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Look Closely
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Looking closely at the issues that affect consumers is at 
the core of everything we do at Consumers Union. The 
pages of this year’s annual report take you through the 
milestones of 2008 and to the heart of the organization 
behind those achievements. Our teams in three areas—
testing, information products, and advocacy and public 
education—protect the interests of consumers in different 
ways, always with the goal of engaging them in our efforts 
to transform the marketplace. The numbers in the 
centerfold quantify the impact Consumers Union has  
on quality and safety. For 72 years, the mission of this 
one-of-a-kind enterprise has been to advance the  
consumer interest. We’re proud to invite you in for  
a closer look at how we do that.



Test Rigorously

TESTING EXPERTS 
CU’s engineers and technical staff test products as diverse  
as electronics, appliances, and cars. We develop scientific 
evaluations that mirror the consumer experience as well as 
use standard government and industry tests.

MYSTERY SHOPPERS 
CU accepts no free samples, so we employ savvy mystery shoppers  
who anonymously buy at retail the products we test. Shopping  
assignments have ranged from more than 680 containers of ice cream  
to almost 5,000 batteries.

STATISTICIANS 
We leave nothing to chance: Our statisticians calculate the 
number of samples needed, when to buy them, and the order  
of evaluation, to achieve scientifically significant test findings.



SCIENTISTS 
Our scientists assess consumer risk, and their analytic strength 
has long enabled us to make a difference on issues such as 
reducing lead in toys and exposure to dangerous pesticides. 

MARKET ANALYSTS 
Staying on top of market trends allows us to respond quickly to 
consumer demand for information on the latest technologies. 
Market analysts track product introductions and updates to ensure 
that we’re current.

QUALITY ASSURANCE SPECIALISTS 
We not only evaluate marketplace quality but also scrutinize 
our own rigorous internal processes to maintain a gold 
standard for accuracy.



Scrutinizing french fries, grilling hot dogs, staining 
countertops, popping corn, and baking cookies—it 
sounds like an idyllic day in kindergarten, but it could  
be a typical day in Consumers Union’s test labs. Make  
no mistake about it: What we do is hardly child’s play.  
This year, our evaluations of toys for lead content and 
home lead test kits led to significant contributions to the 
product-safety debate, including a state recall of a blood 
pressure cuff from a popular toy medical kit. Automakers 
paid attention when we decided to exclude from our 
highly anticipated April issue Top Picks list any vehicles 
that don’t offer electronic stability control as a readily 
available option. Those are just some examples of how 
our testing makes the marketplace better for consumers.

Test Rigorously

The most anticipated 
electronics product in 2007 
may have been the iPhone. 
We bought one immediately, 
tested fast, and posted our 
first evaluations on our Web 
site within 48 hours.

Tests of air cleaners raised 
safety issues about two  
ozone generators. We  
advised consumers with 
respiratory concerns that  
if they are determined  
to buy an air cleaner, they 
should consider a filter  
or HEPA-based unit first.

‘�Consumers buy about 9 million mowers, tractors, and riders each year. We use 
long, thick grass for real-world results and involve editors, photographers, and 
market researchers. Recent tests turned up 20 recommended models and one 
unsafe robotic mower. We demonstrated the danger to federal product-safety 
officials, who quickly issued a nationwide recall.’ 
John Galeotafiore, associate director, Home Improvement

In the dead of winter, Consumer Reports must determine �
which lawn mowers and tractors will make the cut in time for �
spring. Consumer Reports tests 40 new models a year at �
a 6-acre Florida test site and this year cut 644,080 square feet �
of grass for mower and tractor tests.
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Testing compact fluorescent lightbulbs.



Inform Boldly

Editorial staff 
We’re not just precise with our testing; we’re also precise with  
our words and our graphics. Reporters, editors, copy editors,  
fact checkers, designers, and television producers focus their 
journalistic talents on precision.

market researchers 
CU market researchers test magazine covers in front of panels  
to see which resonate, and they conduct polls to gauge 
consumer attitudes on issues such as gas prices and the  
safety of imported goods.

survey researchers 
Our Survey department has the expertise to convince more than  
1 million people to tell us about everything from their back pain to 
their banks, so we understand real-world consumer experience.



information specialists 
To do our job successfully, we must have a keen understanding 
of marketplace trends and directions. Information specialists 
tune in to consumers’ interests and who’s competing for them. 

