popu]argbreak-
fast foods. Attempts to heighten consumer awareness of what they are
actually eating: Such produ ssas powdered orange drink mixes, breakfast
bars, and sweetened cerea]s are discussed. Takes a negat1ve stance towards
the breakfast food 1nduitry ‘Suitable for all aud1ences but. espec{ally
those who have"chi1dren us1ng these products

A . | ' o

Buy ($135.00) .
, or rent ($10. 00) from: Arthur Barr Peruct1ons, Inc., P.0. Box 7-C,
S Pasaden{, CA 91104 i E i E

_ A variety of fresh vegetab]es are shown on the farm, in the market, and
1n the kitchen. Numerous tips are provided to insure that the vegetables
that reach the viewers' tables are the best possible. Viewers are told to
’buy in season at a store which takes care of its produce.. Vegetables
which are 1imp, cut, bruised, or off- color will not provide satisfaction.
*Once. the vegétables are purqpased they should be properly stored and
prepared. Quick usage and refrigeration insure freshness. Vegetables
should be cooked as Tittle as possible to conserve flavor~and nutrition.
Suitable for any audience wishing to get the most for its vegetab]e dollar
and prepare appetizing vegetab]e dishes.

WINNING THE GROCERY GAME 2‘F11mstr1ps with Cassettes and 1 Filmstrip’ w1th-
out Sound. 1977. 15 minutes. Buy ($49. 50) from: The Learning Seed
“Company, 145 Brentwood Drive, Palatine, IL  60067.

o .

This kit contains two filmstrips with cassettes, a’ si]ent filmstrip,
instructions for consumers to-investigate supermarkets reinforcing the -
concepts 1in the  filmstrips, a dictionary of common food additives, and a.
paperback book ‘on food additives: Eaters Digest: The Consumer's Factbook .
of Food Additives. The sound filmstrip covers such top1cs as unit pricing,

P

labeling, store layout, and the relative cost of convenience foods. Provides

consumers with the facts and tools needed to make: 1nte111gent food choices.
The silent filmstrip is designed to test the viewer's knowledge of material
presented-on’ the sound filmstrip- and apply what they have learned. The
‘narration is simple, straightforward, and in everyday language although the

. voice duality is a bit monotonous. This is overcome by the quality and

comp1eteness of the factual. 1nformat1on Suitable for‘a11 adult- aud1encesf

s o . :

b



3

SUNDRY, CLOTHI&G, AND DANGEROUS PRODUCTS

Sponsored by J.C. Penney, Inc. Buy ($5.00) from: J.C. Penney, Co.,
Inc:, 1301 Avenue of the Americas, Educational Relations Department
New York, NY. 10019. Rent (free) from: Your loca1 Penney S. .
Department Store.. . : S

d . [
> ] . - . ) . . )
j; FZRE FABRICS AND you . F13mstr1p with Cassette 1975. .6 minutes. - L

A fairly techn1ca1 exp1orat1on of f]ammab]e fabrics énd standards : t'
developed to idsure safety .in children's. clothing, bedding, and other areas

of concern. The narration reports on Tegislatiion cover1£g -flammability of _
fabricc and test procedures used in-setting standards ome fire safety : _}'
o -

tips av presented May become dated if sUbstant1a1 changes are made im .

the law. 4@1tab]e for ,audiences with some techn1ca1 know1edge of fabr1c .

-components : : o e, K N
) : i " : e T '

D \ o | ‘ . - Co . .

FOR KIDS -SAKE--THINK TOY SAFETY 38 Slides with Cassette. 1976. ‘Spongored'
by Consumer Product Safety Commission. Rent (free) from: Modérn
Ta1k1ng Picture SerV1ce, 2323 New Hyde Park Road New: Hyde’Park NY

1040 | . -

b

Cr

: This program is geared to he1p1ng consumerstfak safe toy cho1ees and

..use the safety ‘informatign provided with toys. It .is “informative about
product features which may make a toy a safety/hazard Recommended for-all
adu]ts who may be 1nterested in purchas1ng toys for ch11dren ’ ‘

. e T ”; S T
' " GALS, GUVS AND DOLLS 16mm Color Film. 1975. 6 m1nutes * Buy ($110.00) . M-
or-rent ($15/day; $22.50/3 days) from Benchmark Films, 145 Scarborough

.Road, Br1arc11ff Manor, WY 10510.

-

" The film describes how ch11dren learn roles from the toys they play:
‘with. Values are ‘learned through role playing. 'ittle girls' toys teach
them to be nurses, Todels, grocery shoppers, and homemakers. Little boys e
are taught that they should:.be tough and be firemen, doctors, athletes,
- etc. Urges that parents take these factors into consideration when buying
" toys for children. Su1tab]e for a]] adu]ts who have an opportun1ty to "buy

toys for. ch11dren T ,\\ -

/

1T HURTS WHEN THEY CRY 48 Slides with Cassette 1975. 7 minutes. Rent
(free) from: U.S: Consumer Product Safety. Commission; 400 Market, Street,’
Continental Building, 10th Floor, Ph11ade1ph1a,’PA 19106 .

