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ABSTRACT __ .

£y

The consumer knowledge, attitudes and behaviour of a probability sample

of English public CEGEP (Grades XII and XIII) students in the province
L

ot‘i Quebec i3 inveatigated to provide a_ basis for the development o;
consumer education curricula. Results indicate that consumer knowledge
and/or self assessment {s low in the area of personal finances, credit
usage and consumer p;étectiop. Langua"ge and sex are significantly
asdociated with c/cmsumer knowledge s‘cores; lower scores are more likely
if a language other than French or ‘English was spoken in the childhood

home, and if the student is female. Previous c¢ourses taken with

_ consuner related content signiricant"ly improved consumer knowl edge

scores. Respondents are aware of their level of consumer knowl edge
based on self assedsment and knowledge scores obtained. Generally,
respondédnts judge school and the family as the“most useful sources of
consumer knowl edge; the contributio,n{?f the rami;y {3 not valued
highly by respondents who spoké a .langt,:age‘ other than Frén_ch or English

at home. Support for courses in consumer education is almost

unanimous. - « .
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publics anglais du Québec en vue de formuler un programme d'&ducation’

4 . L

RESUME ~
-~

a

Cette Btude rapporte un sondage sur les connaissances, lfattitude et le

comportement d'un &chantillonnage aléatoire d'étudiants des CEGEPS

du consommateyr. Lesconnaissancesetl *évaluation personnelle des
: 8%,
connalissances sont faibles sur les sujets suivants: la finance

-

personnelle, l'usage du crédit et la protection du consommateur. La
langue et le sexe sont associés de manidre significative avec le r::mbr'e
de réponses justes: le nombre de points obtenus &tant moins €levé chez
les sujets feminins et chez ceux dont la langue zpar:errielle est autre
que le frangals ou l'anglais. Les su;etswayant suivi des cours

touchant a 1l'éducation du consommateur obtiennent de meilleurs

résultats, Les sujets sont bon juges de leur niveau de connaissances,

si on compare leur propre évaluation aux résultats obtenus., En

général, les sujets considirent que 1'@cole et la famille sont les
meil leures sources de connaissances, quoique les sujets de langue autre
qnue le rrangais et l'anglais n'accordent pas autant d'importance au

rble de 1a famille. Les cours en éducation du consommateur sont

-considérés’ comme desirables presqu'd l'unanimité.

i
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° CLAIMS TO ORIGINALITY

- \

+No previous survey has been conducted to investigate the consumer

knowleédge, atti?udes and behaviour of the English CEGEP population in
Quebec. A search of the literature in the public domain in° Canada and
the United States did not reveal any studies with similar.resear;h
objectives, that is to inv;stigate a target population.as a basis for

introducing consumer education into the public school curriculum,

-~

1

In Canada, and particularly in the province of Quebec, the needs in
public education are substantially influenced bf the nature of th%e
population. Quepec i3 a multi-cultural sSociety, with a substantial
t‘ix;'st or second eneratiorg immigrant populatién. Students enrolled in
English public¢ CE 8 are taught in English, however the language at
home can-be English, French or of the students!' count}'y of origin.
Ther'yef‘ore, the research is unique to such ci;'cumstances and necessary

if curriculum devﬁopme,mt is- to be cognizant of the needs of the

society.

The_ Quebec questionnaire was designed to determine "the ger{e’ral level of
llcnoialedge, attitudeé and behaviourn concerniné selected topics in
consumer e\zducation. A useful source was found in an extensive study\
of 17 year-olds conducted by the Education Commission of the étate;ﬂz,-
Denver, Colorado in 1978. A large set of items was developed in the

~N .
—
United States study that could be used by others to assess or aid

planning of consumer education programs. The survey questionnaire
developed for the research for this thesis was able to select and adapt

some of these well tested items fob use in Quebec,

-~



Using the results obtained, the researcher has developed a short
questionnaire which can be used to classify future CEGEP students ;mo
are disadvantaged concerning consumer Knowledge, or those students who

are capable of benefiting from an enriched consumer educatidn program,

4
The investigation is opportune because of recent %gvelopments in

research in the field,. and an increasing recognition of the ﬁmportance

of c¢onsumer education. Some examples of this recognition are:

--Level II (Grade VIII) Home Economics, which {8 now a compulsory

course in Quebec, emphasizes the consumer education component,

1

- the development of new apprdaches and classifications for consumer

education content has provided guidelines for curriculum development.