Publishing experts
Our publishing and communications staff consistently develop 
creative ways to reach our target audiences—through compelling 
marketing and ad campaigns, vivid media appearances, and 
content-sharing agreements with strategic partners.

financial and business analysts 
Advancing CU’s mission takes money. We track our financial 
and product performance with the same meticulousness that 
we apply to our testing and investigative reporting.
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At a time when the publishing industry is struggling, 
Consumer Reports® products and services continue  
to attract ever wider audiences. This year the magazine 
circulation grew to 4.4 million subscribers with a 
record number of copies—189,000—sold on average 
each month on the newsstand. ConsumerReports.org® 
surpassed 3 million subscribers, the most of any  
Web site of its kind, and won a prestigious Webby 
People’s Voice Award. Our Consumer Reports on Health® 
newsletter has close to 640,000 subscribers, up almost 
30 percent from three years ago. To meet consumers’ 
demand for health information from a trusted source, 
we launched the ConsumerReportsHealth.org Web site 
and the Consumer Reports Health Ratings Center. All 
of our work is informed by the Annual Questionnaire, 
among the largest and most comprehensive consumer 
studies in the world.

Inform Boldly

Top-rated stories for the year 
included best and worst vehicles 
for fuel economy and great 
everyday supermarket products. 
We know they were popular 
because our readership experts 
regularly survey subscribers.

ConsumerReports.org now  
features expanded user  
reviews, news, blogs, and  
videos, including more than  
100 auto crash-test videos  
that earned us a nomination  
from the Magazine Publishers  
of America for best online  
video series.

‘�Tackling a big, complex subject like health care is exciting in a place like CU. �
We were able to call on not only our seasoned health-care investigative reporters 
and editors but also our expert survey team, our medical consultants, our �
health-care research department, and the compelling consumer stories �
collected by our advocates.’
Nancy Metcalf, senior project editor

The resulting series, “America’s Health Care Crisis,” which highlighted the 
interrelated problems of uninsurance, underinsurance, and unnecessary 
medical care, was honored with a 2007 Sigma Delta Chi Award in �
the field of public service from the Society of Professional Journalists. 



Preparing a gas grill  
for temperature testing.



ADVOCATE TIRELESSLY

LOBBYISTS 
CU’s experienced lobbyists advance the consumer interest  
by combing the corridors of Congress, regulatory agencies,  
and statehouses. They develop strategic alliances to counter 
the power—and dollars—of special interests.

PUBLIC EDUCATORS 
Helping all consumers means providing information when, where, and 
how they need it. Our team reaches a variety of audiences—from 
doctors’ offices to low-income communities—often in Spanish, too.

FUNDRAISERS 
Our products and services generate most of CU’s revenues, 
but we also receive donations and grants. Our public-
education projects and other key initiatives succeed 
because of that generous support.





Consumers Union’s seasoned federal lobbyists work with 
our activists to help get consumer-protection laws passed 
by Congress. A provision that makes it easier to report 
negative drug reactions was proposed by a CU activist;  
it was included in the �nal drug-safety bill signed into law 
last year. CU sta� recruited families with compelling stories 
to join the organization’s ultimately successful �ght for  
laws to make vehicles safer for children and reduce risks 
posed by children’s products. CU received a $4.4 million 
grant to expand the CR Best Buy Drugs public-education 
project. At the state level, 24 states now have laws to  
reduce hospital-acquired infections; only one did when  
we started that e�ort �ve years ago. Forty-seven states and  
the District of Columbia have passed legislation to �ght 
identity the�. And at the end of our �scal year, we launched 
the Cover America Tour, to travel the country and record 
consumers’ challenges with America’s health-care system.

ADVOCATE TIRELESSLY

GreenerChoices.org, our  
 “products for a better planet”  
Web site, launched a Global  
Warming Solutions Center  
to advise consumers on  
reducing their carbon output. 

CRWebWatch.org, which  
monitors Internet credibility,  
hosts a popular blog, The  
UnSponsored Link, and  
Full Frontal Scrutiny, which  
exposes front groups  
that pose as consumer  
organizations.

‘ CU’s work on the digital television transition involves multiple divisions:  
testing, editorial, communications and Spanish-language outreach, research, and  
advocacy. We pressure the government to improve consumer education; we test 
conversion boxes; we help consumers understand the transition. �is campaign 
proves CU can a�ect the marketplace and public policy as we �ght for consumers.’
JOEL KELSEY, COORDINATOR OF THE DIGITAL TELEVISION TRANSITION TEAM

When the federal government in 2005 mandated a switch to  
digital television broadcasting, Consumers Union saw a storm  
on the horizon. Digital TV has bene�ts, but the forced change has  
created confusion and frustration and may leave many people  
with blank TV screens. CU quickly mobilized an education and  
advocacy campaign through our HearUsNow.org site to deliver  
unbiased information and help consumers navigate the change. 
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�e Consumers Union board will elect its fourth chair 
immediately a�er the 2008 annual meeting. Outgoing chair 
Sharon Nelson and vice chair Teresa Schwartz spoke about 
achievements of the past and challenges for the future. 