: This 1nterest1ng slide program s des1gned to help parents reduce accident
hazards for their infants and toddlers. Such products as highchairs, play-
pens, walkers, and cribs -are examined for possible harmful features. The
slides :explain how.to buy for safety and also how to ref1t existing products
to make them safer without having to go out and buy new.- Suitable for any
adult interested in and concerned w1th the safety of- young\ch11dren

. . ' ( . ) \\ f
- . : . r , ! ~ \ ‘
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: \QPROMISES 16mm Co]or F11m 1977. 16°1/2 m1nutes.
. Bly ($240 00) frOm Alfred H1gg1ns Rroduct1ons,,9100 Sunset. B]vd "
-~ Los Ange]e@\}CA 90069. B , . :

¢ fh1s film takes a broad 100k at the way over the counter drugs are

o ~ promoted and the real benefits of these products Attempts to make peop]e
conscious of the need to read labels .and evaluate ¢he real.worth®of a drug
.product. Makes a case for the use.of home remedies which are just as
effectivé and far less expen§3ve than~nat1ona11y advertised products. Also \
po1nts out the benef1ts of buy1ng drugs gener1ca11y Suitable for all adu]t
aud1ences

P

| .ﬂ .,.'/Tu ‘/v - . ) N " o . - %
> o A'SAFER BIKE Slides with Cassette. 1975 12 minutes. Rent (free) from:
o Philadelphia Area Office, Consumer Product Safety Comm1ss1on 10th
@' Floor, 400 Market Street Ph11ade1ph1a, PA, 19106. - .

Thi's ser1es of s11des narrated by a young. girl concentrates on how to N
improve the .safety of bikes. It provides useful, basic information on - ,
mechanical aspects cof bike safety. Both features to avoid and ways.of
adapting bikes. to make them safer-are discussed. Suitable for parents 33‘
and others interested_in making bicyc1e§hsafer; o L R

: s
A

SAFE Tov ENUIRONMENTS F11mstr1p with Cassette 1975. 5 minutes. = Sponsored
by J.C. Penney, Inc. Buy ($6. OO) from: J.C. Penney Co., Educational

Relations Department; 1301 Averue of the Americas, New York NY 10019.
’ Rent (free) from' Any. local Penney S Store Order -#84697 ..

) Ce Provides a good 1ntroduct1on for a discussion of the valué of toys and
creative play. Discusses the psychological benefits of play for children’, -
and the contribution made by toys. -Attempts “to develop critical thought in
the selection and purchase of toys. Suitable for adu]ts with young ch11dren

_ or n a. pos1t1on to buy toys for ch11dnen o .

R - g SR R -

. THE TRAUELS OF - TIMOTHY- TRENT -16mm Co]or Film, 10 minu -aes. Sponsored by
L _Consumer Product Safety Commission. " ‘Buy ($49.50) or rent {free): from:
‘National Audio-Visual Center, Order Department, National Archives and -
Record Serv1ce, Washington,. DC 20409) Order #23153.

This"™ short f11m fo1]ows the travels of a. norma], adventurous todd1er
As Timothy explores his surroundings he comes inte contact with many .

“hazardous products.. His natural inclination to put everything in-his mouthf';
is usually thwarted by safety caps, Timothy's father had purchased 1jniment .-
in. a bottle without a safety cap. . Timothy finds the bott]e and his trave]sv
end. temporarily.

The film po1nts out the speed in whlch children can- get into troub1e
and the numerous: opportunities for- trouble in even the safest home. The:
benefits of safety caps are graphically illustrated. Suitable for all' persons -
who have responsibility for young children. - HE
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or rent ($2Q/day; $30/3 days; $40/week) from: Benchmark F11ms,_145%

"_'youfmrzestsnBLE s%u 16mm Color Film. 1973 11 minutes. Buy ($180.00)
Scarborough Rbad, Br1arcﬂ1ff Manor, NY 105]0 ‘ . AT P

\
e “ ’

U This f1]m is an extreme]y humorous 1ook at c05met1cs for men and ' the

advertising techn1ques used to sell produffg to men. -Marshall Ephrow plays )

the role of a man:who-believes the ads that cTaim that-using 3 certain

“product will add to his sexual attractivenesss However, what succeeds on

TV does not ‘necessarily. br1ng success in rea) life. The film takes a some-
hat sexist. approach but this is used.to make a point and thHe flaws of
sexism are obvious. ‘More suitable for ma]eNaud1ences a]though women

could apprec1ate the satire. S .
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A L o (CREDIT- .
_ BE CRED WISE F11mstr4p w1th Cassette or Recgrd 1970 22 minutes. "'; o
($3.50) from: Momey "Managément Institute; ‘ﬁouseho1d Finance ~ =, )

‘,]V_F Corporat1oh Prudent1a1 P]aza, Ch1eago. IL 60601 * ,} ,"- ke
RIRRAPIR Be Credit W1se dramat1zes the credit experiences -of three young adu1ts' T
T ,Sue, Jim, and Steve. Thef¥ilmstrip. provides basic information on all

aspects of.credit. The uses,’ types,fand sources of, cred1t are all covered.
’ Discusses the APR as a means of compar1son shopp1ng for cred1t Does a
©° . gogg job of explaining the importance of a good credit rating.. A frna]

section briefly d1scusSes the value-of sound money management as 'a basis .
~ for‘credit usage. The main obJect1ve of the filmstriplis to’ emphas1ze
2N " the importance of .controlling ¢credit before it contro]s you. Su1tab]e for :

’ {;'young adu1t aud1ences 1nterested 1n cred1t : . .