-

z

- the European Bureau of Consumer Organizations, with representation
ki
from the ten member states of the European Economic Community, reports
L4 ' .
considerable support for consumer education in member countries and

therefore recommends the adoption of consumer educgtion programs in the

schools. (CERN, 1982)

v

a

-~ the United Nations, through the S;q;al and Economic Council,
started consultations with mer;xber countr'iesl in 1982 which culminated in
the initial draft of Consumer Protection Guidelines r'eleased‘ in April,
1985, The draft inclucies a statemgnt of general principles and
guidelines in whii:h the provision of consumer education is put {‘or‘ward"
as a legitimate neevd in all meémber countries, The United Nations

recommends that consumer education become an integral part of the basic

curriculum of the educational system.

vi



R LIST OF CONTENTS
_ b .I
. - -~ )
PREFACE ‘ Page No.
' .
Abstraot L ] L] L) L] L] . [ - . L] L] L . L ] L L] [ ] ) - L] . L] L] . [] ‘0 - ,,i
/ ' YT

Resm e & 8 & s & ® 8 8 ® 2+ " s 2 & o e + ¢ ® O 2 * & ¢

Acknowledgements I I R SR 111

Claims to Originality T T S T T T v
List Of COMLENES . . o v o s v o v v v v o v o o ue owu Vi
_Listor'r/a‘bles e 4 s e 8 e s e 4 6w e s s e s oae = o4 xiit
‘. List of Figures ..........\............cxvii
-
. " . Chapter I. INTRODUCTION g
P
Introduction--.\....”.................... 1
. Justification and Rationale .. . . . . . ¢ ¢ . o o, I 2
?"‘ , i Historical Background and Development . . . . . « « 4 o o &+ o & 4
| The Future e o 4 s e o8 s es e s s e 1 s e s s e e s . 5
Education for the Consumer e r e e e e 6
} foeFieldorStudy .c T
Political Recosnitlon. of Consumer Education e e 4 s s s s e J
Objectives of the Investigation and‘Reaearch Hﬁotheses o« v e \10
Staf.ementorﬁmpose '. 12
TheRea;archModel Y ¥
. ) o ‘
Chapter IT. REVIEW OF LITERATURE .
Introduction e i e e s s 6 4 e e 6 e s s s s s e b oe o se o 1
C Consumer Education: Assessing Knowledge, Ai:tit?udea o
a ) and Behaviour . ... . 4. ¢ o e o . 16
) ‘.. ' Vit

- 13
&L . - ey - /



.LIST OF CONTENTS

Evaluation Research in Consumer Edueation . . . . . . . .

' v’

Consumer Education Content

. s s . . . . - a s« -

i

Evalua)tion: Comparibility of the Samples . . . ..

Confpeteney of Teaching in Consumer Education . . . . ..

The Effect of Consumer Education on Attitudes . . . . .

Consumer Education, its Content and the New Discipline:

_Curriculum Approaches .

Conclusion « 4 e s e

3

. Chapter III. METHODOLOGY

The Questionnaire

\ Introduction o . e

The United States Survey

The Quebec Survey

Consumer Science .

A Pllot Test of the Questionnaire « o e 4 s s

Respondents' Self-Assessment and Background .

. The Quebec Education System

N .
\ T:ha Sample
T ﬁe Population ..
The Colleges ‘ e v e
Sample Size .« e 4
o » Sampling-Procedure .

Administ_r‘ation 6f the Questionnaire e e e s 4 e e

Rate of Return of Questionnaires . e e }'\ . e

vi H

e

Pagg No.

18
18
19
20

22

23
28

30

32
33
34
36
38
38

39
39
it
§2
"

45



LIST OF CONTENTS

Oﬁgectives

Analysis of the Data . . .