TS: Sharon, you came to work for CU in 1978 as the organiza-
tion’s �rst registered Washington lobbyist and later served as  
a board member. Same mission, di�erent approaches?

SN: Yes, but always a labor of love. In the mid 1970’s, CU and  
I pushed the government to eliminate protection of monopolies  
in the transportation and telecom industries but provide 
regulation where consumer protection was needed. 

Understanding those issues informs my board work as we 
consider the e�ects of the Internet, deregulation, and media 
consolidation on consumers and Consumers Union.

TS: What are you most proud of in your service on the board? 

SN: In the 1980s we decided to move the headquarters and labs 
from a rather dank and cramped building to our contemporary 
Yonkers facility; in the 1990s we launched ConsumerReports.org; 
and eight years ago we chose Jim Guest as the CEO. I’m proud 
that the board always realizes how essential it is for a publishing 
company to embrace new technology. Decades ago, my �rst 
testimony before a House subcommittee was 30 pages long;  
I was limited to doing only two dra�s—a �rst and a �nal—
because the mimeograph machine was so labor intensive. 

Back to the future: You and I stand on the shoulders of  
superb board leaders. What are the challenges for CU in the 
next chair’s term?

TS: Our comprehensive health-care initiative is one of the 
most important undertakings in CU’s history. �e next 
strategic plan will guide us through what promises to be an 
unsteady marketplace for publishers and consumers. And CU 
will reach its 75th birthday in 2011, an occasion to celebrate 
our remarkable history and to recommit ourselves to our 
mission and values.

FROM THE CHAIRS 

Sharon Nelson

Teresa Schwartz
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FROM THE PRESIDENT

Trust. 

�e power of Consumer Reports in a single word. For 
more than seven decades we’ve steadfastly built it from a 
gleam in the eye of a few dogged idealists who believed that 
science had the power to change the world to an indomitable 
force for marketplace reform.

Readers might tell you they trust us because our testing is 
thorough and rigorous. �ey might say they appreciate that  
we take no ads and no free samples. �ey might say they 
know that consumers are our only constituency. Or they 
might say it’s because we’ve proved repeatedly that we’ll  
never back down from a �ght that protects the interests of 
consumers. All of that is true.

We convert your trust into impact for all consumers, and this 
year was no exception. 

In FY 2008 we reached more consumers than ever.  
Consumer Reports magazine now has its highest paid 
circulation in almost a decade, and ConsumerReports.org 
surpassed 3 million subscribers. 

We don’t just inform consumers about choices in the 
marketplace; we also empower them to change the market-
place. More than 650,000 concerned consumers have joined 
our online campaigns to reduce hospital-acquired infections 
and incidents of identity the�. �is year, helped by citizen 
activists, we were also instrumental in getting Congress to 
pass landmark drug-safety, auto-safety, and product-safety 
laws. Our testing, publishing, and advocacy expertise led to 
the recall of three products that we identi�ed as hazardous.

Consumers Union is poised to be equally successful in the 
coming year as we work to improve the deeply �awed U.S. 
health-care system. None of this would be possible without 
you, our supporters and readers, who have made us one of 
the most recognized American institutions. We have done 
that by holding true to our values and what can only be 
described in one word: Trust.

Jim Guest
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1 in 3
consumers have taken steps, at the risk of their welfare, to 
control medical costs, including putting off a doctor’s visit, 
declining a medical test, not filling a prescription, skipping 
scheduled doses of a medication, or cutting pills in half.

1,400 children have been killed in 
nontraffic auto incidents since 2000. This year, CU helped 
secure passage of legislation that will address design flaws 
in motor vehicles that contribute to preventable injuries  
and deaths among young children. 

for his transportation to the hospital after an accident  
when his insurance refused to cover the cost. John was 
interviewed for CU’s Cover America Tour.

toys and children’s products in 2007. 
Consumers Union successfully lobbied  
for passage of a sweeping new  
product-safety law that will help  
prevent such unsafe items from ever 
reaching the homes of consumers.$9,000 

Manufacturers recalled

Each        represents 1 million recalled toys

John from Pelham, Ala., told us he paid

46 million



365 days a year,
Consumers Union experts appear in some form of U.S. media,  
from the “Today” show on TV to “Car Talk” on radio to the  
Akron-Beacon Journal newspaper.

Our CreditCardReform.org project generated 

 111,000 postcards
to Congress around our Kiss Credit Card Rip-offs Goodbye  
effort on Valentine’s Day to focus attention on consumer  
frustration with credit cards. 