B

T e ot , -
BEFORE: You BUY: A MINI: COURSE IN ;CONSUMER CREDIT Cassettes with workbooks
: 1971.. 8-21 1/2 minute top1cs “Sponsofed by‘fonsumer Communications,
Inc. Buy ($85.00) from: Social Studies School Serv1ce, 10000 Culver’
Blvd. Dept 88 Cu]ver City, CA 90230 o S S
‘ As the .name of the mater1a1 suggests, thﬂs is a "mini. course in
,,consumer credit. Active participation is required of "students" through ,
" listening to tapes and completirg workbooks. -The format and content of’ the
“tapes and workbooks appeal more .to yourg adults and middte- aged- consumers ~
: vth n to elderly consumers. This. k1t is adaptah1e for both’ Tnd1v1dua11zed 5
L - group 1nstnuct1on ' : :

> L
BUYING ON. THE INSTALLMENT PLAN Filmstrip w1th Cassette or Record r 1976
15 minutes. Buy ($26.00) from: Guidance. Assoc1ates, 757 Third Avenue,
New.York, NY 10017. Order” #10-401-297.%" -~ \\ B
o ~This’ f1]mstr1p descr1bes 1nsta11ment cred1t and out11nes the basic user-
g;if,r1ghts and  responsibilities. The material. prov1des a mental cheCklist of -
steps a-credit user can use ‘to insure that he is ‘protected from the p1tfa]1s
- of instaliment credit. A teacher's guide provides: discussion questions and-
a. glossary of credit terms. A samp]e credit contract®is also provided for

reproduct1on and d1str1but1on ' Su1tab1e for all adult aud1ences A

P

THE. CONSUMER AND CREDIT F11mstr1p w1th Cassette 1923. Buy ($30. OO) from:
Current Affairs F11ms, 24 Danbury Road; w11ton CT 06897 rder #377u* C
) Th1s film is wel] done, hitting h1gh points “and s1gn1f1cant aspects: of-}f‘“
. using credit. It describes the basic types of credit and the treatment of
T credit records., It :is both infermative and persuasive in the exercising of
~“critical Judgment in the: use o0 credit. “An accompanying discussion guide -
-may be he1pfu1 ‘with classes ‘along with taped interyiews with credit experts.’
Could become dated with any significant changes in credit 1eg1s1at1on
. Suitable for all adult aud1ences espec1a11y for those undeY 35 years of age.
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'CONSUMER SKILLS: BUVING 'ON CREDIT 16mm Color Film. 1976. 12 1/2.minutes.
- “ " Buy from: Coronet Instructional Media, 65 East South Nadéz;ifzssz}/..
-~ ' Ch1cago, IL 60601. Order #3125. . n ™ .

Three new users of credit d1scuss the1r exper1ences in this film. Both
the benefits and pitfalls of credit are covéred along with some of the
criteria for obtaining credit. This is bas1ca11y “an informational film
stre§sing the ‘importance of sound credit. usage. An .excellent introduction

~into the basic credit concepts for those consumers new to or ill- infoymed
~ about the world of credit.

/" CONSUMER POWER: CREDIT 16mm Color Film. 1973. 20 1/2 minutes. Buy
o “ . ($305.00) or rent.($22/day) from: BFA Educat1ona1 Media, 2211 M1ch1gan
= . - Avenue, Santa Monica, CA 90404. . - ,

-Consumer advocate, Ra]ph Nader« psycho- analyst~“Is1dore Z1ferste1n,
‘and bank executive, J. Hynes, discuss the pro's'and con's of consumer credit.
Each of these three spokesmen take a different point of view of credit's
effect on society and individuals. The film is not a discussion of what
_ credit is or how to get it but di'scusses the benefits and dangers of credit. .
K Alternatives to the use of credit are discussed as well ds the need to shop
- for the best bargains in credit. Two ex-collection agents warn us about
possible dangers in refinancing, consolidation loans, and businesses wkith
.- . “carry their ‘own contracts. This film could be very useful- for helping
"consumers to. think critically about credit's effect on a]l of our lives.
Su1tab1e for any adu]t aud1ences

CREDIT AND THE CONSUMER 4 F11mstr1ps ‘With Cassettes plus 12 Cassettes on
Mini-topics and Teaching:Materials. 1976, ~Buy ($375.00) from:
Control Data, 8100 34th Avenue, South, M1nneapo]1s, MN  55440.

This -series of four f1]mstr1ps with ‘cassettes and twelve cassettes

7 . provides extensive coverage of the entire topic of credit. The filmstrips

' convey ‘information_ through use ofzrole playing by principal characters.