: bl
Description of Variables

- S mp¥§ Population Characteristits

<g nsumer Knbwledge Measures

LI ]

‘Self Assessment of Consumer Knowledge and

the Contribution of Specific Sources .

Attitudes and Behaviour

Data Reduction Analysis .

Scaling Analysis .

Item Analysis: Development of the

Short Questionnaire

Correlation Matrix and Factor Analysis .

Item Validity . . . . .

Test for Internal Consistency and

Discriminant Analysis . . . . . .

Chapter IV. RESULTS AND ANALYSIS-

< Introduction e o o 4 s a a e e s

Order of Results as Reported in.Analyses

PART 1

- ”»

Characteristics of the Sample ‘Population

The Colleges cos e e e e e S

Demographic Characteristics of the Sample

. ‘l L] L] L

Reliability

bPage No.

ug
47
48
u8

49

50
51
52

52

53
54

54

57

58
59

60
60
62,



\

LIST OF CONTENTS

Page No.

Employment Status and Household Expenses . . . . . . . . . 64

P Enrolment Characteristics of the Sample Ce e e e 65
Future Plans . . . . ¢ L v v 4 v v v o v v o o s o o o o a 67
Consumer Education énd Related Courses Taken . . . : .. 68 i
Record Keepifif . & ¢« v 4 4 ¢ o ¢ o o « o s o e o« o s o o o 70
" PART 2
Level of Consumer-Knowledge e e .5. o s s s e s e s .Lta. .. 70

Breakdown of Scores by Sex . . I I S TR 75
Consumer Knowledge Scores as_gffected by Languag; and Sex . =177
- Analysis of Sub-Populatigp Differences: Testing Hypotheses 79
SEX 4 i i e et e et a e e e e e e e e e e et %é
LANBUARE « v o s o o o o s o o o' s o & o o s o 81
Program of Enrolment . 4

.

Hypotheses Concerning Consumer Education or Related Courses
Previously Taken . e . 82

The Effect'of Any Type of Relevant Courses Taken

on Consumer Knowledge SCOreS v v v v v e e e 83

1

The Effect of Business C?urseé Taken on Consumer

- [}

- Knowledge Scores R '

" PART 3 .

Self Asgessment of Level of Consumer Knowledge . ... . ... 85

c' Composfte Self Assessment of Consumer Know;edge e s o s s ot 86
Self Assessment of Knowledge énd Scores Qbtained . . . . . 87

Analysis of Variance of SubmPopulation Differences: .
Testing Hypotheses . . . . . 93

4 ' .. D

<



2

LIST OF CONTENTS

Page No:

PART 4

Peﬁdéived Sources of Consumer Knowledge: School, Family,

Friends and the Media by Sex and Language e e e e s e v e e o 93

PART 5
Attitudes and Behan.our' . L[] [ L . . [ . ] . . L) L) . . L[] . . . - 98
Attitudes Towards Saving MoneY . . « « « o » s+ + » o s « «» 98

o

tudes Towards Price as an Indication of Quality . . . . 99

Shopping Behaviour . . . . . e B .

Respondents' Behaviour to Protect Themselves as Consumers . 102

PART 6

——

Perception of Consumer Edudation ) ~

lThe Need for Consumer EducatNon in the School Curriculum . . . » 104
-1

PART 7
Data Reduction Analysis' © e s s s e 4 s e s e e s e e s s s s o 105

Method 1: Scaling Analysis e 10

“

Method 2: Item Analysis: Development of the
) Short Questionnaire . . . 106

h .
Correlation Matrix and Factor Analysis . . . . . + « . « . 108

The "Short" Questionnaire: Reliability and VaiiQity .. « s 1M

Internal Consistency and Reliability ... . :¢. . ... . 1M1

Discriminant AndlySiS . . « ¢ o o s 4 o ot 0 b s 0 e s . e o 112

<

. J
Chapter V. DISCUSSION © . « & « « o « o « o « o o o s o o o+ « 118

o

o‘ xi J



LIST OF CONTENTS 4

v

Page No.

