
The scrappy 
and informative 
new monthly 
that helps you fight 
the battle of 
the marketplace. 



HERE IS WHAT SOME PEOPLE ARE SAYING 
ABOUT MEDIA & CONSUMER: 

"Media & Consumer is a 
needed publication ... a tool 
concerned consumers can use 
to make their marketplace and 
their media more responsive." 
Ralph Nader, Consumer Advocate 

"An absolute goldmine of good ideas." 
Gerald Gold, Consumer Editor, The New York Times 

"Media & Consumer is one uf the most impor­
tant publications to come along in recent years. 
It is a great magazine, extremely worthwhile for 
anyone seriously concerned with consumer 
issues." 
Herbert S. Denenberg, Penn. Insurance Commissioner 

" ... a valuable publication and a real public 
service," 
Morton Paulson, Business and Financial Editor, 
The National Observer 

"A must for every library ... Media & Consumer 
promises to be a major voice and critic on the 
American scene." 
Library lournal 

" ... first-rate in its combination of fighting 
spirit and factualness." 
Max Lerner, Author and syndicated columnist 
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The Questions YOu 
Must Ask Before 
You Give YOur Child 
to a Summer Camp. 
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WHO PUBLISHES MEDIA & CONSUMER? 

This pioneering journalistic effort, a non-profit 
venture, is sponsored by CONSUMERS 
UNION (publisher of Consumer Reports) and 
edited by a staff of consumer-oriented journal­
ists. The members of the Media & Consumer 
Board of Trustees are leaders from many areas 
of journalism, education and consumer affairs 
who are serving without pay, but actively. They 
recognize that the news and entertainment 
features of America's press and airwaves are 
paid for by the consumer ... and the consumer 
deserves a say in the media's coverage of 
consumer affairs. 

WHAT'S IN IT FOR YOU? 

Information and ideas to help you fight the 
battle of the marketplace. As a consumer, you 
will pick up valuable tips on protecting yourself 
against inflated prices and fraudulent practices 
when you shop for food, gasoline, home repairs, 
medical services, and other everyday essentials. 
You also learn about consumer activism, 
national and local consumer groups ... and how 
you and your neighbors can exert pressure on 
manufacturers, retailers, the news media, and 
government to extend fair treatment to the buy­
ing pUblic. 

HOW CAN YOU SEE MEDIA & CONSUMER 

REGULARLY? 

Just mail the enclosed card. We'll send you the 
current issue. If you like what you see, you 
become a regular subscriber. And Media & 
Consumer comes with a consumer-minded 
guaranteed escape clause-if it fails to meet your 
expectations, just tell us to "cancel," and that's 
it. But we're confident that it will measure up, so 
confident in fact that we'll return the unexpired 
balance of your SUbscription payment should 
you decide after even five or six issues that 
Media & Consumer is not for you. 

Right now, please make sure your address on the 
card is correct. " . and mail it today. 



HERE ARE SOME OF THE STORIES THAT HAVE 
ALREADY APPEARED IN MEDIA & CONSUMER: 

o President Nixon's Campaign and the Price of Your Milk 

o Hot Dog Makers Rally to the Defense of Their Weenies 

o A Labells Vague ... and a Boy Dies 

o The Insurance Industry's Secret Game Plan 
to Gut a Senate No-Fault Bill 

o Why Tomatoes Aren't What They Used to Be 

o Ground Beef Impurities a Scandal in Some Cities­
The Results of M&C's National Meat Test 

o Warning-That Blood Transfusion 
May Be Dangerous to Your Health 

o How the 'Flat Rate' System Inflates Cost of Car Repairs 

o Small Claims Courts-Are They Working? 

o How Consumers Can Get the Editor's Ear 

o How Aerosol Cans Give You Less for Your Money 

o Sunoco Plays 'Let 'Em Eat Cake': 
Gasoline for the Race Track, Empty Pumps for the Fans 

o Health Hazards You Should Know about in Cosmetics 

o Why You Pay More: The Shopping Center Monopolies 

o Why Our Health Care System Is Breaking Down 

o You vs. Your Bank: 
What You're Up Against at the Teller's Window 

o How Reliabl~ Are Restaurant Reviews? 

ALL OF THESE OPINION LEADERS SERVE 
WITHOUT PAY ON M&C'S BOARD OF TRUSTEES: 

Samuel Archibald, 
Executive Director, 
Fair Campaign 
Practices Committee 

Richard T. Baker, 
Professor of Journalism, 
Columbia University 

Bruce B. Brugmann, 
Editor and Publisher 
San Francisco 
Bay Guardian 

Fran Cerra, 
Consumer reporter, 
Newsday 

Betty Furness, 
Commissioner of Consumer 
Affairs, New York City 

Leon Garry, 
Editor and Publisher, 
Media Industry Newsletter 

Sharon King, 
Consumer reporter, 
WBZ-TV, Boston 

John Kolesar, 
Executive Director, 
Center for Analysis 
of Public Issues 

A. Kent MacDougall, 
Press commentator, 
and former reporter, 
Wall Street Journal 

Media & Consumer, 

P.O. BOX 6020 

Sidney Margolius, 
Consumer author, 
columnist and editor 

Morton Mintz, 
Investigative reporter, 
Washington Post 

Edward P. Morgan, 
Commentator, 
American Broadcasting Co. 

Thomas Pew, 
Editor and Associate 
Publisher, 
Troy (Ohio) Daily News 

Francis Pollock, 
President, Media & 
Consumer Foundation 

Adam Powell, 
Consumer Editor, 
WINS-New York 

Roger Rapoport, 
Consumer writer 

William Rivers, 
Professor of Communications, 
Stanford University 

Stanford Sesser, 
Assistant Professor of 
Journalism, University of 
California at Berkeley 

Sidney Shainwald, 
Associate Director, 
Consumers Union 
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