- The cassettes. provide factual information on a broad variety of credit
topics such as credit ratings, types and sources ©f consumer. credit, credit
contracts, the Truth-In- Lending Law, and the Fair Credit Reporting Act.

Also included are numerous handouts, act1v1ty sheets, and teaching materials.,
Could be useful as a self-teaching unit. ‘Due to the extent of the info ‘ipn,

_ the kit may .be best used over a series of: meet1ngs Although bas1ca1!§

- middle-class oriented, the kit is su1tab]e for all’ young adults (under 30)°
' '1nterested in the wor]d of credit. . v ) -
s
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A CREDIT CARD"BOUQUET 16mm Color Film. 1973, 10 1/2 minutes. -Buy (slso 00)
or rent ($13/day) from: Communications Group West, 6606 Sufiset Blvd. :
Hollywood, CA 900287 Order #CGE '50013.

This short f11m effect1ve1y urges.all cred1t users to take the time to
learn exactly what’ is entailed in any credit purchase. 'Johnathon, the flower
peddler, discusses the ways that-his. friends and customers use and_ fail to
use credit information. -Specific po1nts made include ‘the low rates at credit
unions, the various ways interest is computed on revolving charge accounts, -
comparisen shopping-for credit, the need for planning the use of credit, and
the Truth-In-Lending Law. The multi-racial and ethnic make- -up- of the cast '
makes this: film suitable for a]] audiences.

L.

,.MONEV FOR SALE 4 F11mstr1ps With Cassettes. 1974. 40 minutes. Buy ($80. 00).

from: AIMS Instructional Media, 626 Just1n Avenue, Glendale, CA 91201.
Order #2E 10-2-1. o _

Th1s four part animated filmstrip series proVides a Took at the basics
of credit. The major provisions of the Truth-In-Lending Act are presented

“in Simplé straightforward language. The three C's of credit are. highlighted
"and their importance is explained. Typical credit contracts and their

provisions are exp]ore& with an emphasis on knowing what you s1gn A last
section discusses various sources of credit and the pro's and con's of each.

- The information provided in. this series is very basic but is accurate and

well-organized. . Suitable for adults needing information on the bas1cs of

»credit pr%sented in simple terms and language : _ Z

SHOPPING FOR CREDIT 16mm Color F11m or Video-cassette. 1977. 18 minutes.
Buy ($265/fi1m; ;" $185/video-cassette) from: Films Incorporated, c/o
Association Films, Inc., 600 Grand Avenue, Ridgefield, NJ 07657.

"Rent from: Films Incorporated, 733 Green Bay-Road, d11mette, IL 60091 ¢

" This color film compares costs of a typ1ca] auto. loan from var1ous

" loan sources: ’mn sharks, finance companies, auto dealérs, bank§, credit

unions. The comfarative costs are presented by students in a continuing
education class in a New York college. Problems associated with young

"adults obtaining credit are presented and debated by the class. Avenues.for

redress are suggested in eyent of credit refusal discrimination. Cost ‘in-
formation for the .loan is specific, both by annual percentage rates and by . -
dollar costs. Less su1tab1euf0r older adults than for«middle- -aged -and younger

adults.

“TO YOUR CREDIT 16mm Color Film. '1975. 18 minutes” Sponsored by General

Mills. Buy ($125.00) or rent (free) from: 9200 Film Center, P.0. Box
- 1113, Minneapolis, MN . 55440. * . . , B

This film prov1des an exce]]ent portraya] of the problem of excess debt
It serves to educate and motivate consumers concerning sound debt practices..

- Designed primarily for middle-class audiences, the film emphasizes the

‘extra costs of credit and outlines the danger signs of too much credit and -

where and how to seek he]p with credit prob]ems .'Suggestions are a]so
provided on how to plan an entire evening's program around this f11m Su1tab1e
for all consumers concerned about the proper use of cred1t

m . ..- : ‘\ ) | ] 2U
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TRUTH- IN- LENDING Fﬂmstr'lp with Record. ~1970. 15 minutés. Buy ($10.00)
‘or rent (free) from: Board of Governors of the Federal. Reserve System,
~ Public Affairs Office, Nash1hgton bC 20551. * o »

Th1s f11mstr1p program descr1besrthe major prov1sions-of the Truth- .
’ 'In-Lend1ng t. Provides an excellent discussion of the APR and Finance
Charge digdfosure requirements and how these can be used in comparison
shopping ™ r credit.. This resource is notable in that it provides, in

" one source, a complete discussion of the Truth-In-Lending Law. The
‘discussion is accurate, clear, and well-organized. Suitable for any adu]t
‘audience 1nterested.1n credit and their rights to accurate cred1t 1nfor-"

mation., , . \ />
USING MONEY WISELY -16mm Color Film. 1970. 18 minutes. BuyAaooo) o
~from: Journal Films, .Inc., 930 Pitner. ‘Avenue, Evanston, IL 60202 :
Nrite Journa] Films for renta] 1nformat1on : .

Tth film exp]ores how . to stay out of cred1t and money difficulty and.