California disclosed 

 6,468
stores and restaurants that carried  
beef involved in the largest recall in  
U.S. history, following a new state law  
designed to help consumers protect  
themselves better. The Department of  
Agriculture recently agreed to a  
similar policy.

   134,000 
 readers’ vacuums
helped us determine repair rates from 
our Annual Questionnaire.



More than 500,000 individuals contributed upward of  
$20 million to support Consumers Union’s dedication  
to changing the marketplace through public information 
and advocacy. The funds provide the resources necessary to 
address critical issues that affect the quality of life and safety 
of consumers across the country and around the world.

Contributions to the Consumer Reports Foundation  
go directly to underwriting our product purchasing, 
testing, and research, and to programs that support our 
mission, including public education, public safety, and 
consumer protection.

All contributions conform to a strict ethical code. We 
ensure that no commercial conflicts of interest taint  
our work and that the donations are not from business 
interests. All gifts over $10,000 are scrutinized by our 
Ethics Review Committee to ensure that no real or 
perceived conflict of interest exists.

THE CONSUMER REPORTS FOUNDATION  
FAMILY OF PROGRAMS
Annual Fund Donations
With three circles of membership, the Annual Fund 
Donations program offers multiple benefits for contributors 
while ensuring support for Consumers Union. 
	 President’s Circle ($1,000+)
	� Leadership Circle: 
- Silver ($100–$249)  
- Gold ($250–$499) 
- Platinum ($500–$999)

	 Friend’s Circle ($10–$99 annual donation)

YOUR CONTRIBUTION MAKES A DIFFERENCE

$5,000 and over
Helen Converse
Tom & Terri Davis
Mr. & Mrs. James H. Glanville
Jeffrey S. Gould Foundation
John Kazarosian
Sharon L. Nelson
Philip R. Nielsen
David & Marian Rocker
Teresa & Dan Schwartz
Richard A. Swingle
Anonymous (2)

$1,000–$4,999
Dr. Bruce & Yoko Allen
S. & T. Andersen
Raj Anketell
Barbara Smith Aronson
William F. Baker
Andrew Barcus & Cheryl True
Carol S. Beatty
Clara R. Bleak
Robert Brager & Judith Golding
Mr. & Mrs. Evan Buck
Carol A. Burfford
Dr. W. Ford Calhoun
Drs. John Casbergue  
	 & Helen E. Hagens
Robert C. Cherrington
Sharon Coats & Richard Blankenbecler
Theodore & Alice Ginott Cohn
Curtis Cole & Ladd Spiegel
Pamela M. Comstock
Col. & Mrs. Owen D. Cousins
Gerard Crotty
Gerard & Ilse DelGrippo
Drexler Estate Fund
Donald F. Elias & Judith A. Frost
Patricia T. Erickson
Milca Esdaille
Edith Everett

PRESIDENT’S CIRCLE DONORS
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For a complete list of our many  
donor programs, please go to  
www.ConsumerReports.org  
and click on Donate on the  
home page.

For information about  
establishing a Smart Consumer  
Gift Annuity, please contact  
Robert Drucker, associate  
director, planned giving, by 
phone (202-238-9258), by e-mail 
(rdrucker@consumer.org),  
or by mail (Consumers Union, 
1101 17th St. NW., Suite 500, 
Washington, D.C. 20036).

For information on our Legacy  
Society and appreciated  
property, please contact  
Ed Pitaro, associate director,  
by phone (914-378-2647), by  
e-mail (epitaro@consumer.org), 
or by mail (Consumer Reports, 
101 Truman Ave., Yonkers,  
NY 10703).

For information about all donor  
programs, please contact  
Heather E. Dennis, vice president 
of development, by phone  
(914-378-2164), by e-mail 
(hdennis@consumer.org), or  
by mail (Consumer Reports,  
101 Truman Ave., Yonkers,  
NY 10703).
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Frank & Carolyn Ewasyshyn
Jinny Faesen
Gordon Faulkner 
Steven Feuerstein
Cameron Fostering
Barbara Gaughan
Marylou Cooper Green  
	 & Michael Green
John & Barbara Grogan
Joel A. Gross
Jim & Penny Guest
Stuyve & Carol Hamersley
James G. Hanko
John A. Hanley
Marion O. Harris
Shirley & Barnett Helzberg
Steve & Sandy Hill
Edwin I. Ichiriu
Isis Foundation
Dr. Masayoshi Itoh
Matthew Japko
Deane & Ottie Johnson
Mark & Kimberly Johnson
Dale E. Keplinger
Margaret M. Kineke
Dan Knifong
Daniel F. Krebs
Larry Lehrner & Shelley Berkley
David Leiwant & Aurora Degasperi
John & Sharon Lemire
James Lichtenstein
Hiram Little
Edward M. Liu
Jean & Jim Macaleer
Robert M. Mains
David E. Matherly
Mary Ellen Maun
Kirk McKusick & Eric Allman
Jonathan & Patricia Meyers
Neil C. Miller
Carolyn Murphey
Craig Newmark
Lois Nickerson

