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CHAPTER T
~ INTRODUCTION

Although they will spendka large pért of their lives involved

in consumer activities during. 12 years of schooling most

students are taught very little that will help them deal
cffectively with the marketplace. . I have come to realize

‘that it's not enough to say 'We should have more consumer

education in‘schools' (Nader, 1975, p. 38).

Clearlvaalph Nader was accurate in his statement of the
_necessity for consumer education. ‘Consumef education inadequancies
indicated in missuse of credit; haﬁe led;moré and more families to
bankruptcy. - Latest available figufes indicate that in 1968 neafly |
200,000 personal and family baﬁkruptcies'were filed, representing an
increase of approximdtely lé0,000(over 1955 figures (Forshee, 1972,
p.195).

In American schools today, consumer educétion has been taught
mostly in the business educétioﬁ, social studies and.home eéonomics
departments. A recent-éurveyjshowed that school teachers and
administrators from 36 states reéort more ihterest‘in consumer:education
now. than in 1965 (Forshee, l972; p.-195). Some échdqls have had separate
consumer education élaSSeS but most have included consumer éducation
- concepts or units uﬁto eXisting coﬁrsework (English, 1974, p. 197).
English indigated tﬁat adequate time has not usuélly been. given to

consumer education when incorporated into‘existing'curriculum.

The state legislature of Illinois passed legislatioﬁ requiring all



high school students to study‘consumer education because of the
growing nead for- consumer educatlon. This law Qent into effect with
the beglnning of the 1969-70 school year (English, 1972, p. 25). A
survey was conducted to‘determine teécher and student attitudeé toward
selected aspects vaconéumer education in the public schools of
Illinois at the end of that year. The survey by English (1972, p. 197)
showed that certain aépects are unpopular with the teachers and this
affected the mcthods used to tgach conéumer education as well as
student attiltudes foward‘the‘subject.‘

Okiahomq graduation requirements do notiinélude a ﬁnit of
cpnsumer education for all students. ‘Thé curriculum, as evidencéd
by curriculum guides’was mostly incorpéfated.intd exiéﬁiﬁg units of
study, other units on consumer e&ucation was to be determined by
the teacher. 1If a téacﬁer*s attifude does affect the way. consumer
education is taught, then ﬁhéfe was .a need to determine the attitude
of Oklahoma teaéhers toWérd consﬁmer issues and ‘their affect upon
the teaching of consumer edﬁcation with in hoﬁe econbmiés high schoél

programs.
Purpose and Objectives

Because pf tﬁe éurrent emphaéis‘on the need for consuﬁer eduéatidn;
because the writer was interested‘in providing the best possible
oppértunities for students in home economics; because there was little
written éoncerning_the attitudes of home economics teachers and ‘the
way in which they were teaching consumer educatioﬁ the writer became
increasingly interested in the subject. This study was then'attempted

to determine the relationship between attitudes of home economics



teachers and the consumer education lessons they teach.
The following objectives werevdeveloped to give more specific
direction to the study:

1. to determine attitudes of general and vocational home economics
teachers toward consumer issues.

2. to identify course content taught by general and vocational
home economics teachers related to their attitude toward
consumer issues.

3. to identify instructional materials used by general and
vocational home economics ' teachers related to their attitude
toward consumer issues.

4. to identify teaching methods used by general and vocational
home economics teachers related to their attitude toward

" consumer issues.

5. to identify the academic preparation of vocational and general

teachers related to their attitude toward consumer issues.

Limitations of the Study

The limitation of the study was:
1. The study was limited to a random sample of home econbmics
teachers in Oklahoma,'teaching general and vocational high

school home economics during the 1978-79 school year.
Definitions of Terms

The following definitions were selected and/ot developed to help
clarify terms used in' this study. |
Attitude is an "internalized counterpatt of an internal object,
rcprescntlng tne indiyidual's subjectiue tendencies to act toward
that object" (Gage, 196j? p. 12).
| Consumer Education is education to help indiViduals3understand

how they can maximize their satisfactions as they interact with the



“marketplace (Abbas, i976, P. 262).

Consumer is one who uées goods and services; buyer of goods and
services (Campbell, 1971, p. 91).

Inflatibn is an incréase in prices or dgtrease in the value of
money resulting from an‘increaée in the amount of ﬁoney.in
circulation relative to the ramount of goods and services available
(Campbell, 1971, p. 97).

Management is the process of organizing and utilizing resources

resources to accomplish predetermined objectives (Campbell; 1971, p. 98).



CHAPTER II
REVIEW OF LITERATURE

ansumer legislation existed in tﬁis country in 1872 when a law
was passed concerning defraud through the use of the mailé. Many laws
~were made through the years such as the Food and Drug‘Act of 1906, that
further indicated the government's concern forvthe consumer. In the
1960's there was a revival in consumerism with presidents listing it as
a high priority issue and crusaders such as Ralph Nader and Betty
Furness working to increase consumer awareness. More education was
called for as well as increased legislation (McNeal, 1972, p. 5) and
guidelines for consumer education were established and implemented in
various states. These guidelines are discussed in this chapter. The
major subjecf areas determined by the review of literature, in which
consumer education is taught will be discussed. Reporfs'of othér.
studies were also reviewed aﬁd give additional background information

for this study.
Guidelines for Consumer Education

_The President's Committee on Consumer Interests suggested some
guidelines for consumer education. The purpose of consumer education
was stated in this way, to:

help each student evolve his own value system, develop a sound
decision-making procedure based upon his values, evaluate



v eiternatives_iﬁ the marketplace and getkthe best buys:for'his

money, understand his rights and responsibilities as a.

consumer in our society, and fulfill his role in directing a

free enterprise system (President's Committee on Consumer

Interests, 1970, p. 2).
Consumer education then should provide experiences giving exposure
to many alte;natives and opportunltles that_should aid the consumer..
in making ehoices which are best in terms of individuai»vaiues (Heggett,
1972, p. 197). |

The state of Illinois based its cerrieulum ebjectives in consumer
education on the guidelines of the President's commiteee. Donald
’/Englieh surveyed the consuwct edueation teachers in the state to
determine theilr attitude toward these ebjectives.and course topics.
e also survefed aeselected number of students in the high schools.
The following liStiﬁg iilustratesbsuggested conSumer’educatien course
objectives and the percentage‘of consumer education teachers agreeing
with these objectives (English;vl972, p. 197).

Objectives . . « o « +« « e v i e 4w . ... ... Percent

To understand the role of the
consumer in our ecomomy . . . . .. .0 . oos oo oo .o 95

- To introduce sources of.information o :
which can ald the student throughtout life . . . . . . 94

To develop the ability to make,rdtionul‘
cholces among alternatives. . . . o v o o v v o & & & 94

To recognize and learn how to avoid
"~certain pitfalls that could greatly
reduce real income « o v v e w ie e e v e e s e .. 94

To develop skills needed to solve.
new consumer problems as they arise ... . . . v « . ... 89

To ‘obtain greater satisfaction and
benefits through proper utilization
of economic resources. . « « « v « « + o 4 o« o« o . 86
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were reported to be appropriate for study in consumer
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Using Consumer Credit Wisely . . . . . . 85% . . . . 81%

Budgeting or Managing Money . . . . . . . 78% . . . . 89%.
Buying Goods . v . + v + v v o w110 o0 2797
Making Use of Insurance . . . . . . . . . 77% . . . . 85%
General Principles of Consumer ‘ ‘
Purchasing . . . . £ Y S - 2
Savings and Investments e e ee e e oo 6% . ... 857
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Servi
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ces . . . . A T . A -0
h, 1974, p. 27).

the ‘topics had merit when looking at both: teacher andz

student attitudes. "Putchaéing and maintaining automobile products

and services"

was the only topic with less than half of the teacher's



support. It was suggested that possibly the teacher did not know
"what" needed to be taught concerning the eutomobile or because it was

not in the consumer education textbook.
v Subject Areas in which Cohsumer'Education is Taught

TeaChersvwith:ﬁhdetgraduate majors in home economics, bueiﬁess‘
education and social studies were found to be the primary teachers qf
consumer educatioe according to the Illinois'stedy (English, 1974, p.
26)-. Thevdifferent attitudes of the hqme'economics, social studies
and Bgsiness{edﬁcaﬁion teachers were studied andyeompared in 1970 by
Burton whilebhe was at the University of Connecﬁicﬁf,(Burfdp, 1970,'
p. 54). .This study showed the secial Stgdies teacﬁers were tﬁe most
coneumer issue oriented (Burton,‘1970,;p¥ 18) but according to the
Illinois stﬁdy social stu&ies teechersvhad‘the least ameunt‘of academic
training (English, 1974, p. 28).
| 'BUSiness edueaﬁion:teachers'relied the most~onlpersonel
experiehces as ﬁreparation'for teaching consumervedueatioﬁ in‘IilinoiS
(English, 1974, p.k28); They relied primafily on cless disCuésion as a
tenthing tool. English,stated that tﬁis could "indicate‘a weak | |
dcademic background".

) Home.eeonemice‘teachers had the most academic ttaining in buying
goods and services, managing moﬁey, pfinciples ef eoﬁsumerkpurchasing,
using time, money, energy and renting or owning a home (Englieh; 1974,
p. 28). Home economics teachers elso taughf more integrated eoﬁsumer.
education topics (McNeai,-1972,pf 18) than either of the others.

Researchere for the study iﬁ'Illinois coneluded that insfructors

inspite of subject area were not fully prepared to teach consumer



education and that workshops ‘should be flahned to upgrade their level

of adequacy- (English, 1974, P- 32);, Researchers found that a variety

of methods and basic’instructional materials should be used, as reported
by the students.  One of their méjor complaints was that consﬁmer

education teachers lectured too much (English, 1974, p. 32).
Studies of Attitudes Toward Consumer Education

Major consumef education studies include those done in Connecticut,
I1linois, New Jersey and Texas. In each attitude toward consumer
education was sufveyéd and used in relation to different variables.

Researchers ih the Connecticut study measured the téécﬁer's
attitude toward consumer issues and their appraisal of the'educationai_
relevance of these issues in 1970 (Burton, 1970, p.l1). Connecticut
teachers were'sehtvqueétionnaires‘to be returned by mail. The results
were used to cvaluate the existing differences between teacher attitudes
In the various subject areas. These subject areas were home economics,
business cducation and soeial studies. All of the teachers responded
flavorably to the consumer issues presented (Burton, 1970, p. 147).