" also what to do when these problems arise. Helps people realize ‘that -

‘many other people-may have money management problems. Explores the function
~ of credit counselors as a positive-step:. in solving money problems. - Styles
of dress, etc. are a bit dated but the message is valid. All families.
portrayed .are headed by a male breadw1nner Su1tab]e for all adult
aud1ences '

P
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~ ENERGY AND CONSERVATION

. ENERGY: CRITICAL CHOICES AHEAD ~16mm color film. 1975. 16 minutes. Buy

($175.00) or rent (free) from: U.S. Department of Commerce, Domestic
and International Bus1nesspAdm1n}strat1on, Room 1406 - 55 East Monroe
St., Chicago, IL 60603. = - L :

This film takes a facts and figures approach: to the- energy d11enma

The discussion centers on pred1ct1on of our energy neéds and the means by .

which these can be met by various sources. Predictions are made:as to what

‘our energy needs will be the year:2000. - The diseussion then turns to varjous

sources of energy and the contribution each can make to help meet the pre
dicted needs. .The conclusion is that we:will fall short of meet1ng our needs.
The- f1gures used in the film are based on assumptions which may or may
not be valid. Therefore, the=film could serve as a catalyst for a discussion
of energy issues. A problem may arise because of the extensive: use«of fig-

~ ures which may require some pre- and post- discussion in order to improve
comprehension. Suitable for viewers who have some understanding of "the en-

ergy prob]ems we face and would like to exp]ore thefprob]em further

O,

"ENERGV: IMPACT ON VALUES AND LIFESTVLES F1]mstr1p with cassette 1974

- Buy ($22.00), from: Current Affa1rs, 24 Danbury Road, w11ton, cT 06897
\\ Order #479.* | _ o |

Th1s f1]mstr1p prov1des an exce]]ent basic discussion of our' energy
problems and-the economic ramifications of some of the solutions. Provides-

- basic information of the parameters, history, and prognosis of the crisis.
“in a general, non-technical manner. It attempts to explore some of the
. changes in Tifestyle which may be necessary. Although produced in 1974,
"the content is still timely and w v$11 continue to be unless there are some-

great changes in this area. Provides both sides of the questions.  Suitable
for adult audiepces who would benefit from a genera], non- technaca] d1scus--

s1on of the energy,cr1s1s
) AN

_ ENERGV REALITIES ']émm'co]or film. 22 minutes. Sponsored by Electric Power

Research Institute. Rent (free) from: Film Counse]ors, Inc., 500 Fifth
" Avenue, Room 515 New York \NY 10036.

This color film is an exam1nat1on of -available. energy sources vis-a-vis
current demand. Stresses. development of alternative energy sources by util-.
ities and the costs (both private and social) associated with the invention
and_use of new.technology. The position of utilities is emphasized as an in-
dustry dedicated to meeting energy needs of the -consuming publié. Taking a
somewhat long-range, futuristic perspective, the film presents the primary

" barriers to energy self-sufficiency as being technology and costs.. Avail-
able technology is presented. throughout the film, caus1ng the f1]m to be

soph1st1cated for some_adult aud1ences



ENERGV-ZOOO 16mm color film. 1977.- 22 minutes. Buy .($325.00) or rent

(830§week) from King Features, 235 East 45tht5¢reet, New York,?NY'

1001 ' ' '

The Arab embargo of 1973 and the "w1nter of ]977" have shown the urgency
of the shortage of energy which is the base for our high level . of 11v1ng in
the U.S. This film takes a look at the current status of each of the fuels
we rely on: oil, natural gas, coal, water power, -and nuc]ear fuel.” The fu-
ture of each of these fuels is d1scussed along with the potent1a1 of Solar
energy and fusion power. ‘The film explains that we are in a transition per-
iod in which conservation will play a role until new energy sources can be
deve]oped This film is a factual, objective up-date ‘of- the €nergy situation
in which we find.ourselves. ~Suitable for any adult audience interested in

_the energy crisis. ..);>

./-

| RECYCLING: AN ECOLOGY STUDY Filmstrip with cassette. - 10 minutes. Spon-

sored by The Aluminum Association. Buy ($7.00) or rent (free) from:
The A]um1num Assoc1at1on 750 Third Avenue, New York NY ]00]7

‘This short f11mstr1p program focuses on the prob]em of so]1d-waste
~disposal and how recycling can be a profitable cure. ‘Using aluminum as a
main example,. the program. descr1bes how scouting, -givic,  and church groups
can get involved in a recycling effort. A list of recyc]1ng centers and a
list of tips for setting up a program are also provided. - Suitable for groups.

)1nterested in recycling for fund raising- and for mun1c1pa11t1es 1nterested
in sett1ng up a recyc]1ng program

RECYCLING IN ACTION 16mm color film. 1973. 14 minutes. "Buy ($185.00)
- or rent ($10.00) from: Film Fair Communication, ]0900.Ventura Blvd.,
Studio City, CA 91604. S .

..