Barbara Norton & Bradley K. Cruz 
Sudhir & Manasi Oak
Bonna L. Oyer
Dr. Cherri M. Pancake
Tom & Janice Pearson
Alexandra & Frederick Peters
John R. & Elizabeth G. Peters
Selma & Bud Pierce
Gerard Quinn
Toni & Phil Rabin
Mr. & Mrs. Mark J. Reicher
John & Maria Riley
Ophelia A. Roca
David Romey
Tom & Miriam Schulman
Paul Sears
Harold & Dr. Eileen Rice Sirkin
Dorothy Davis Smith
Elsie L. Smith
Robert F. Solimine
Elissa Sommer
Paul K. Stangas
Max Stolz, Jr.
Paul Sullivan & Barbara Landes
Dr. P. R. Sundaresan
Gerald J. Thain
Joseph Thanhauser III & Amy Garn
C. Urvater
Diana Vogel
Mr. & Mrs. Robert Wadalavage
Ruth M. Walker
Sanford Waxer
Stephen D. Weinroth
Peggy & Lawrence West
Sherman & Anne Wheeler
Ms. Marjorie L. Whiting
Todd S. Wilkinson
Amy Woods
Jack T. Wright
Valentina V. Wuorinen
Ty & Jackie Yun
Janice Zika
Anonymous (83)



The financial benefits to you of planned gifts to the Consumer 
Reports Foundation vary by situation, but the opportunity to 
make a difference is always great. CU encourages all donors 
to seek the advice of financial and legal advisers regarding  
tax implications.

Smart Consumer Gift Annuity ®

With a one-time donation of at least $5,000 in cash or 
appreciated securities, donors are eligible for both an 
immediate income-tax deduction for the part of the  
contribution considered a charitable gift and a generous  
fixed lifetime annuity. Annuitants can also reduce or defer 
capital-gains taxes on donations of appreciated securities. 

Remember Us in Your Will
Our Legacy Society lets you designate a specific dollar amount 
or a percentage of your estate as a bequest. 

Consumer Reports Guardian 
sm

The CR Guardian program allows donors to contribute  
automatically by credit card each month. 

Consumer Reports Tribute and Memorial Gifts
Tribute gifts are a way to honor someone special. Memorial  
gifts remember those who have passed away. The amount is  
kept confidential.

Donations of Retirement Plan Assets and Life Insurance
Contribute by naming CU as the partial or sole beneficiary  
of your IRA, 401(k), or other type of qualified plan or  
life insurance policy.

Donations of Appreciated Property
Contributing appreciated assets like real estate, tangible 
personal property, and securities lets you receive a significant 
income-tax charitable deduction without recognition of 
capital gain. Alternatively, assets can be placed in a charitable 
remainder trust that will provide a lifetime income stream 
based on the fair market value of the contributed asset.

A retained life estate lets you transfer the title to your home  
or vacation home to CU while you continue to live in it, 
which can result in a substantial charitable deduction and 
reduced estate taxes.

CONSUMER REPORTS PLANNED-GIVING OPPORTUNITIES

2007 CR Raffle Winners
K. Baca of New Mexico won the 
$25,000 grand prize in the Consumer 
Reports annual raffle. M. Snyder of 
California took the $5,000 second 
prize. Two third-place winners each 
received $1,000; five fourth-place 
winners each received $500;  
10 fifth-place winners received  
$250. The raffle raised more than 
$8,000,000 to support the work of 
Consumers Union, the nonprofit 
publisher of Consumer Reports.

Donor Aaron Sorkin 
after visiting Consumers Union’s 
Yonkers headquarters

‘�Even though I’ve been a �
member for many years, read 
the publications religiously, and 
even paid particular attention 
to the editors’ comments, �
CU pretty much remained a 
faceless entity to me. Seeing �
and talking to some of the 
employees firsthand, however, 
changed that for me, made �
CU a very human enterprise, 
and for that its dedication and 
accomplishments seem all �
the more remarkable.’