All of them included consumer education as part of the curriculum. This
research indicated that social studies teachers tended to be more
consumer oriented than the others in their response to the attitude
scale used.

The Illinois program of mandatory consumer education for all high
school students was the first of its kind. The program was implemented
in 1970 and was evaluated after one year through a research project
devcloped to study existing attitudes of consumer education teachers

and students toward selected aspects of consumer education in the public

A
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secondary schools of Illinois (English,»l972, P. 25),' A questionnaire
was sent to one consumer education teacher in each of the Illinois
public secondary schools to obtain teacher attitudeévtoward course
objectives, course éontent, méthods and basic ihstructibnal‘materialé.
Consumer education students from’l3 selectedvpublic secondary. schools
were also sufveyed to obﬁain student attitudes toward'coursevcdntent,
teaching methods, and basic instructional materials. The reéults of
the survey indicated "a need for more and better fraining of consumer.
cdﬁcation teachers” (English, 1974, p. 198). English then concluded
that "the most impbrtant factor lmproving instruction in consumef
education is the eﬁployment‘of a teachér Qho is intefestedbaﬁd
enthuéiastié about teaching consumer'educéfion",

In a study done in New Jersey, researchefs surveyed administrators
concerhing theif attitudes toward consumer education. Thé‘pufpose'of
the survey was to determine_thé sﬁat@s:of consumefweducation in New
Jersey public secondary schools and to deveiop criteria fér consumer
education programs and curriculum. vPrincipals were asked fo complete
a questionnaire iﬁdicating thé extent of their agreement with listed
criteria. Diffcrendoé in enfollment, annuél expenditures and the
percent of minority students were ﬁoted'among vérious typesvof
sccondary schools. These différences were ‘also shown.between those
schools with separate courses in consumer‘education éﬁdvtﬁose in which
it was integrated with other Coufseﬁork (Hdchman, 1976, p; 54) .,

A research project in Texas surveyed teachers about their attitudes
toward consumer education. The study‘was conducted to determine the
status of consumer education’ in Texés. Mailed-qqestionnaires were used

as well as interviews to’gathér data. The most integrated consumer
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education was taught in home economics‘classes according to the
resﬁonses. It was discovered that the problems reporfed mosf in
teaching consumer education were lack of texts apd materials, time to
cover consumer education topics, financial suﬁport, qualified teachers
and student intefest. Great need wés alsc expressed for a curriculﬁm
guide (McNeal,‘l972, ﬁ. 43).

The. needs reflécted in the Texas study echo the needs: of most
consumer education progpams.‘ Consumer education Attitudes of ﬁome
economics teachers in Oklahoma have not been surveyed nor have the
materials or mgthods they use to teaéh consumer education. These must
be studied to determine'the needs of the state in terms of wofkshops
and élasses related to consumer education content, materials and
metﬁods. This information is needed for teachers to impfoﬁe their

ébilities to teach consumer education to students.



The major purpcse of this study was to determine the relationship

between attitudes of home economics teachers and the consumer education

CHAPTER III
METHODOLOGY

Introduction

lessons they teach. It was hééessary to include the following

objectives inlofder to deal with this purpose:

1.

to determine attitudes of general and vocational home
economics teachers toward consumer issues.

to identify course content. taught by general and
vocational home econqmics teachers related to their
attitude toward consumer issues.

to identify instructional materials used by general and
vocational home economics teachers related to their
attitude toward consumer issues.

to identify methods used by general and vocational
home economics teachers related to their attltude
toward consumer issues.

to identify the academic preparation of wecational
and general teachers related to thelr attitude
toward consumer issues.

This chapter, in describinmg the methodology used, is divided

the following sections: selection of the instrument, selection of the

population and methed of collecting data employed.

The questionnaire was chosen as the method to collect the data

Selection of the Instrument

12
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for this research. It is described by Compton and Hail (1972, p.240)
as an "instrument that has items or questions to which individuals
respond directly. It is usually asscciated with selfwadministered
instruments composed of items of a closed or fixed alternative type".
The main advantages of the_questionnaire‘are that it . . . can
provide anonymity of the respondents and can be administered to a
large group simultaneously" (Compton and Hall, 1972, p. 240). Othér
advantages are that "the respondents can take as much time as they
wish to think about answers_Without feeling pressure to respond. It
is an impersénal instrument with Standardizing instructions and
wording". It is limited however by the iﬁterpretation of the
regspondents and the possibility of low returns.

A review of the literature revealed an instrument designed by
Dr. John R. Burton, while he.was atvConnecticut University to
determine teacher attitudes toward consumer issues. He compiled
consumer issues from professional, trade and popular periodicals
pertaining to consumer affairs‘and‘issues. The list of items was
edited using Edwards' guidelines for déveloping attitude scales.
In order to increase the validity of the instrument, officers and
directors of the Americgn Council on Consumer.Interest participated
in evaluating and selecting the items used in the questionﬁaire.
The items were.evaluated on a Likexrt form of rating scale.

To determine attitude towar consumer issues, a Likert type
rating scale was also used in this study’'s questionmaite.f This is

described by Kerlinger (1973) as

“a set of attitude items all of which are considered as
~approximately equal 'attitude value', and to each of which
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subjects respond with agreement or disagreement. The

scores of the items of such a scale are summed to yield

an individual's attitude score (p. 496)".

The checklists on.methods, instructional materials, course
content and academic preparation were prepared bv the researcher.
Curriculum guides, textbooks and previous research studies were
used as guidelines in the development. -Suggestions for clarity
were offered by the researcher's thesis ad&iser and committee.

The compiete instrumenf included a section for the_attitﬁde
questionnaire and a section for the checklists to gather
informatiui about teaching methoeds, instructional materiais9 course
content  and academic p;eparation. Space was given to allow respondents
to include other information in each checklist as well as comments
or«recommendationsn

The completed instrument was then field tested by a limited
number (five) of curient home economics teachers in the Tulsa area.
The teachers filled out che questionnaire and made_suggestions for
changes. The suggestions were considered and changes were made for
simplifying and clarifying:che questionnaife;(Appendix B).‘

In Part i of the instrument, consumer issues were listed;_vTo
the left of each issues was a set of five possible choices,d Teachers
were asked to circle the choice tcat corresponded to their frankiand
honest opinion about the statement from "strongly agree" to "strongly
disagree'. Values were essigned each of the five choices.(levels of
agreement) in the questionnaire. For thirtybof the questions, the
following table was used for coding:

Strongly Agree = 4

Generally Agree = 3

Undecided = 2
Generally Disagree = 1



15

Strongly'Disagree =0
However, sixteen of the questions were stated in negative consumer terms
and the COding was reﬁersed aé fdliows:

Stréngly Agree = 0’

Generally Agree = 1

Undecided = 2

Generally Disagree = 3

- Strongly Disagree = 4
Tﬁese codes were totaled for each teacher, giving a measure of
agreement. The scores were then divided by the number df issues (46)
to determine an average. This average was used fo pléce‘the
respondents into an attitude group (agree, undecided and disagree).
Séoreg for general andvvocational'téachers werebseparatedvand then
used to detérminc‘difféfencés between the two programs. Each issue
was also tallied to determine the,issues with which teachers agreed
and disagreed. Teacher's scéres were used to determine relationships
between attitude and other variables used in the study.

In Part II of the questionnaire, responses'regarding course
content and the use of methods and instructional materials wére
chosen by the teécﬁers to determine what they do in théir classroom.
This information waé used to show the relatiénship between teacher
éttitude and the consumer education units they teach. The amount of
academic pfeparation was rquested.and thén used to show its
relatlonship to teacher attitude. In each case, scales were used to
determine the amounfvbfvuse given methods and instructional materiais
by teachers: Each contént area, teaching methdd or inétructional
material‘was listed with categories for checking the correct response
tb the right. Values were assigned each Qf the five choices indicating

the levels of usage for each content area, teaching method or
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instructional material. Academic preparation was determined by the
same method except the categories denoted the amount of academic

preparation teachers have had rather than the level of ‘usage.
Selection of the Sample

Consumer education in Oklahoma iskprimarily taught at the
high schooljleveli‘.The popuiation»consisted of :all vocatiohal and
general hilgh school home economice teacﬁers in Oklahoma excluding
teachers of_occupaﬁional ciaSses. From this population a stratified
raﬁdom éample was chosen. Stratified ﬁeans that different groups,.
in this case vocational and general~hoﬁe ecchomics prcgrams will be
represented in ratio to their populacion. The size of the sampling
was determined using a formula published by the National.Education
Asscciation (Krejcie, Morgan, 1970, p. 607).

X2 (1-1) — d2(N-1) + X2p (1-p)

S

required sample size

w
i

X% = the table value of ‘chi-square of 1 degree of freedom at the
: desired confidence level (3.841).

. N = the population size
P = the population proportion (assumed to be .50 31nce this
" would provide the maximum sample size).
d = the degree of accuracy expressed as a proportlon (.05).
R 841 (561) (.05) (.05) (1.4025} (.96025) -
Sample Size = T7657(.05) (361) + 3.861 (.5Y2 = . 2.36275
227.99714
Total Vocational Teachers = 384 . . .68%. . .Sample Size = 156
Total Genmeral Teachers = 177 . . . . 32%. . .Sample Size = 72
: Total = 228

In applying the formula, the,number 228 was determined to be a valid

sample size. The number of vocational and general teachers“heeded were
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determined to be 156 and 72 respectively. A number was assigned to
each home economics teacher and a table of random numbers was used to

determine the sample.
Collection of Data

‘Each teacher in the selected sémple (156 vocafional and 72
.general home economics teachers) was mailed a copy of the‘instrument,
a cerr letter ésking for their assiétance and a stamped~self-addréssed
envelope to use in returning the questibnnaire to the reséarcﬁer. The
instrumenfs were méiled November 6, 1978. OnrNévember 27th, a follow-
up postcard was sentvor a phone call'ﬁas made to the teachers who had
not responded. |

Of the 228 mailed, 121 were finally returned for a 53.0 percent
response. Of theée, 4 were not usable because a few of the teachers’
taught occppational élasses,only andra few did not complete the
instrument properly. Therefore, of the 121 instruments returnéd;

117 (51.3 percent) were usable.