This film.initially argues for the need to recyc1e to s]ow the depletion

- of our. natural resources. The uses of community reclamation centers. are high-

]1ghted The film catalogues the numerous  products which can be recycled and
the various means of accomplishing this task+ Can serve as a motivator for
recycling. - The film has a bas1ca]]y middle-class orientation but is su1tab1e
for a]] audiences 1nterested in recycling and conservation. ‘

A RUN FOR YOUR MONEV 16mm color fiim. 1976. 14 minutes. Buy ($234.00)
from: AIMS Instructional Media Services, Inc., 626 Justin Avenue, -
Glendale, CA 91201. Write -AIMS for rental information. "

* This f11m prov1des a number of s1mp]e t1ps a. car owner can use to im-
prove fuel economy in his car. Improved driving habits, regular maintenance,
and other suggestions are outlined. Su1tab1e for anyone who owns or dr1ves
a car-or small truck. i . . e :

S 6.
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> AUTOS AND TRAN;PORTATION-

K

UTOMOBILE INSURANCE F1]mstr1p w1th Cassette or Record. 1976. 13 minutes:
Sponsored by Insurance Information Institute. Buy ($5.00) from:
Insurance Information Institute, Director.of Educat1ona1 Re]at1ons,

110 N1111am Street New York, NY 10038 *

Th1s program is a factua], stra1ght forward presentat1on f the bas1c
‘coverages and. factors. affecting the cost of automobile insuranc A11 the
basic bodily 1nJury and property ,damage coverages are exp1a1ned 1n terms of
limits-and what is. covered. Because of the extensive use of facts and
figures, the filmstrip is composed of three _parts with an opportunity to
‘pause for discussion- and' review provided between each. No-fault auto

~ insurance is only mentioned briefly and may not be sufficient for states

: -which_have.enacted no-fault laws. The program takés somewhat of a pro-

- 1ndustry stance but the organ1zat10n and completeness, of the presentation
-outweighs this: probleh *iio tone is provided on the tape to designate when
to change fra@es but a~script is provided which can be used for this purpose.

- A teacher's guide :and handouts are also ava11able Suitable for all adult
aud1ences T . ot B : L

.BIKE WISE TO BE SLRE 16mm Color Film. 1974. 14 minutes.’ Buy ($210.00)
or rent ($42/week) from: Centron Educat1ona1 Fﬁ]ms, 1621 west N1nth
_Street Lawrence,_KS 66044. .

< Th1s film d1scusses some of the benef1ts, purchase cons1derat1ons,
maintenance tips, and safety rules related to bicycles. The fact that a
b1¢ycTe is a vehicle, not a toy, is’ emphasized. «Includes a discussion of .
how to operate a bike safely in traffic. Typical maintenance procedures are.
"discussed. Exp]a;ns how to make a propér selection from among the vast array

. of styles’, options; and prices. Caut: ons against buying an over-sized bike

- for a child to grow into. Su1tab]e for any adu]t 1nterested in their own’ as,‘
we11 as their child' 8 safety : . _ :

o
<. )
3 B N .‘ . .

LRASHES*THAT NEED NOT KILL 16mm Color Film. 1976. 28 minutes. Sponsored
by Insurance Inst1tute for Highway Safety. Buy ($200.08) from: y
Harvest A-V, Inc., 309 Fifth Averiue, New York, NY 10016. Rent (free)

' from* Assoc1at1oan11ms, InC~, 324 De]aware Avenue Oakmont PA - 15139.

Th1s f11m explains ‘the workings and benefit of automotlve air bags It
~~ 1is designed to sed] 'air bags to the public ‘through test crashes and accident
 facts and /figures. The film does not .cover the monetary costs of ‘air.bag
installation. It may become .less beneficial as. techno]ogy and/or 1aws '
change. Suitable for a]] adult audiences. . .

A RUN be:VOURﬁMONEV See\this tit]e in‘the.Energy andeonserVation'Categoryu




of durable goods.

k]

HOUSING, HOME FURNIXQINGS, AND APPLIANCES
CONSUMER!SKILLS:' BUYING FOR LONG TERM USE 16mm color film. 1976. 11 1/2

minutes. . Buy from: Coronet Instructional Media, 65 East South Water
. Street, Ch1cago, IL. 60601.  Order: #3123 :

Using the experiences og/iour average consumers, this film explores the

‘problems of buying-items to He used over a periodyof years. This film pro-
“vides decision making tools to be used when buying such products as furniture,

appliances and diamonds. Suitable for-all adults contemp]at1ng the purcmase

~

) ‘ ‘ - r - ‘

THE HOUSING CRISIS: A PLACE TO LIVE Filmstrip with cassette. '1976. Buy
($24.00) from: Current Affairs,‘zq Danbury Road,-wilton, CT -06897.
Order #574. . ' ' L _

This c6lor f11mstr1p exp]ores some of the problems faced by 1ow 1ncome
persons, the elderly, and young adults in obta1n1ng housing. It describes
the current housing crisis in which buy]ng a -home is being priced out of

. the range of most Americans. It attempts to rai'se people's awareness ofjthe

problem.. Some solutions or alternatives are mentioned including urban -

- homesteading. The information prov1ded is more general than specific.. As:

housing conditions and programs change, the material may. become out of date.
Suitable for any -adult 1nterested in the housing market :

mily Resources,

HOUSING NEEDS OF THE ELDERLV:' Slides with cassette. 19773\a 11 minutes.