18   Consumers Union Annual Report 2008



Jeanette E. Barnes 
James & Gale Beck
Kenneth E. Broughton
Betty Chaffin
Gerald T. Conway
George & Evelyn Eckhardt
Suzanne Edelen
Stephen Edelman
Irene Edmisten
Dale F. Eickelman &  

Christine Eickelman
Brett Evart
John C. Findlan
Brian Foster
Norman & Elmarie Goehner
Douglas Goss
Norman & Gilda Greenberg
Roberta Greenwood

Barbara Haplea
Annanelle Hardt
Nick & Jo Hobensack
Shigeo Inouye
Ilene J. Isaacson
Margy Lesher
Dr. & Mrs. James T. Leslie
Alan Lurie & Kathleen Woo
Ron & Mary Macomber
Roger Mangrum & Gail Massoll
Dr. John Mattox
Richard McDow
James & Lisa Mines
George Mitchell
Jack Morris
Woodrow G. Page
Thomas Paulus & Patricia Raskob
Raymond & Maddalena Pecini

Janine Robertson
Helen P. Rogers
Paul Rubinfeld
Cy Ryan
Elissa Sommer
Robert & Annamma Thomas
Kevin Tidemann
Ken-Ichi Toyama
Anne Vaccaro & David Myers
John Wagner
Richard F. Watt
Maurice Weinreb
Ronald A. White
Alan Wollner
Mr. & Mrs. Robert W. Zielinski
Anonymous (14)

Smart Consumers who established charitable gift annuities in FY 2008

Committed CR supporters who joined the Legacy Society  
by leaving a generous bequest in their wills in 2008

Generous foundations and institutional grantors that supported Consumers Union in 2008

Julian Berk 
Edward Holmes Defandorf
Harry S. Exline 
William E. Ringle 

Thomas Rockwell  
Dorothy Blacker Rothkop
Anonymous 

The California Endowment
California Wellness Foundation 
CornerStone Campaign
Engelberg Foundation
FJC—A Foundation of  

Donor Advised Funds
Ford Foundation
Nathan Cummings Foundation

National Library of Medicine
Office of the New York Attorney 

General and the Federal Trade 
Commission, Consumer  
Cyber-Awareness Grant Program

Open Society Institute
The Pew Charitable Trusts
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Consolidated Balance Sheets

May 31, 2008 and 2007		  2008	 2007

Assets
Current assets:
	 Cash		 $	 19,729,000	 24,220,000
	I nvestments		  198,328,000	 177,649,000
	 Trade receivables, net		  8,940,000	 8,646,000
	I nventories		  3,694,000	 2,479,000
	 Auto test inventory		  2,267,000	 2,345,000
	G rants and other receivables		  4,111,000	 1,576,000
	D eferred promotion cost		  23,568,000	 23,618,000
	 Prepaid expenses and other current assets		  5,172,000	 3,853,000
		  Total current assets		  265,809,000	 244,386,000
Property and equipment, net		  65,225,000	 62,092,000
Deferred promotion cost–long-term		  7,177,000	 6,584,000
Asset under derivative instrument		  —	 317,000
Other assets		  7,965,000	 6,000,000
		  Total assets	 $	 346,176,000	 319,379,000

Liabilities and Net Assets
Current liabilities:
	 Accounts payable and accrued liabilities	 $	 12,573,000	 9,894,000
	 Accrued compensation		  9,214,000	 9,259,000
	U nearned subscription revenue		  115,428,000	 110,114,000
		  Total current liabilities		  137,215,000	 129,267,000
Unearned subscription revenue–long-term		  34,804,000	 32,464,000
Liability under derivative instrument		  1,227,000	 —
Long-term debt		  47,300,000	 47,300,000
Other liabilities		  14,477,000	 12,390,000
		  Total liabilities		  235,023,000	 221,421,000

Commitments and contingencies
Net assets:
	U nrestricted		  100,575,000	 94,518,000
	 Temporarily restricted		  10,578,000	 3,440,000
		  Total net assets		  111,153,000	 97,958,000
		  Total liabilities and net assets	 $	 346,176,000	 319,379,000
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Years ended May 31, 2008 and 2007		  2008	 2007

Operating
	 Change in unrestricted net assets:
		  Revenue and support:
			S   ubscriptions, newsstand, online, and other sales	 $	 229,309,000	 207,990,000
			   Contributions		  17,470,000	 18,189,000
			I   nvestment (loss) income, net		  (709,000)	 26,299,000
			   Net assets released from restrictions		  2,256,000	 2,158,000
			O   ther		  507,000	 590,000
				    Total revenue and support		  248,833,000	 255,226,000
		O  perating and other expenses:
			   Content development		  80,706,000	 72,346,000
			   Production and distribution		  43,772,000	 40,447,000
			   Promotion and marketing		  70,310,000	 67,364,000
				    Total publication, promotion, and marketing expenses:		  194,788,000	 180,157,000 
			   Consumer advocacy and education		  15,952,000	 14,001,000
			G   eneral and administrative		  21,077,000	 20,351,000
			F   undraising		  9,402,000	 9,013,000
				    Total operating and other expenses		  241,219,000	 223,522,000
				    Total operating income		  7,614,000	 31,704,000