CHAPTER IV
'PRESENTATION AND ANALYSIS OF DATA

| Introduction
‘The major purpose of this study was to determine the relationship
between attitudes éf home econémics teachers and the consumer education
‘lesédns they teach. It was neceséary to include thebfollowing
objectives in order to deal with this purpose. The objectives were:

1. to determine attitudes of general and vocational home
economics teachers toward consumer issues.

2. to identify course content taught by general and vocational
home economics' teachers related to their attitudes toward
consumer issues.. '

3. to identify instructional materials used by general and
vocational home economics teachers related to their
attltudes toward consumer issues.

4. to identify teaching methods used by general and vocational
home economics teachers related to their attitude toward

consumer issues.

5. to identify.the academic preparation of vocational and general
teachers related. to their attitude toward consumer issues.

The data presented in this chapter were gathered from 117 general
and vocational home economics teachers who taught during 1978-79 school
year. The objectives are dealt with in the order presented above.

Objective one states the need "

to determine the attitude of general
and vocational home economics teachers toward consumer issues'. Table

I shows the response of vocational and general home economics teachers

18
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to each consumer issue. This table was uséd to determine with which
issues the respondents agreed and disagreed. ‘Table II lists By‘number
thoée specific issues with which they agreed and disagreed.

All the consumer issues that respondents "strongiy agreed" with,
dealt with the-heed’to havé better labeling. The data show an iﬁterest
inaccurate labels and additional information on consumef goods; All
of the consumer‘issues "undecided" abqut coﬁcerned government controls.

Respondents "generaily,agreed" with many iséues including product
safety (numbefs 3, 10, 17), fraud (numbers 7, 19), insurance (numbers
6, 25); services (numBer 15),:govérnment‘ihvestigation and contfols for
various businesses :(nu‘mbers 9, 11, 12," 23, 28, 29, 31, 33), labeling
(number 16), and étrOng consumer groups (number 32). They also
indicated that "education is no match for advertising in inflﬁenciﬂg
tﬁe minds of children" (number 39) and that’the_“average‘éhopper is not
able to make wise consumer choices" (number 37).

Vocational and generél home‘economics feachers were very similar
in their attitudes toward consumer issues. There was a slight
difference between them on a third of the consumer issues. The
vocational teachers agreed more with four_issues,(numbers‘l, 12, 14, 23)
and general teachers agrged'mére with four issﬁes:(numﬁeré 4, 24; 22, 26).

After teachers:completed the questionnaire and returned them to
the researcher. Each answ¢r'was given the following score

Strongly Agree = 4>

Agree = 3 S

Undecided = 2

Disagree =1

Strongly Disagree = 0
Sixteen of the statements were stated in negative terms and were

scored in the following'manner.
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Strongly Agree = 0
1Agree =1
~Undecided = 2
" Disagree = 3
Strongly Agree = 4
Scores were then totaled for each teacher. Their total scores thus
placed them in one of the five attitude groups (strongly agree,vagfee,
undecided,bdisagree or strongiy disagree) . However, gince the degrée
of agreement was not considered of great importance and to make . the
treatment of data easier to handle, the five catgories were combined
to make three.’ Strongly agree and agree were combined and strongly
disagree and disagree were combined. 24 percent of the teachers were
,classified.in the agree,group. 62 percent in the undecided group
and 15 percent in the'disagree group. This grouping reflects the

general attitude of the iespondents toward consumer issues:throughout_

the remainder of the study. -
Course Content

Objectivg £WO'states the'need "to idéntify course content taught
by géﬁéral and vocational home economics teéchers feiatéd to their
attitudé toward cohsﬁmer issues” and table III deals with that, 
infbrmation.u The édntent that was included by'ﬁhe‘greatest nUmber'of
all groups of teachers was :"budgeting and maﬁéging monéy". The next
greatest number iﬁcluded "usiﬁg cbnsumer credit wisely". Most of the
content subjects were included by at least half of the respondents.
The exceptions é;e: (1) "making use of insurance" whiéh was reported
by only 43 percent of the general teachers in the undecided group,

(2) "savings and ihvestmenté" were not reported for any of the general

teachers in the disagree group, (3) "consumer taxes" and "purchasing



TABLE I

TEACHER ATTITUDE TOWARD CONSUMERHISSUES

117 Respondents (26 General) (91 V0catiqna1)

facilitate comparison

shopping between companies.

. Strongly Strongly -Nc
Consumer Issues Teacher Agree Agre incecided Disagree Disagree Response Totsi
Category Yo, . % No, ¥ Yo, % Yo Z Ne % No. % Xe, X

Advertising too often
substitetes th2 image of  'Vocational 46 30.5 33 41.8 2 2.2 3 3.3 .0 - 2 2,291 160
a product ifor pertinent . . :
facts about it. General 12 4602 14 33.8°0 - 0 - 0 - 0 - 26 100

Package size shoulc be
made more standardized Vocational 41  45.1 39  42.9 7 7.7 3 3.3 0 - z 1.1.91 100.1
to enablée the consumer
tc make more efficient Genéral 120 46,2 11 12,3 2 7i.i 0 - 1 3.8 0 - 26 - 100.
choices: : : .

Products should be Vecational 30 33.0 5 49,5 1C i1.05 5.5 0 - 1 1.1 91 160.1
made safer even if it
increases the cest of General 9 34.6 15 57.7 2 7.7 °0 - 0 - 0 - 28 100
the product to the
consumer .

‘Additional consumer Veocational 10 11.0 24 28.6 27 29.7 24 26.4°4 4.4 0 - °1  100.1
legislation is unnec- o . :
essary we need only to General 2 7.7 11  &2.3 7 26.9 3 11.5 3 11.5 0 - 26 99.9.
enforce the laws already : :
on the books.

The consumer has the ‘Vocational 6° 6.6 16 17.6°i0- 11.0 46 50.5 13 14.30 - 91 100
upper hand in dealing in - : )
today's marketplace. General 1 3.8 3 11.5°% 15.4 11 52.3 7 26.9 0 - 26, 95.9

Life and health insur- . vVocational 32 = 35.2 42 - 46.2 13 14.3 3 3.3 0 - 1 1.1 91 100.1
ance policies should be : . '
more standardized tc General 9 34.6 10 - 38.5 5 19.2'1 3.8 0 - 1 3.8 26 99.9

_Iz_



TABLE I. (Continued)

N ) Strongly T éfrongly No
Congumer Issues ..~ - | Teacher Agree __Agree. .. Undecided Disagree.. Disagree . Response Total
. ° Category . _No % No. % _ No._ 4% __ No. .% _ No.. % _-No . % -No %

7. ‘Advertising creates a

condition of -competition vVocatioral 38 ~ 41.8 44 - 48.4 6 6.6 3 3.3 0 = 0 - 91  100.1
on the basis of promotion . .
rather tham product General 8  30.813 50.01 3.8 3 11,51 3.8 0 - 26.99.9
quality. T o
» PR s ]
8. Industry has dome its .. N
best to insure that its”  Vocational 0 - 5 5.5 10 11.0 3% 42,9 35 38.52 2,2 91 .100.1
products will last as - . C S o
long as possible. - .. General 1 3.8 1 3.8 3 11.511 42.310 3850 - 26 99.%
$. . The public should be - S ‘ v
aliowed to become in- . Vocational 18 19.8 40 44.0 26 28.6.5 5.5 2 2.2 0 - 91 100.1
volved in the setting of .
public utiliry rates and " General 6. 23.1 10 38.5 6 23.1 3 11.51 3.8 O - 26 100
policies. Toa T
* E
10. Safety has been sacri- - Vocatiomal 20 22.0 30 33.0 18 19.8 20 - 22.0 2 2.2 ¢ - 91 - 99
ficed for style in too many -+ : i )
/

proeducts. General 26.9 8 30.8 4 15.4 7 26.9 0 - G - 26 100
11. The federzl government “
should appoint a consumer Vocational 9 9.9 43 47.3 24 26.4 9 9.9 5 5.5° 1 1.1 -91 . 100.1
counsel toc represent. the “ . ‘
consumer interest before  General 5 19.2 9 34.6.6 23.1 6 23.1 0 ~ 0 - 26 100
the courts and to splicit
consumer complaints and
see that consumer laws are
enforced.

12. There should be a fed-
eral agency at the cabimet Vocational 10 11.0 32 35.2 23 25.3 17 18.7 3 3.3 6 6.6 91 100.1
ievel to deal with the con-
cerné of the consumer. General 3 11.5 7 26.9 5 19.2 7 21.9 0 - 4 15.4 26  29.9

[44



TABLE..I (Continued)

the activities of legit1mate
‘business..-

-

Strongly Strongly
Consumer Issues Teacher _ Agree Agree Undecided Disagree Disagree Response Total
Category No, ‘% No. % No. % No. Z No. Z% % No. %
13. 1Industry rather than
government shouid sstab=  Vocational ¥ 9.9 28 30.8 15 16.5 24 26.4 8 8.8 7.7 91 100.1
lish safety standards for .
" “consumer products. General - 1-- 3.8 -8 30.8 5 19.2 6 23.1 2 7.7 15.5.26 100
I -
14. The automobile 1nsur— . SR : O, : L R
- ance industry needd exted- Vocational 12 ©13.2 29 31.9 29 . 31.9 11 .- 12.1-1 1.1 9.9 61 100.1
- 8ive investigation by the ‘
federal government. General . 1 3:.8. 9 34.6 8 30.8 & 15.4.0 - 15.4 26 100
o7 "{' CaT s T B
15, = The repair and war- . . : - .
ranty services in the Vocational 16 17.6 38. 41.8 20 22.0 10 11.0 O - 7.7-+.91 100.1
,-Ration need a thorcugh
nvestigation by the General 1 3.8 12 46.2 3 11.5 6 23.1 0 - 15.4 26 166 -
% federal government: .o ) ’
16. Labels indicating the' oo K :
v quality grade (grade) Vocational 25 ~27.5 53 58.2 2 2.2 2 2.2 0 - 9.9 S1 100
. labels) should be attach- R R :
. ed to consumer preducts. General 6 23.1 15" 57.7 0 - 1 3.8 0 - 15,4 26 100°
C17. . The. ‘government shoulg ' " ‘ : :
be more imvolved in pro~ Vocational 17 18.7 34 37.4 16 17.6 11  12.15 5.5 8.8 91 . 100.1
- :tecting the health and
safety of the consumer. General 7 26.9 9 34.6 3 11.5 3 11.5 0 - 15.4 26, 99.9
lﬂ The medlcal soc1et1es ) .
“and professions have done Vocational O - 27 29.7 22 24.2°25 27.5. % 9.9 8.8; 91 100.1
their beset to insure ade-
quate health protection General 0. - il 42.3 3 11.5 7 26.9 1. 3.8 15.4 26 99.9
for the individual. t R - ) oo
A"
19. Laws should be instit~— ’
. uted to protect the con-. Vocational 10 11.0 28 30.8 24 26.4 17 18.7 3 3.3 9.9 91 100.1
sumer against frauds even
if the laws interfere with General 3 11.5 16" 38.5 5 19.2 3 11.5 1 3.8 15.4 26 99.9