Free loan from: Ethel Grubbs, Extension Specialist,
114 Hutcheson Ha]l VPI & SU B]acksburg, VA 24061.

E]der]y consumers of hous1ng are the target aud1ences of th1s cassette
and slide series. Selection of housing types is d1scussed along with .the
Tocation of hqusing. unjts near appropriate services. ‘ Certain facilities in-

side the ‘house are also briefly discussed. Advice is offered in selling and/ ..

or buying real estate. Presenters may find the accompanying user-module
helpful. These slides and tapes may be reproduced.

2

INSURANCE FOR THE HOME Filmstrip with cassette or record. 1976' M 1/2

minutes. Sponsdred by Insurancé Information Institute. ($5.00)
from: = Insurance Information Institute. Director of Educat1ona1 Re-
lations, 110 William Street Hew York, NY 10038.*

This short program provides a factua], straight-forward source of in-
formation on the coverages and factors affecting the cost of "household in-"

surance. The basic property and liability coverages are explained in terms
of limits and per1ls The filmstrip is divided into three parts with pro-

visions made for ‘Stopping-for discussion and review. This.is helpful due
to the extensive amount of facts and f1gures presented. The program takes

‘somewhat of a pro-industry stance but this is outwe1ghed by. the organization
" and complieteness of the information. No tone is prov1ded on the tapé to des-

ignate when to advance the filmstrip, but @ script is provided which can be
used for this purpose. A teacher's guide and students handout® are also

~available upon request. Suitable for all adult audiences. ' \
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'MONEY MANAGEMENT
CHOICES AND. DECISTONS: bECOMING A WISE CONSUMER 2 f11mstr1ps with cassettes.
1977. 50 minutes. Buy ($15.00) from: Educdtion Services, American
Counci]'of Life Insurance, 277 Park Avenue New York, NY 10017 L4 '

1

Des1gned for young adults, th1s f11mstr1p series d1scusses some .of the
financial concerns of a young married couple. Each filmstrip tackles twa

jissues: Filmstrip A, budgeting, and buying wisely; F11mstr1p B, 1ife and health
“Jnsurance, and p]ann1ng,for financial change. The series emphas1zes the need
‘to adapt financial plans to the lifestyle and life goals desired by the young

“Couple. AN p]ans must be flex1b1e ' Therefore, no two couplés will have the

same plan. - The discussion of 1ife insurance is well done in that:it recog- -,
nizes that.an insurance plan-must fit into the couple's budget and that term ~
insurance may be best for a young couple. - The section on change discusses

" techniques. which can be used to plan for changes in income due to a new job .
.or the birth of a child. Although the information presented is un1versa11y

applicable, the white, middle- -class sett1ng may make the k1t inappropriate

for some.audiences. -

CONSUMER SKILLS: BUDGETING VOUR MONEY 16mm co]or film. 1976 13 m1nutes

" Buy ($221.00) from: Coronet. InstructionalsMed1a, 65 East ‘South Water
. Street Chicago, IL 60601 Order #3121.%
v) ,
By ana]yz1ng the budget1ng needs of four average consumers’, th1s film

explains the basic- mechan1sms of budgeting: record keeping, analysis, dd--

justing, and managing spending. This film concentrates on the need for bud-.
geting and the what-to-do of budgeting rather than show1ng exactly how to
budget. Su1tab1e for all adult audiences who may benefit from or be con-'

temp]atupg sett1ng up a fam11y budget

[ . -

A DAV IN THE_LIFE of HARVEV MCNEIL 16 m color film. 1976. 9 minutes. Buy

-

($135.00) or rent ($15.00) from: Xilm Fair Communication, 10900.Ventura.-
.Blvd., Studio City, CA 91604.. Ordar fD-286. .

Tells the story from the po1nt of view of Harvey McNeil, a teenaéer whose ’
father has been laid off. Explains that despite a drastic reduction in income,

- .- a family can live a fulfilling life by making use of community services. The
. McNeils use libraries, museums, church day..care, a financial counseling ser-
.vice; etc. which are largely free. While basically. middle-class in its orien-

tation, this film is helpful for fam111es whose income has been cut and who
do not know where to turn’ for help.” v

“

MAKING VOUR MONEY 0ORK F11mstr1p with cassette. 1974. 14 minutes.. Buy
' *($206.00) from: Educat1ona1 Enr1chment Mater1a]s, 110 South Bedford

" Road, M_. Kisco, NY -10549.* o

‘A general discussion of the basics on how peop]e can make their money
grow. Covers savings accounts, common and preferred stock, corporate and
goverrment bonds, and mutual funds. "Also discusses the types of banks and
the relative merits of various bank sav1ngs accounts. Compound interest is

R exp1a1ned in an understandable manner. The f11mstr1p sums up by cautioning
- for a sensible, pragmatic approach to investing. " Suitable for any adult

audience w1sh1ng to- learn the basics of making money grow

t)&
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THE MONEY. TREE 16mm Color Film. 1971. 20 m1nutes Buy ($289 00) or rent
. - $25/3 days) frem: AIMS Instructional Med1a Services, 626 Justin Avenue,
S _ G]enda]e, CA 91201 ' :