Nonoperating
	U nrealized loss on interest rate swap		  (1,544,000)	 (530,000)
	L oss from write-off of bond issuance costs		  (1,997,000)	 —
	 Pension-related changes other than net periodic pension cost		  1,984,000	 —
				    Total nonoperating loss		  (1,557,000)	 (530,000)
				I    ncrease in unrestricted net assets prior to 
				    adoption of FASB Statement No. 158		  6,057,000	 31,174,000
	E ffect of adoption of FASB Statement No. 158		  —	 (20,390,000)
				I    ncrease in unrestricted net assets		  6,057,000	 10,784,000
Change in temporarily restricted net assets:
	G rants received		  5,645,000	 1,577,000
	 Net assets released from restrictions		  (2,256,000)	 (2,158,000)
	 Contribution of revenue–split-interest agreements		  140,000	 234,000
	 Contribution of revenue–bequest		  3,885,000	 —
	 Change in value of split-interest agreements		  (276,000)	 (24,000)
				I    ncrease (decrease) in temporarily restricted net assets		  7,138,000	 (371,000)
				I    ncrease in net assets		  13,195,000	 10,413,000
Net assets at beginning of year		  97,958,000	 87,545,000
Net assets at end of year	 $	 111,153,000	 97,958,000					   

Consolidated Statements of Activities
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Policies and Practices

Our ethical guidelines state: 
     �We don’t accept ads, free 

samples, or products or gifts  
of any kind.

     We pay our own way.

     �We don’t use CU’s name or 
information for personal gain or 
to advance personal causes.

     �We respect our customers’ 
privacy.

Because consumer trust and transparency are at the core of  
Consumers Union’s work, we have always maintained rigorous 
policies to ensure the highest standards of integrity. These  
policies apply to all of our work—from the independence  
of our testing, research, and reporting to our marketing,  
fundraising, public education, and advocacy practices. 

Conflict-of-interest guidelines
Consumers Union’s bylaws define conflicts of interest as  
“connections with commercial, business, manufacturing or  
financial enterprises that would likely affect independent  
judgment.” To protect CU’s credibility, our guidelines  
demand that staff and board members rigorously avoid  
real or potential conflicts of interest. The guidelines require 
annual staff and board disclosures of financial interests, other 
sources of income, patents, and other relationships with 
commercial and not-for-profit interests. An outside conflict- 
of-interest monitor reviews staff filings at least annually.

Noncommercialization
Information published by Consumers Union, including our  
Ratings and reports, is intended solely for the benefit of our  
subscribers and other consumers. Such information may not 
be used by others in advertising or to promote a company’s 
product or service. In addition, this policy precludes  
commercial use of any of Consumers Union’s published  
information in any form, or of the names of Consumers Union, 
Consumer Reports, or of any other Consumers Union  
publication or service, without our express written permission.

Fundraising donations 
Consumers Union does not accept contributions from any  
for-profit corporation or business, in any amount or form,  
including employer matching gifts. The organization accepts 
only individual gifts and gifts from foundations that are not 
directly connected with a corporation. We do not accept gifts 
from political organizations. All gifts over $10,000 must be  
approved by our Ethics Review Committee.
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Whistleblowers and the reporting of financial wrongdoing 
CU prohibits retaliation against any employee who in good 
faith gives a law-enforcement official information relating  
to any violation of federal or state law. Employees are also  
expected to report violations of law and any form of financial 
impropriety, and they can do so anonymously. For this purpose, 
a hotline has been established for direct communication to the 
Audit Committee of the board of directors.

Nondiscrimination and Antiharassment Policy
Consumers Union is committed to a work environment in 
which all individuals are treated with respect and dignity. It is 
the policy of Consumers Union to ensure equal employment 
opportunity without discrimination or harassment on the basis 
of race, color, national origin, religion, sex, sexual orientation,  
age, disability, or any other characteristic covered by law. 
Consumers Union prohibits and will not tolerate any such 
discrimination or harassment.

Privacy
CU’s privacy policies are posted prominently in all of our  
subscription publications and other products, and on our  
Web sites. All of our subscription products and Web sites,  
including free sites, note that we may share purchasers’ names 
and postal addresses, and provide clear and conspicuous  
opt-out mechanisms. We do not exchange or rent customers’ 
e-mail addresses, except to our affiliate, the Consumers Union 
Action Fund (CUAF), which engages in advocacy to improve 
the marketplace for consumers. We also clearly disclose that we 
currently pay data brokers to enhance our customer database 
with supplemental information to assist in marketing and 
fundraising campaigns. Information we obtain from such  
brokers excludes Social Security numbers, driver’s-license 
numbers, financial account numbers, and credit- and debit-
card information. We have encryption practices, updated  
annually, that safeguard customers’ information. We use outside 
security firms to ensure that our information security practices 
are up-to-date. We conform with the most stringent state laws  
applicable to all affected individuals in the event of a security 
breach compromising their sensitive personal information.