£T



TABLE I (Continued)

. Strongly . ) “Strongly No .
Consumer Issues Teacher ree Agree Undecided Disagrée . Disagree Response Total
Categoxy No.  Z ®o % Ko, Z. WNo. X% No. 7% No. % No. %
206. Too many of our market- ‘ F o
ing practices discriminate Vgcational 16  11.0 38 41.8 17 - 18.7 14 - 15.4 3 3.3 9 9.9 91.. 99.9
against the poor amd/for - : S - o N a
uneducated. .. - General 2 7.7 14 53.8 3 11.5 3 -11.5 ¢ - & 15.4 25 99.9
21. Industry should be left e ; \ : : _ &
free to regulate itself - Vocational 3 3.3 15 16.5 13- 14.3 38 41.8 13 14.39 9.9 91 100.1
in areas of  consumer .
interest. .. s.. Genaral’ 0 - 4 15.4 3 11.5 11 42,3 4 15.4 & 15.4 26 100
22, Consumer orgaaiz- ~*~ . . - s
ations are meddling too- Vocational 1 1.1 12 13.2 23 25.3 36 39.6 10 i1 S 9.% 91 . 100.1
much: im the free enter- = - : : : '
prise gystem. -..v General 1 3.8 6 23.1°9 34.6 4 15.4 2 7.7 &4 15.4 26 100
23, Credit bureaws (pri- + ) o o o _ _
vate egenciés that main®  Vocatiomal 16 17.6 28 30.8 19 20.3 15 16.54 4.4 9 - 9.9 91 100.1
tain files on and report - - . . K .
one’s credit) should be Genecal 1 3.8 5 19.2 8 30.8 6 23.1 2 7.7 & 15.4 26 106
.more closely supervised ’ )
by governmental agencies, -+
24, The consumer loamn . ol
industry should be sirict- Vocational 7 7.7 25 27,528 30.815 1658 8.8 -8 8.8- 91 100.1
ly regulated by state sad - . :
federal governments. " General 1 3.8 11 42.3 4 - 15.4 6 23.1 ¢ - 4 15.4 26 100
25. Insurance companies :
should be significantly Vocational 30 33.0 39 42.9 9 9.9 3 3.3 2 2.2 8 8.8 91 100.1
more to bring about & Lo , o
reduction of premium " General 4 15.4 15 57.7 2 7.7 1 3.8 0O - 4 15.4 26 100

rates for the public.



TABLE I (Continued)

Strongly

retein practice. o

Strongly No
Consumeyr Issues Teacher - Agree Agree Undecided Disagree Disagree Response Total
Categery Neo, 2 Ho. 2 Ro. % No. % No. % No. 7 No. %
26, The perpetrators of
. frauds on consumers Vocational 36 39.6 36  39.6 8 8.8 3 3.3 0 - 8 8.8 91 106.1
- should be dealt with more
- severely then they present-Gensral 7 26.9 14 533.9 0 - 1 3.8 O - 4 15.4 26 100
- ly are. :
. 27. Product test information . :
that ‘has been compiled by Vocationmal 30  33.0 45 49.5 4 4,4 2 2.2 3 3.3 7 7.7 %1 100:1
_ . the government for its . _ :
oam buylng purposes General - 5 23.1 13 5¢.0 3 11.5 0 - 0 - 4 15.4 26 100
. should be relessed to the o
. . public.
" ’ + 28, Advertisevs should have Vocational 20 22.0 35 38.5 16 17.6 9 9.9 3 3.3 8 8.8 91 100.1
' less contyol over tele- g :
U vision programming. " General [3 15.4 10 38.5 4 15.4-2 7.7 2 7.7 4 15.4 26 100.1
29, State and federal gov- ' ' -
ernments should spend Vocational 12 13.2 37 40.7 21 23.1.9 . 9.9 4 L,h 8 8.8 91 160.1
more momey on the enforce- : :
,.ment of comsumer laws. . General 2 7.7 9 34.6 8 30.8 3 11.5 0 - 4 15.4 26 100
30. Prescription drugs B
. - . should be prescribed Vocational 10 11.0 13 14,3 :20 22.0 27 29,7 21 23,10 - 91 100.1
RS under brand names rather
ST . than under generic mames  General o - 5 19.2 4 15.4 12 46.2 5 19.2 6 - 26 100
Yo ve L., to insure greater safety
for the consumar.
31, Peair trade laws (price
mainteasnce, quality Vocational 17 18.7 48 52.7 21 23.1 3 3.3 2 2.2 0 - 21 109
stabilization) should be
ey v retained as a part of General 3 11.5 16 6-.5 6 23.1 ¢ L. 3.8 0 - 26 99.9

Y4



TABLE I (Continued)

Stron

42.3 13

o gly Strongly No
Consumer Issues Teacher Agree Agree Undecided Disagree Disapgree Response Total
' Category Ne., % No. Z Mo, 7 No. % No. Z% No. % No. %

32. A strong consumer Co .
movement is needed to Vocational 19 20.9 47 51.6 22 24.23 3.3 ¢ - 4] - 91 160
balance the power. of . : )
‘business in our society. ®General 5. -19.213 50.07 26.9 1 3.8 ¢ - 0 -~ 26 99.9

33. There should be o oo :
stronger regulations. Vocational 200~ 22.0 33 36.3 15 16.5 17 18.7 & 6.6 0 - 91 100.1
concerning the use of : ’ :
chemicals and peaticides  General 5 19.2 14 53.8 3 11.5 3 11.5 1 3.8 0O - 26 9%.8

. in order to prevent the
riguse of them. -

34  The federal governuent
should leave the respens- Vocatiomal .3 3.3 14 15.4 16 17.6 32 35.2 26 28.6 .0 = 91 100.1
ibility of food inspaction
to the states. : General 1 3.8 3 11.5 & 15.4 10 38.5 8 30.8 0 - 26 1G6C

35.- To place wore inform= :
ation than 1e now present Vocational 10 11.0.16 17.6 7 7.7 36 3%.6 21 23.1 1 1.1 %1 100.1
on labels would only tend - }
to confuse the customer. General 2 7.7 & 15.4 1 3.8 12 “46.2 7 26.9 O - 26 100

r o ; . . 3

36. Stats agencies for the
protaction of the consumer Vocatiomal © - 7 7.7 18 . 19.8 36 39.6 30 33.00 - 91 100.1
are an UnNecessary Iovern-

‘mental expense. : General ] - 3 19.2 3 11,5 1Y 42.3 7 26.9 ¢ - 26 . 99.9

37. ' The average American
‘ shopper, 1g thoroughly Vocational 3 3.3 1% 20.9 & 4.6 43 47.3 22 24.2 0 - 91 100.1

- capable of making wise
choices in today‘’s General 4] - 6 23.1 2 7.7 14 53.8 4 15.4 0 - 26 100G
marketplace. - )

38. Industry should be held
more responsible for the ' Vocational 31  34.1 46 50.5 11 12.1 3 3.3 0 - C - 81 100
elimination of environ- ’ ) )
mental pollution. General 11 50.0 2 7.7 6 - 4] - 0 - 26 160

9¢



TABLE I (Continued)

and other umethical
praceices.

26.9 9

: Strongly - Strongly . No’ :
Consumer lLssues Teacher Agree Agree Undecided Disagree . Disagree Response Total
Catenory No. % Ne., 2 No. Z No, % Ne. Z No, % No. %
39. Education is no match )
for advertising in influ-. Vocational 22 - 24.2 32 . 35,210 11.0 20 22.07 7.7 O - 91  100.1
encing the minds of child- - .
ren. ‘ General 4 15.4 11 42,31 3.8 & 15.4 6 23.1 ¢ - 26 - 100
40, 1t should be the - . .
responsibility cf drug Vocational .45  49.5 4CG. 44 4 b 2 2.2 © - 0 - 91 100.1
manufacturers to prove - ’ )
their products are not General 13 +50.0 11 42.3 1 3.8 ¢ - 1 3.8 0 - 26 99.9
only safe but also ’ .
effective before
marketing them.
41, The lusurance industry .
should remain under state Vocational 11 12.1 26 . 28.6 33 ~ 36.3 17 18.7 4 L4 0 - 91 120.1
regulation rather thaa be ) ) : :
put under federal regul--  Gene:al 6 23:1 8 -30.8 16 28.5'1 3.8 1 3.8 0 - 26 . 100
ation. : o ’
42, The use of advertising
in our eccnomy usually Vocational 2 2.2.23 25.3 10 11.0 3¢ 33.0 25 27.51 1.1 91 106.1
insures lowsr prices for : . )
consumer products. General 1 3.8 3 11.5 1 3.8 ‘15 57.7 6 23.1 0 - 26 9%%.9
43. Business has done its
best to insure that con-  Vpcational O - 18+ 198 21 23.1 32 35.219 20.91 1.1 91 100.1
sumer products meet or
surpass safety standards. General Q - 6 23.1 3 11.5 16 61.51 3.8 0 - 26 99.9
44. Preseat federal reg- . o
ulatory agencles are Vocational 2 2.2 17° 18.7 23 25.330 33.017 18.7 2 2.2 91 100.1
sufficient to protect the
consumer’ against frauds General 1 3.8 4 15.4 7 34.6 5 19.2 0 - 26 99.9

LT



TABLE I (Continued) T
Strongly Strongly ¥o
Consumer Issues Teacher Agrae Agree Undecided Disagree Disagree Response Total

Category No, Z No. Z No. Z No. % No. % No. % No. %

;

45. Products should carry

an “informagion tag'" that Vocaticnal 54 359.3 34 37.4 2 2.2 6 - 1 1.1 0 - 91 109
would give information on
performance, materials, Genaral 13 53.0 12 46.2 6 - Q - 1 3.8 0 - 26 106
care and characteristics.