Th1s film shows~how the 1mproper use of. cred1t can 1ead to the destruc-
tion of a marriage. It is a well acted portrayal of the emotional problems
that arise when financial difficulties confront a carefree young counle. It
emphasizes the need for care and caution in the handling of credit and

" finances. Specific do's and don't's are not provided but the film serves
~as a warning of where faculty pract1ces can lead. Su1tab]e for. young adu]ts,
married and unmarr1ed . : _ i )
STRETCHING VOUR RETIREMENT INCOME ~ S1ide w1th Cassette -1977. 9 minutes.
“ , - Free loan from: - .Ethel fGrubbs, Extension Svecialist, Fam11y Resources,
114 Hutcheson Hall, VPI & SU, Blacksburg, VA 2A061

This cassette and slide presentat1on is des1qned'to assist ret1rees‘-
both in.increasing their incomes and in getting the most out of their in-.
comes. Nine "steps" are presented which touch on a variety of income or-
jented topics pertinent to retired individuals and those anticipating re-
tirement. Informatrion and suggestions are general enough -to avoid dating,
and alternative information resources are offered. - An accompanying-user -
module may assist presenters. Slides and cassettes may be reproduced. '
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N FINANCIAL -SECfJ‘RITY AND. TAXKTI0N

Ll

'SAUﬂﬂﬁbBILf INSURANCE ".See this t1t1e under the Auto and Transportat1on
' Category _— N
R CHOICES AND DECISIONS: BEGOMING A WISE CONSUMER 2 F11mstr1ps with Cassettes
1977. 50 minutes. Buy ($15.00) from: Education Services, American
' 'Counci] of Life Insurance, 277 Park Avenue,»“ew York NY 10017

&

i See annotation for th1s t1t]e in the Money ManagementWCategory

-y INSURANQE FOR THE HOME -See th1s t1t1e in the Hous1ng, home Furn1sh1ngs, and
L N Appliances Category. ' _ . R

INSURANCE: WWHAT'S 'IT- ALL ABOUT 16mm Color FiTm; _1975. 25 minutes. Buy :
($285.00) or rent.($30.Q0) from: Film Fair Communications, 10900 Ventura
B]vd , P.O. Box 1728, Studio City, oA 91604. ”rder #C 276 T S'

K

&

2 Father T1me 1eads us through the maze of 1nsurance " He analyzes and
;'def1nes the basic coverages and types of homeowner, auto, health and life’
“insurance. The film concentrates on defining terminology with some explan=-

~ ation. * Some time is spent at the end of the film on how to choose an agent

~and company. The fact that you can be over-insured as well ‘as under-insured
is po1nted out. This film could be a good introduction or summary for a
series of>programs on insurance. It would not stand alone due to its length
and, the large amount of information provided. It may be possible to show it
in stages to enhance retent1on There may.be problems holding the attentidn
of some audiences due to length and information. However, the film 1s an -
exce]]ent resource for a comprehens1ve d1scuss1on of 1nsurance

v

= MAKING YOUR MONEV WORK See this title in the Money Management Category

. ‘ SSI. CAN MAKE. THE DIFFERENCE  16mm color f1]m. 1917 20 minutes. Sponsored ‘.I
' by: Social Security Administration. Buy from: Suffanti Film Laboratories
630 Ninth Ave., New York, NY 10036 or rent free from your local Social
Security Off1ce ' : ‘ : _ ' b

This film prov1des a- w1de range of* information about Supp]ementa] Secu-
rity Income through four case histories: . a young blind boy; a widow; an '
elderly couple living in a rural area; and a Spanish-surnamed man drawing )
both social security benefits'and .SSI. n on-camera narrator ties the film
. ...together and provides information on such subjects as eligibility require- \\\
“ments, review, and the right to appea] Suitable for all adu]ts need1ng
information on Supp]ementa] Secur1ty Income

‘
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ooy As: part of the Title I HEA projects, the f0110w1ng mater1a]s
S were produced

" S

& e
-

Y g Paméhlets:c
.. ... . "Contracts and"the Consumer" -

- "Credit and;the Consumer" - -
"Fraud and the Copsymer" _
"How to Buy a Used Car" R

. ". B .(,
"Warranties and the Consumer"

Edueationa] Modules:

"0bta1n1ng and’ Us1ng thsumer Cred1t"

“Avo1d1ng Oonsumer Frauds and M1srepresentat1ons

‘"Mak1ng and Us1ng a F1nanc1a1 Plan"
‘Manuals:
E) . 5 . ) K v o

’"A Financial Counseling Manual"

: . "Commun1ty Consumer’ Educat1on Awareness Workshops: How’
& o To Plan.and Conduct Them“ i

B

'( - Proceed1ngs o . .
= . ’"January Conference Summary

With the except1on of pamph]ets, materials printed have been
exhausted. Persons desiring copies can obtain them at cost -
by writing Mr. Robert Gibson, President; National: Foundation
‘for Consumer Credit; Federal*Bar Building, west 1819 H
'Street Nw Wash1ngton, D.C.. 20006

r