The New York Times
December 8, 2007

‘�Consumer Reports, a �
monthly, refuses to publish 
ads, which are the primary 
source of revenue for most 
magazines, yet it makes a 
healthy profit. And it not 
only charges for access to 
most of its Web site, it �
has three million paying �
subscribers online—up �
about 60 percent in the last 
18 months—which experts 
say may be the largest 
number in the industry.’ 
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 Board of Directors
2007–2008

Sharon L. Nelson, Chair 
Former Chief, Consumer Protection, 
Washington State Attorney  
General’s Office

Teresa Moran Schwartz, Vice Chair 
J.B. and Maurice Shapiro Professor 
Emeritus of Public Interest Law, 
George Washington University

Norman I. Silber, Secretary 
Professor of Law, 
Hofstra University

Barbara S. Friedman, Treasurer 
Chief Finance and Administrative 
Officer, Association of American 
Medical Colleges

Robert S. Adler 
Professor and Luther Hodges, Jr. 
Scholar in Ethics and Law, 
University of North Carolina at 
Chapel Hill

Marcia Aronoff 
Senior Vice President for Programs, 
Environmental Defense Fund

Robert E. Baensch 
Academic Director, Stanford 
University Publishing Course, 
Stanford University

Walter D. Bristol 
Former Executive Vice President for 
Corporate Operations & CFO, 
American Heart Association

Laurence E. Bunin 
Senior Vice President for Operations 
& General Manager, SAT program, 
The College Board

Clarence M. Ditlow 
Executive Director,  
Center for Auto Safety

Jean Ann Fox 
Director of Financial Services, 
Consumer Federation of America

Karen Hein, MD 
Humanitarian & physician

Steven R. Hill 
Administrator, Washington State 
Health Care Authority

Carol Izumi 
Professor of Clinical Law,  
George Washington University  
Law School

Craig Newmark 
Founder & Customer Service 
Representative, Craigslist

Burnele Venable Powell 
Miles and Ann Loadholt Professor of 
Law, University of South Carolina 
School of Law

Thomas A. Wathen 
Deputy Director,  
Pew Environment Group

 Senior Leadership Team 
2007–2008

James A. Guest 
President & CEO

John Sateja 
Executive Vice President

Jeffrey A. Asher 
Vice President & Technical Director

Paige Amidon 
Vice President, Health Programs

Rahul Belani 
Vice President  
& Chief Technology Officer

Michael D’Alessandro 
Vice President, Executive Operations 
& Chief of Staff

Milca Esdaille 
Senior Director, External Relations

Elena Falcone 
Senior Director, Strategic Planning  
and Information Services

Richard B. Gannon 
Vice President &  
Chief Financial Officer

Eileen B. Hershenov 
Vice President & General Counsel

Gene Kimmelman 
Vice President, Federal and 
International Affairs

Rick Lustig 
Vice President, Administration and 
Human Resources

Kevin McKean 
Vice President & Editorial Director

Chris Meyer 
Vice President, External Affairs

Jerry Steinbrink 
Vice President, Publishing

Ken Weine 
Vice President, Communications

Board and Senior Leadership team
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mIn Memoriam 

Bernie Brooks was a CU board member for 15 years. He was a 
longtime supporter of civic and consumer interests. His insights, 
expertise, and passion for CU will be missed.

Stewart Stover was a Survey Program Leader at CU. He stood for 
integrity and quality, and cared deeply about maintaining the highest 
of standards. Through more than 20 years, Stewart had a profound 
impact on those around him, and his co-workers miss him daily.

24   Consumers Union Annual Report 2008



 mission Statement 
We work for a fair, just, and safe marketplace  
for all consumers, and to empower consumers  
to protect themselves.



Consumers Union
Headquarters
101 Truman Avenue
Yonkers, NY 10703-1057
(914) 378-2000
(914) 378-2900 fax

Washington Office
1101 17th Street NW, Suite 500
Washington, DC 20036
(202) 462-6262
(202) 265-9548 fax

West Coast Office
1535 Mission Street
San Francisco, CA 94103-2512
(415) 431-6747
(415) 431-0906 fax

Southwest Office
506 W. 14th Street, Suite A
Austin, TX 78701
(512) 477-4431
(512) 477-8934 fax

www.ConsumerReports.org
www.ConsumersUnion.org