46. The advice of profes-
sionel consumer spckesmen., Vocational 2 2.2 3 3.3 1&  15.4 45  489.5 27 29.7 6 - 91 100.1
such a8 Ralph Nader aund
Vanca Packard, should be General 3] - 4 15.4 4 15.4 14 53.8 4 15.4 ¢ - 26 10¢

digsregarded.

Note: Percents were rounded to the tenth so total percents will not be 100%,.

B2



TABLE II

IDENTIFICATION OF COMMON RESPONSES RELATED TO ATTITUDES TOWARD
CONSUMER ISSUES BY HOME ECONOMICS TEACHERS

Strongly Generally Undecided Generally - Strongly - No

Teacher Category Agree . Agree ' - ' Disagree Disagree " Response
Vocational - 1,2,40,45. 3,6,7,9,10, 4,24 41, - - 5,8,21,22, - -
: 11,12,13,15, o 30,34,35, '
16,17,18,19, : '36,37,42,
20,23,25,27, - 43,44 ,46,
28,29,31,32, '
33,38,39.
General 2,40,45, 1,3,4,6,7, 22,23,41. -~ 5,8,21,30, - -
' $,10,11,13, 34,35,36,37,
14,15,16, 42,43,44 ,46.
17,18,19, :
20,24 ,25,
26,27,28,
29,31,32,
'33,38,39.

6¢



TABLE III

COURSE CONTENT INCLUDED BY GROUPS OF HOME ECONOMICS TEACHERS
WITH SIMILAR ATTITUDES TOWARD CONSUMER ISSUES

30

Attitude Agree Undecided - Disagree
' No. % No. % No. %

Subject Area

Using Consumer Credit Wiselz

Vocational 17 85 55 94 7

General 5 83 11 78 2 50
Budgeting and Managing ﬁdngz

Vocational 19 95 53 92 . 7 64

General 5 83 11 78 2 50
Buying Goods .

Vocational 18 90 52 90 7 64

General ' ‘ 5 83 - 9 64 2 50
Making Use of Insurance

Vocational =~ 14 - 70 - 38 65 7 64

General 3 50 6 43 2 50
ggperal Principles of Consumer Purchasing

Vocational 17 85 45 77 ‘ 7 64

‘General 5 83 ‘ 7 50 2 50
vSaviﬁgs and Investments

Vocational 12 60 35 60 5 46

General - 3 50 7 50 0 -
Buying Services

Vocational 15 75 40 68 5 46

General 4 67 5 36 2 50
Consumer Rights and Responsibilities

Vocational 19 95 47 80 7 64

General ' 5 83 8 57 2 50

,64>



TABLE III (Continued)

“Attitude - Agree Undecided Disagree
No, % No. % No. %
Subject Area e
Renting and Owhing a Home
Vocational = 16 80 50 85 6 55
General _ 3 50 v 9 64 2 50
Consumer Taxes
Vocational T 12 60 : 27 46 4 36
General ‘ 1 17 4 28 1 25
Using Leisure Time, Money and Energy
Vocational 14 70 46 78 7 64
General 4 67 10 71 2 50
Purchasing and Maintaining Automotive
Products and Services '
Vocational 10 50 24 41 4 36
General 2 33 ‘ 3 21 1 25

Note: The 'mo response” groups are not included in
totals will not be 91 and 26,

this table so
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and maintaining automotive products and services" were both included

by less than 50 percent by all groups.
Instructional Materials

-Objective three staﬁesfa need "to identify instructioﬁal materials
used by general and Vocational~home ecohomics,téaChersirelated to their
attituaes toward consumer issues', Teachersvwhd agreed with the
consumer issues used a wider variety of materials thanrthose who
disagfeed. Thosévwhb disagreed uéed primarily one or two materials.
whilé teache;s who ‘agreed with consumer issues used more of all:of
them except commercially produced filmstrips and films. Curriculum
guldes were used the most, usually by vocational teachers. Other
materials were used in the following order: textbdoks,-worksheets,
commercially made films and filmstrips, bﬁllétin board displays,
speakers, associétioﬁ materials and teacﬁer~made-51ides.'.General home
economics teachers uéed the materials mére equally than the‘vocational
teachers. Textbooks, curriculum guides, bulletin board displays and
worksheets were used ﬁfequeﬁtly by general téachefs.k Vocational
ﬁeacﬁers depended strongly on curriculum guidés to tea¢h consumer
education and speakers were used morelby vocatidnal.teachefs than'by

general teachers.
Teaching Methods

The fourth objective states a need "to identify teaching methods
used by general and vocational home economics teachers related to their
attitude toward consumer issues". Table V reflects the teaching

methods used by general and vocational home economics teachers with



TABLE IV

THE DEGREE OF USE GIVEN VARIOUS MATERIALS BY GROUPS OF HOME ECONOMICS
TEACHERS WITH SIMILAR ATTITUDES TOWARD CONSUMER ISSUES

Attitude Disagree Undecided B Agree

Rating Scale* - Much " Some ‘None ‘Much - -Some . None - Much  Some None ~Total
5 4 3 -2 "1 Q* 5 4 3. 2 ..1. 0%k5 4 .3 2 1 0** Number

Materials

Slides (teacher made)

Vocational-No. - 0 0 3. 0 5 4 -2 0 10 6 35 5 0 1 3 3 14 -0 91
Vocational-¥% - - 25 - 42 33 3 - 17 10 60 9 - 5 14 14 67
General-No. o 0 0o 1 3 1 0 3 3 2 5 1 0 1 0 1 .4 1 72
General-% - - - 20 60 20 - 21 21 14 36 7 - 14 - 14 57 14
Exhibits
Vocational-No. o 0 7 2 1 2 0 2 19 19 1 4 0 0 8 6 7 0 91
Vocational-% - - 58 17 8 17 - 3 33 33 24 7 - - 38 29 33 -
General-No. o 0 4 1 0 O O 1 3 '7°-2 1 0 0 3 1 2 1 26
General-% - - 80 20 - - - 7 21 50 14 7 - = 43 14 29 14
DisElazs
Vocational-No. 0O 0 6 3 0 3 0 2 22 20 10 4 0 3 6 8 & 0 91
Vocational-% - - 5 25 - 25 - 3 38 35 17 7 - 14 29 38 -4 -
General-No, =~ 0 O 4 1 ©0 0 O O 7 4 2 10 0 3 0 2 2 26

_General-~% - -8 "20 - -+ - = 50 29 14 7 - - 43 - 29 29

€€




TABLE IV (Continued)

Attitude Disagree Undecided Agree

Rating Scale* Much ‘Some None - Much Some None Much  Some  None Total
5 5 4 3 2 1 0*%5 4 3 2.1 0**%5 4 3. 2 1 Q%*% Number

Speakers
Vocational-No. 2 1 6.0 1 2 10 12 24 12 0 0 4 4 11 2 0 0 91
Vocational~% 17 8 50 - 8 17 17 21 41 21 - =19 19 52 10 - -
General-No, 1 6 1 1 2 1 0 0 3 6 2 3 0 0 1 4 1 1 26
General-Y 200 - 20 20 40 20 - - 21 43 14 21 -~ - 14 57 14 14
Worksheets
Vocational-No. 1 2 6 0 1 2 15 14 22 7 0 0 4 10 7 0 0 0 91
Vocational-% 8 17 50 - 8 17 26 24 38 12 - - 19 48 33 - - -
General-No. 1 1 2 1 0 0 0 2°5 3 1 3 2 0 2 3 0 0 2
General-% 20 20 40 20 - - - 14 36 21 7 21 29 - 29 43 -
Curriculum Guides
Vocational-No. 6 2 2 1 0 1 3515 7 0 1 0 16 3 2 .0 0 0 91
Vocational-Y 50 17 17 8 - 8 60 2 12 - 2 - 28 1 10 - - -
General-No. 1 2 2 0 0 0 1 1 5 3 2 2 2 2.2 0 1 0 26
General-% 20 40 40 - = - 7 7 36 21 14 14 29 29 29 - 14 -

ve



TABLE IV (Continued)

Agree

Attitude Disagree Undecided
Rating Scale* Much Some None "Much - Some  None Much Some Nome Total
5 4 3 2 1 Q%% 5 4 3 2 1 Qxx 5 4 3 2 1 0%*% Number
Textbooks
Vocational-No., 2 1 ;S 30 1 19 12 22 11 3 5 g 7 i 0 0 91
Veecational-7 17 8 42 25 - 8 33 21 38 2 2 5 24 38 33 5 - -
General-No. ¢ 2 2 6-1 0 3 2 5 1 0 3 3 1 2 0 0 1 26
General-% - 40 40 - 20 - 21 14 36 7 -~ 21 43 14 29 - -~ 14
Association Materials
Vocational-No, i 1 6 2 0 2 8 10 17 11 6 6 O & 6 5 1 1 891
" Vocationali-% 8 8 50 17 = 17 14 17 29 18 10 10 - 38 29 24 5 5
General-No, i 1 i 11 0 2 3 3 2 2 2 0 0 3 1 o 3 26
General-=% 20 20 206 20 20 - 14 21 21 14 14 14 - - 43 14 - 43
Bulletin Board Displays
Vocational-No. = 1 1 7 2 6 1 8 16 2112 1 0 & 5 8 2 0 O 91
Vocational-% 8 8§ 58 17 - 8 14 28 36 21 2 - 29 24 38 10 - -
General-No. 1 1 2 o 1 0] 0 2 8 3 0 1 2 0 4 4] 0 1 26
General-% 20 20 40 - 20 - - 14 57 21 - 7 29 - 57 - - 14

Q¢



TABLE IV (Continued)

Attitude Disagree : : Undecided

Agree

Rating Scale® - Much Some  None Much  Some  Hone Much Some  None Total

5 4 3 2 1 Qg5 4 3 2 1 0*% 5

4 3 2 1 0%%* Number

Films and Filmstrips

4 16 19 6 0

Vocational-No. 2 3 6 0 0 1 » 3 6 7 7 1 o0 0 g1
Vocational-% 17 25 50 - - 8 24 28 33 10 - 5 29 33 33 5 - -
General-No. 1 2 2 0 0 0 2 '3 5 2 i 1 3 1 3 0 0 0 26
General=-% 20 40 40 - - - 14 21 36 14 7 7 43 14 43 - - -
Other Commercially Produced Materials
Vocational-No. 1 2 2 0 0 7 7 6 7 3 0 35 3 3 2 1 1 8 91
Vocational-% 8 17 17 - - 58 12 10 12 5 - 60 14 14 10 5 5 38
General-No. © .0 0o 1 0 4 1 1 3 0 2 7 0 © 1 1 o0 26
General-7% - - - 20 - 80 7 7 21 - 14 50 - - 14 14 - 71

#Categories 1 through 5 denote degree of usage.

#%0 denotes the no response columm.

Percentages have been rounded tc the nearest whole number and therefore
or less than 100% within each group.

the totals may be slightly more

9t



TABLE V

THE DEGREE OF USE GIVEN VARIOUS METHODS BY GROUPS OF HOME ECONOMICS
TEACHERS WITH SIMILAR ATTITUDES TOWARD CONSUMER ISSUES

Attitude ' Disagree _Undecided . Agree S .
Rating Scale* ~ Much Some None Much Some None Much  Some  Nomne Total

5 4 3. 2 1 O** 5 4 3 "2 1 0%% 5. 4 3 2. 1 0%* Number

Class Discussion

Vocational-No. 4 2 1 0 0 5 19 18 190 2 0 0 11l 3 7 0 0 0 91

Vocational-% 33 -17 -8 -~ - 42 33 31 33 3 - - 52 14 33 - - =
General-No. 2 0 1 0 0 2 55 3 1 0 0 3 -2 2 0 0 0 26

General-7 40 - 20 - - 40 '36 36 21 7 - - 4372929 - - -

Individual Projects -

Vocational-No. 1 1 4 1 0 5 8 1226 11 1 0 4 7 9 0 1 0 91

Vocational-% =~ 8 8 33 8 - 42 14 21 45 19 2 - 19 22 32 - 5 -

" General-No. 0 2 1 0 0 2 1 6 2 4 1 0 0 2 5.0 0 0 26
General-% - 40 200 - - 40 7 43 14 29 7 - - 29 71 - - -

Debates

" Vocational-No. o 2 1 30 6 1 215 9.3 1 0 2 5 5 8 1 91
Vocational-% - 17 '8 25 - 30 2 3 26 16 52 2 - 10 24 24 38 5
General-No. o .1 1.0 1 2 1 0 1 7 5 0 0 0 0 3 4 0 26

General-7% - 20 20 - 20 40 7 -.7°5 -36 -~ - - .- 43 57 -

LE



TABLE V (Continued)

Attitude Disagree Undecided . Agree

Rating Scale* " Much® Some None Much Some  None “Much Some  None Total

> 4 3 2 1 Ox*5 4 3 2 1 0% 5 4 3 2 1 0% Number

Skits
Vocaticnal-No. 0o 1 1 1 3 6 0 6 14 14 23 1 0- 4 5 8 .4 0 91
Vocational-% - 8 8 8 25 50 - 10 24 24 40 2 - 19 24 38 19
General-No, 0o 0o 1 1 1 2 0 0 2 8 & 0°0 0 1 4 2 0 26
General-Y -~ - 20 20 20 4 - - 14 57.29 - - - 14 57 29 -

Lecture
Vocational-No. 1 1 4 0 't 5 11 14 25 8 0 0 4 7 8 2 0 0 91
Vocational-% 8 8 33 - 8 42 19 24 43 14 - - 19 33 38 10 -
General~No. o -1 1 1 6 2 2 5 6 1 -0 0 i 2 2 2 0 0 26
General-% - 20 20 20 - 40 14 36 43 7 - - 14 29 29 29

Writtén Reports
Vocational-No. 2 1 3 1 0 8§ 4 19 22 11 1 1 11 7 1 1 0 91
Vocational~% 17 8 25 8 - 42 7 33 38 19 2 2 5 52 33 5.5 -
General-No. o 0 1 2 0 2 0 5 5 2 .2 0 0 1 3 3 -0 0 2
General-Y% -~ = 20 40 - 40 - 3636 14 14 - - 14 43 43 - -

8¢



TABLE V (Continued)

Attitude . Disagree Undecided Agree

Rating Scale® ~ Much Some None Much Some  None Much Some None Total
' 5 4 32 1 O**5 4 3 .2 -1 0% 5 4 3 2 1 _0O** Number

Oral Reports

17 24 10 3 ©

Vocational-No. 30 2 1 0 5 4 19 9 1 1 0 91
Vocational-% 25 - 25 8 - 42 729 41 17 5 - 5 43 43 5 5 -
General~No. o 1 1 0 1 2 1 3 6- 4 0 0 06 1 4 0 2 0 2
General-Y - 200 020 - 20 40 7 21 43 29 - < - 14 57 - 29 =
Noteboqgi
Vocational-No, o 2 4 i1 2 3 6 2 14 15 18 2 2 3 7 4 5 0 91
Vocational—% - 17 33 8 17 25 10 3 24 26 31 3 10 14 33 19 24 -
' General-No. i1 0 2 0 1 1 0 2 3 6 3 0 0 1 0 4 2 © 26
General-Y 200 - 40 - 20 20 - l& 21 43 21 - - 14 - 57 20 -
Demons trations
Vocational~No. o 1 7 1 0 3 7°9 19 14 5 4 2 5 9 1 3 1 91
Vocational—% - 8 58 8 - 25 12 16 33 24 9 7 10 24 43 5 14 5
General-No. 0 2 2 0 0 1 2 3 5 3 1 0 O 1 4 2 0 0 26
General-% - 40 40 - - 20 14 21 36 21 7 - ~ 14 57 29 - -

6t



TABLE V (Continued)

Attitude

Disagree Undecided Agree

Rating Scale* Much  Some  None Much Some ' None Much Some Nome Total

5 4 3.2 1 _0**% 5 4 3 2 1 0% 5 4 3 2 1 O** Number

Field Trips -

Vocational-No. 2 3 340 0 4 10 13 24 6 2 3 6 2 8 & 1 0 91
Vocationalf% 1725 25 - = 33 17 22 41 16 3 5 29 100 38 19 5 -
General-No. ~~ 1 1 -1 0 .1 1 -0 2 5 5 2-06 06 2 2 2 1 0 26
General-7% 26 20 20 - 20 20 - 14 36 36 14 - =29 29 29 14 -
*Categories 1 through 5 denote dégree of usage.
*%0 denotes the no response column.

Percentages
less than

have been rounded to the nearest whole number and therefore the totals may be slightly more or
100% within each group.

0%
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similar attitudes toward consumer issues. Table V shows the amount of
use given vafious teaching methods by generél and vocational teacﬁers
in the three attitude groups., The most popular classroom method was
"class discussion'. The other methods listed in order of popularity
wg;gdlecture, individual projects, field frips; written reports, oral
reports, demonstrations, notebooks, skits and debates., Teachers who
disagreed with the consumer issues used a larger variety of methods
than those who ;greed. Vocational teachers used more of eight of

the ten methods than general teachers.
Academic Preparation

- Table VI shows the degree of academic preparation in various
subject areas for groups.of teéchers with similar attitudes toward
consumer issues. This relates to objective 5, "to identify the
academic preparation of vocational and general teachers' related to
their attitude toward consumer issues’. Home economics teachers felt
they were best prepared academiéally in "buying goods'., Other subjects
that they felt they were prepared in were 'budgeting and managing
money", "using leisure time, money and energy", and "general principles
of consumer purchasing'". The subject they were leaét»academically Q
prepared in was '"purchasing and ﬁaintaining automotive products andj
services'". Others for whichvthey reported little or no preparation
were "savings and investments', "making wise use of insurance", and

“"consumer taxes'.



TABLE VI

THE DEGREE OF ACADEMIC PREPARATION IN VARIOUS SUBJECT
AREAS OF GROUPS OF HOME ECONOMICS TEACHERS WITH
SIMILAR ATTITUDES TOWARD CONSUMER ISSUES

Attitude Disagree Undecided Agree

Rating Scale%* Much © Some  None Much Some : None Much  Some None Total
5 4 3 2 1 0% 5 4 3 2 1 0**5 4 3. 2 -1 -0%% Number

Using Credit Wisely

—
—
—

Vocational-No. - 1 4 2 1 0 4 3 15 29 8 2 10 9 0 .0 91
Vocational-% 8 33 17 8 - 33 5 26 50 14 _3 2 5 48 43 - - 5
General-No. o 0 2 0 1l 2 0 2 8 2.2 0 7 0 0 0 0 0 2
General—% - - 40 . - 20 40 - 14 57 14 14 - 100 - - - - e
Budgeting and Managing,Mohey |
Vocational?No. £2 3 2 1 0 4 7 20 25 301 204 8 7 1 0 1 91
Vocational-% 1725 17 8 =33 12 35 43 5 2 3 19 38 33 5 - 5
General-No. ‘ 1.0 10 1 2 1 3.9 I 0 0 0 1 5 0 0 1 26
.General-% 20 - 20 - 20 40 721 64 7 - - - 14 71 - - 14
Buying Goods
Vocational-No. 2 2 3 1 0 4 70 22 23 5.0 1 4 9 70 0 1 91
Vocational-% 17. 17 25 8 - 33 12 38 140 9 - 2 19 43 33 - - 5
General-No. 1 0 1 0 1 2 2 3 720 0 0 2 5 0 0 0 26

General-% 20 - 20 - 20 40 14 21 50. 14 - - ~-.29 71 - - -

4



TABLE VI (Continued)

Attitude ' Disagree Undecided Agree
Rating Scale* Much Some  None Much  Some  Nome Much  Some  None Total
5 4 3 2 1 0#%* 5 4 3 2 1 0%% 5 4 3 2 1 0%*% Number
 Making Use cf Insurance
Vocatiomal-No. 0 3 3 1 1 4 1 7 25 23 2 0 1 3 1 2 0 1 91
Vocational-% - 25 23 8 8 33 2 12 43 40 3 - 5 14 67 10 - 5
General-No. 1 0 1 0 1 2 0 0 6 6 2 0 0 0 2 2 1 2 26
General-% 20 - 20 ~ 20 40 - - 43 43 14 - - - 29 29 14 29
“General Principles of Consﬁmer‘Purchasing
Vocational-No. 3 2 2 1 0 4 5 21 26 8 O O 4 6 9 0 O 2 91
Vocatiocnal-7 25 17 17 8 - 33 9 36 41 14 - - 19 29 43 - = 10
General-No, i o0 1 © 2 0 2 7. 5 0 0 1 0 4 0 O 2 26
General-7 260 - 26, - 20 30 - 14 50 3% -~ - 14 - 57 -~ - 29
Savings and Investments
Vocational-No, 0 2 4 1 I 4 2 327 22 2 2 0 '5 13 2 0 1 9L
Vocational-Z - .- 17 33 8 8 33 3. 5 47 38 3. 3 -~ 24 62 10 - 5
General-No. o 1 1 0 1 2 1 3 5 3 2 0 0 0 2 4 0 1 2
14

General-7% - 20 20 - 20 40 7 21 3% 21 14 - -~ - 29 57 -

ey



TABLE VI (Continued)

Attitude Disagree Undecided Agree

Rating Scale¥® Much Some  None Much Some  None Much  Some  None . Total
= 5 4 3 2 1 0**5 4 3 2 1 Q**5 4 3 2 1 0% Number

Buying Services

15 20 18 0 3 6 11 2 0 1 91

Vocational-No. 1 0 5 -1 1 4 4 1

Vocational-% 8 - 42 8 8 33 7 22 35 31 - 5 5 29 52 10 - 5

General-No., 1 0 10 1 .2 i 1 8 2 1 1 1 0 3 1 0 2 26

General-% 20 - 20 - 20 40 7 7 57 14 7 7 14 - 43 14 - 29
Consumer Rights and Responsibilities

Vocational-No, 1 1 5 0] i 4 6. 15 27 8 3 ¢ 4 7 7 2 0 1 91

Vocational~% 8 8 42 - 8 33 10 26 47 14 5 - 19 33 33 10 - 5

General-No. i 0 1 0 1 2 1 0 5 7 1 0 0 i 3 1 O 2 26

General-% 20 - 20 - 20 . 40 7 - 36 50 70 - = 14 43 14 - 2%
Renting or Owning a Home

Vocational-No, 1 3 3 0 1 4 g 9 25 11 2 1 6 3 8 2 1 1 91

Vocational-Z 8 25 25 - 8 33 .14 16 48 19 3 2.29 14 38 10 5 5

General-Nc. i ¢ 1 o0 1 2 2 4 5 2 1 0 2 1 3 0 0 i 26

General-Z% 2Q - 20 - 20 40 14 29 36 14 7 - 29 14 21 - - 14

7Y%



TABLE VI (Continued)

Attitude Disagree Undecided Agree

Rating Scale® Much  Some = None Much  Some  None Much  Some  None Total
5 4 3 2 1 Q%5 4 3 2 1 Q%% 5 4 3 2" 1 0%%* Number

Consumer Taxes

Vocational-No., 0o 1 5 1 % 4 3 8 16 17 ¥ 3 1 4 1ir 1 2 2 91
Vocational-Y% - 8 42 8 8 33 5 14 28 29 19 5 5 19 52 5 10 10
General-No. i ¢ 0 0 2 2 1 0 5 6 1 1 © O 4 0 1 2 26
General~Y 20 - -~ = 40 40 7 = 36 43 7T 7 - - 57 - 14 29
Using Leisure Time, Money and Energy
Vocational-No. ‘T 4 2 6 1 &4 9 16 18 1r 2 1 5 6 4 4 1. 1 91
Vocational-y 8 33 17 - 8 33 16 28 31 19 3 2 24 29 19 19 5 5§
General-No. i o 1 @ 1 2 3 5 5 1 6 G 2 O 4 0 0 1 2
General-y 20 - 20 -~ 20 40 21 36 36 7 - - 29 =~ 57 - - 14

Puyrchasing and Maintaining Automotive Products and Services

Vocational-No. 4] 1 1 3 3 4 2 2 15 18 19 1 0 6 8 1 5 1 9%

Vocational-% - 8 8 25 25 33 3 3 26 31 33 2 -~ 29 138 5 24 5

General-No, 1 0 0 0 2 2 0 O} 4 6 4 0 0 2 1 2 0 2 26
- Genéral-% 20 - - - 40 40 - - 29 43 29 - - 29 14 29 - 29

*Categories 1 through 5 denote degree of usage.

#%0. denotes the no response column. -

Percentages have been rounded to. the nearest whole number and there fore the totals may be slightly more
or less than 1007 within each group. ’ '

&y



CHAPTER V
SUMMARY, FINDINGS AND RECOMMENDATIONS

Summary

The major purpose of this study was to determine the relationship

between teacher attitude and the consumer education lessons they teach.

It was necessary to include the following objectives in order to deal

with this purpose:

1.

to determine attitudes of general and vocational home
economics teachers toward consumer issues.

to identify course content taught by general and
vocational home economics teachers related to their
attitude toward consumer issues.

to identify instructional materials used by general and
vocational home economics teachers related to their
attltude toward consumer 1ssues.

to lLdentify teaching methods used by general and
vocational home economics teachers related to theilr
attitude toward consumer issues,

to identify the academic preparation of vocational
and general teachers related to their attitude toward
consumer issues:

The procedures used during the study were:

1.

to develop and/or select an instrument for determining the
teacher's attitude toward consumer issues and determine the
use of methods, materials and course content and evaluate
the teacher's academic preparation.

to determine teacher attitude toward consumer issues,

academic preparation and use of methods, materials and
course content by using the instrument.

46
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3. to compare various attitudes to use of teaching methods,
' ‘instructional materials and course content and determine
the relationship between attitude and academic
preparation.

4. to make recommendations for further study and program
development. R ‘ . ;

A revieﬁ of the literature was conducted to étudy the guldelines
for consumer éducation, subjects teaéhing consumgr education and
studies df éttitudés toward consumer education. The information
found was used as backgroﬁndkmaterial to supportkthe need for the
study. |

. The instrumeht uséd was divided into two parts. ;Part I was
developed by Burton’ﬁhiie at the'ﬁnivérsitQ of Connectiéut and was
designéd to evaluate teééhera' attitudes ;oward‘férty—six consumer
issﬁes, while part II-wés developéd By the researcher and soﬁght
information about the teacher's ac#démic preparétion; cbufsekcdnteﬁt
and hsévof teaching methods and,ihstrdctionél materials. A total of
228’vo;ational and gengfal home economics teachers in Oklahoma were
mailed a questionnaife. 117 usable ones were réturned for a 51.3

percent return.
Findings

Home economics teéchgrsf'scorés 6n the éonsumef issues
queStionnaire indicated ganefal agreement with,the consumef issﬁes.
Teachers wifh morékacademicypfeparation in consumer education agreed‘
more sﬁfongly‘with.thg consumer issues than}thoSe'with less
vpreparation;

‘Course Content

"Budgeting and managing money" was included by most vocational and
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general home economlcs teachers. "Using consumer credit wisely" was
included by the next greatest nuﬁber of teachers. More vocational
teachers inclqded eleven of‘the twelve subject areas than genefal
teacﬁers.~ Teéchefs who ag;eed witﬁ cénsumef issues.included more of the
subject areas than thosé whé disagféed.

Instructional Materials

Teachefs who agreed with‘conshmer issues uéed a greater
variety of materials while those who‘disagfeed with‘the_consumer
iséues used ﬁrimarily one or two materials. Teachers who agréed
with consumer iésues used more of all méterials éxcebtvcommercialiy
produced filmstrips and'filmSjthan fhose who disagreed; Curriculum
guides were used the most by all_resﬁondents. This indicates a ﬁeed
“to include more consumer educatiqﬁ inigurric#lum guldes. General
home economics teaéhér’uSéd the femaining materials more than
vocational teachers bﬁt‘curricglum gﬁides were still relied on.

Teaching Methods

Home economics teachers used class discussion the most with
lecture used next. The other methods listed in order of reported use
were individual projects,vfield’trips, wfitteﬁ repofts, ofal reports,
demonstrations, hotebooks, skits and debates.: Teachers who‘disagreed
with the consumer 1ssues used mostly class discussion. Té;chers -
who agreed with the consumer issués used a larger variety of methods
: than those who disagreed;b Vopationai_teaéherskuséd more of eight of»
ten methods than thejgeﬁeral teachers.

Academic Preparation

Teachers felt they were best prepared academically in_"buying

goods', Other subjects that they felt they were prepared in were
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"budgeting andbmanaging money", "using leisure time, money and energy",

and "

general principles'of consumer purchasing". The subject they were
léast academically prepared in was "purchasing and-maintaining
automotive products and services". Other course content areas in

which teachers had 1ittle or no preparétion were "savings and

investments", "making use of insurance", and "consumer taxes".
Conclusions and Recommendations

After a careful study of the data the follo@ing conclﬁsions were

made: | |

1. Attitude tbwafdkconsumer issues did affect the consUmér'
lessons that were téught; Those'with a pdéitive attitude
seemed to include more of the:Coufse'content‘areaé and
uég a larger Vériety of teaching ﬁethods and instructional
méterials thaﬁ’those‘with a negative attitude.

2. Academic preparatioﬁ strongly_affectedvthe teacher’s attifude
toward consumer issues and the course content taught as well
as the instructional materials and'teéghing methbds‘uSéd.

3. Differences between the consﬁmer education'units taught_
by vocational and geﬁeral home economics teachers werevslight.
'Vocationai teachers used more\of a varilety 6f teéching methods'
than general teachers. General ;eachers used more of a variety
Qf iﬁstructionai materiéls than vocational Eeacﬁérs but both
used -eurriculum guides a great deal.

v 4. Teachers taught primariiy what they.were the best‘prepared

in, which limits the subject areas presented to students.
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A study of the data led the researcher to make the following

recommendations:

1.

Since academic preparation was so influencial in the attitude
of the teacher, additional workshops, seminars, short courses
and conferenéeé should be made available to the teachers

of Oklahoma.

Subjects other than "budgeting time and money" and "'purchasing

goods" suéh as taxes, insurance, major purchases, purchasing
sefvices, savings and investments and baSic coﬁSumer
1egislation, need to be stressed at conferences, workshdps,
Seminars and sﬁort coutses.

A variety of teaﬁhing methods‘other than class’&iscuééibn and
1ecture.$h§uld be encograged‘ﬁhrough revisipné in curriculum
guides, workshdpé énd conferences.

Since curriculum guides were the material used most by

vocational and general home économics teachers, careful

eQaluation of the consuﬁer educational content should be
done and expansion of existing consumer units should be
considered in the Oklahoma core curriculum.

There is a need for further study ‘in all facetsnof consumer‘
educaﬁioﬁ.' There was less than half a dozenvnofable studies.

dealing with éonsumer education at the timé of this study.'_
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August 18, 1978

Dr. John Robert Burton, Ph.D.
c/o General Education Dept.
University of Connecticut
Storrs, Connecticut 06268

Dear Sir:

As ‘a graduate student at Oklahoma State University, I am studying

the relationship between home economics.teachers' attitudes

toward consumer issues and the methods, materials and time they spend
on consumer education. I am writing to ask permission to use your
consumer igsues questionnaire in my research. I plan to circulate
copies of it with an additional information sheet to a random

sample of home economics teachers in Oklahoma.

Thank you: for youf cooperatibn.,

Sincerely,

Fha My,ugﬂwé
Sharolyn Sorrels

4709 So. 73rd. E, Ave., #6
Tulsa, OK 74145



Faminy AND CONSUMER STUDIES ’ SRR . . UNIVERSITY OF UTAH

581-6521 .
' INTEROFFICE COMMUNICATION
To: Sharolyn Sorrels Darte: Sep 19, 1978
FroM: John &, Burton SurjEecT:

Family and Consumer Studieg

University of Utah ;

SLC, UT 84112

I am sorry *that I have not responded previously to your letter of August 18.

However, I have not besn asszociated with the University of Connecticut for
eight years and the let*er toock a while to find me.

Yes, you 4o have my vermiesicn to use the instriment that was developed for my
study. Se—reral cthar res=aechers have used it with modiffication for their

" research. Some of the items are definitely dated. Tom Garman at VPI,

Blacksburg, Va, has done a considerable amount of research with a modified
version. '

If I can give you any further assistance, please contact me, I would appreciate

“a copy of your finding when you have compl:ted your study. Good luck.

g¢
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CONSUMER EDUCATION QUESTIONNA IRE

DIRECTIONS : For the purpese of this study a consumer issue is defined as a
matter in 3 state of controversy that directly pertains to the consumer (the
final user of goods and services). Each of the statements in this questionnaire
represents a consumer issue, To the left of each statement is a set of five
possible cholces. Please circle the pair of letters which corresponds to
your Irank and honest opinion about the statement.
Code: SA--Stromgly Agree

GA--Generally Agree

UN--Undecided or Uncertain

Gh--Cenerally Disagree

SD--Strongly Disagree

Example:

Agreement or

Disagreement Consumer Issue .
SA GA UN GD SD Advertising should be left free to regulate itself.

if you generally disagree with this statement, circle GD.

1. SA GA UN GD SD Advertising too oftem substitutes the image of a product
for pertinent facts about it,

2. SA GA UN GD SD Package size should be made more standardized to enable the
consumer to make more efficient choices.

» SA GA UN GD SD Products should be made safer even if it increases the cost
of the product to the consumer.

-4, - SA GA UN GD SD Additional consumer legislstion is unnecessary, we need only

to enforce the laws already on the books.

5. SA GA UN GD SD The consumer has the upper hand in dealing in today's
marketplace.

6, SA GA UN GD SD Life and health insurance policles should be more standardized

to facilitate comparison shopping between companies,

~

7. SA CA UN CD SD Advertising creates a condition of competition on the basis of

promotion rather than product quality.

57

8. SA GA UN GD SD Industry has done its best to {nsure that its products will last

as long as possible.

9. SA GA UN GD 5D The public should be allowed to become involved in the setting

of public utf{lity rates and policies.
10, SA GA UN GD SD Safety has been sacrificed for style in too many products.

11. SA GA UN GD SD The federal govermment should appoint a consumer counsel to
represent the consumer interest before the courts and to
solicit consumer complaints and see. that consumer laws are
enforced.



12,

13.

14,

15. -

16.
17,
18.

19.

20.
2%.
22,

23.

- 24,
25.
26.
27,

28.

29.

SA

SA

SA

SA&

SA

SA

SA

SA

SA

SA

SA

SA

SA

SA

SA

SA

SA

SA

GA

GA

GA

UN

GD

GD

GD

GD

GD

GD

Gb

GD

GD

GD

Gb

GD
GD
GD
GD

GD

GD

SD
sSD
SD

SD

SD

Sp

SD ..

SD

SD
SD
SD

SD

SD
SD
SD
SD

SD

SD
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Page: 2

There should be a federal agency at the cabinet level to deal
with the concerns of the consumer, '

Industry rather than government should establish safety
standards for consumer products.

The automobile  insurance industry needs extensive investigation
by the federal government. !

The repair and warranty services in the nation need a thorough
investigation by the federal government.

labels indicating the quality grade (grade labels) should be
attached to consumer products,

The government should be more involved in protecting the health
and safety of the consumer ’

The medical societies and professions have done their best to

-insure adequate health protection for the individual.

Laws should be instituted to protect the consumer against

- frauds  even 1f the laws interfere with the activities of

legitimate business, :

Too many of our ‘marketing practices discriminate‘against the
poor and/or -uneducated.,

Industry should be left free to regulate itself in areas of
consumer interest.

Consumer organizations are meddling too much in the free
enterprise system.

Credit bureaus (private agenciles that maintain files on and
report one's credit) should be more closely supervised by
governmental agencies,

The consumer loan industry should be strictly regulated by
state and federal governments.

Insurance companies should do significantly more to bring
about a reduction of premium rates for the public.

The perpetrators of frauds on consumers should be dealt
with more severely than they presently are..

- Product test information that has been compiled by the government

for its own buying purposes should be released to the public.
Advertisers should have ‘less control over television programming,

State and federal governments should spend more money on the
enforcement of consumer laws,
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30. SA GA UN GD SD Prescription dregs should be prescribed under brend names
rather than under generic names to insure grester safety
for the consumer.

31. SA GA UN GD SD Fair trade laws (price mmintensnce, gquality stebilization)
should be retained as & part of retall practice.

32. SA GA UN GD SD A strong consumex movgmenﬁ is needed to belsnce the power of
business in our socclety.

33. SA GA UN GD SD There should be stronger regulations concerning the use of
chemicals and pesticides in order to prevent the misuse of them.

34, SA GA UN GD SU The federal govermment should leave the gzesponsibility of
food inspection to the states.

35. SA GA UN GD SD To place more informstion than is how present on labels
would only tend to confuse the customer,

36. SA GA UN GD SD State agencies for the protection of the conmsumer are an -
) unnecessary governmental expense.

37. SA GA UN GD SD The-average American shopper 1s1thorough1y capable of making
wise choices in today's marketplace,

38. SA GA UN GD SO Industry should be held rioxre responsible for the elimination
of environmental pollution,

39, SA GA UN GD SD Education is no match for advertising in influencing the minds
of children.

40, SA GA UN GD SD It should be the responsibility of drug manufacturers to prove
their products are not only safe but also effective before

merketing them,

41, SA GA UN GB S0 The insurance industry should remein under state regulstion
rather than be put under federal regulation,

42, SA GA UN GD S  The use of advertising in our economy usually insures lower
prices for consumer products.

43, SA GA& UN GD SO  Business has domne 1ts best to insure that consumer preducts
meet or surpass safety standards.

44, SA GA UN GD Sp Present federal regulatory agencies are sufficient to pretect
the consumer against frauds and other unethical practices,

45, SA GA UN GD SD Products should carry an “information tag' that would give
informetion on performance, meterizls, care &nd characteristics.

46. SA GA UN GD SD The advice of professional consumer spokesmen, such as Ralph
: Nader and Vance Packard, should be disregarded.

PLEASE CHECK TC SEE THAT EACH STATEMENT HAS BEEN MARKED.
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Please check the amount of academic preparation you have had in the following

course areas,
: . None
- COURSE AREA 1

Some

Much

2

Using consumer credit wisely

Budgeting and managing money

Buying gocds

Making use of insurance

General principles of consumer
purchasing i

Savings and investments

Buying services

Consumer rights and responsi
bilities o

Renting and owning ‘a home

—

Consumer Taxes

Using leisure time, money
and energy

Purchasing and maintaining
anrtomotive products and
services

~Please check the amount you use the following methods when teiching consumer

education,

METHODS

Class discussion

Individual projects

Debates

Skits

Lecture

Written Reports
Oral Reports

R

Some

3

Much
5
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METHODS (cont )

otebooks

Demonsbratlons

Fleld Trlps

Other

Please check the amount you use the followinz materials when.tcéching consumer

education.
: ) ) None
MATERIALS 1

Slides (teacher made)

nxhlblls

Displays

speakers
Worksheets - i
Curriculum Guides
rextbooks

Association Materials
Bulletin Board Dlsplays

Films, Fllmstrlps (Commerc1ally
produced)

vOther commer01ally produced
materialSe~

Other

sSome -

Please check the subject areas in which consumer education is'a component of

regular qour&ework‘in your school.
o Business Educalion

. Heallh Education

. Math

w—e—_Science .

Fine Arts

Home Economics

English
Voc., Trade, Techs, Ind. Arts

Soc, Studies

Other

Much

5 .

(please 1ist)
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Please check the appropriate description of how you teach consumer education

in your classroom.

A, It is integrated in existing B It is trealed as a separate subject
coursework ’ area
v E - IN
. One semester course One semester course
Two semester course . Two semestier course
N Mini course (less than 1 Mini course (less than 1
semester)No, of weeks semester)No. of weeks
Saturday andfor after school Saturday and/or after school
meetings : meelings
Assembly programs Assembly programs
Summer session workshops ’ Summer -session workshops
for students . for students
. Field trips : Field trips
e Extracurricular aclivities, Extircurricular activities,
including clubs. including clubs.
Other, Other
COURSE CONTENT
" High school consumer I include in
education should include: ‘ my class:

Using consumer credit wisely
Budgeting and mana.iag maney
Buying goods

Making use of insurance
General principles of consumer
purchasing

Savings and investiments

Buyiny services

Consumer righls and responsi-
bilities

Renting and owning a home
Consumer Taxes

Using leisure Lime, money
and eneryy

i Purchasing and mainlaining
antomolive products and
services

Please check whether you tedach in a general home economics program or a

vocational home ecoromics program.

THANK- YOU SO MUGH FOR-YOUR COOPERATION. I HOPE I WILL BE ABLE TO RETURK THE
FAVOR, ‘
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