»

Chapter VI. SUMMARY AND CONCLUSIONS . .. . . ¢ v v v o v o o & 132

LIST OF REFERENCES 5 « 4 v v o v e v o v e e e m e e oo oo 137

APPENDICES
A: The United States Survey: Consumer Topics and General

Subjects Covered in Consumer and Maths Assessments . . . . 141

B: Three Approaches Classifying Consumer Education « 4 e e s 142

C: +t. Sample of Guidelines Given for Admlnistering the
Questionnaire . . . 144

2; Copy Of' the QuestIOﬂnai]"e ® & o e_o % 2 s s s » [1'20] 1“6

Ds Population and Survey Sample Statistics . . . « « + « o & 167

E: 1. Percent Correct Resporises to Consumer Knowledge ‘
Questions . . . 17

2. Item Responses to Questions 10 and 46 (Price as an
Indication of Quality and Record Keeping Behaviour) . 1714 -

F: Definition of Zones Used to Describe Location of
English Public CEGEPs e s e o 0 o s v'e e 0 6 8 s e 172

. AN
G: Summary of Previous Courses, as Reported by Respondents,
which Included Consumer Education or Related Content . . 174
e

-~

H: Tables U0 to 63 as Referenced in Results and Analysis . . . 175

xii



9.
10.

.

12. .

13.

4.

15.
16.

17.

_year and sex

4
LIST OF TABLES

o

Con&dmer education competency scores achieved by teachers

-of consumer education with different academic backgrounds

Breakdown by college of the sample population (1984)
compared to the total English public CEGEP population
(September 1982 statistics) Breakdown by dex of the

sample

" Sex and language most frequently used during\spildhood

Age and sex distribut;on of respondents in the sample

1

Distrlbution gr respondents by length of residence in
Canada and se :

Distribution of respondents by palid work in previous

-
Distribution of respondents by responsibility for
payment of household expenses and sex

Distribution in samplé by program (1984) comparie to
English public CEGEP population (September 1982
statistics) and by sex for the sample population

Distribution of respondents by prograé. sex an5 language

ﬁ -
Distribution of respondents by plans after leaving

college and sex A

Respondents’ record of consumer education or related

- gourses by the number and type taken

Mean scores for consumer knowledge topics by sex and topic

Dispersion of respondents by percent correct score levels
and the standard deviation for consumer knowledge topics

Dispersion of respondents by percent correct scores in

‘the topic sections on contracts, finances and

consumer protection

Dispersion of male and female respondents by percent
correct scores for the topics economics and finances
Mean scores of respondents for consumer knowledge b&
corisumer topic, sex and language of the childhood home
Males and females: descriptive statistics for mean
scores and t-test on group differences between means

xiii

Page Né.

21

61
62
63

63
64
65
66
67
68

69,
72

73

TH
2 16
78

80 .



o Table
= * 180
19.
20.
: 21,
22,

- 23.
’ 24,

25,
. 26.

27,
28.

29,

30.

3.

Language spoken in the childhood home and its
effect on scores: descriptive statistices for mean
scores and t-test on group differences between means

slgnificant differences between the sub-population means
by the number and type of courses taken )

A composite of self assessment responses based on the
six questions concerning consumer knowledge byvsex and
language of childhood home .

- self assessment of level of knowledge for six questions
'on consumer knowledge and associated ‘mean scores

Consumer knowledge: a comparison of self assessment
responses with scores obtained

‘The proportion of males and females who assess their

knowledge? understanding or ability to be high or low
and mean scores for consumer knowlédge questions

~

Assessment  of help received by respondents from school,

family, friends and the media by sex and language.

-Percents and totals based on responses

Assessment of help received: A comparison between
sex/language profiles by sources that "helped a lot"

Percentage of respondents who consider specific reasons
for saving money as very or moderately important '

Behaviour of respondents in specific shopping siéﬁationa

Distribution of responses predicting shopping .
behaviour when buying a stereo -

Consumer protection behaviour

Distribution of responses supporting consumer education
the'school curriculum

Difficulty and_ddiscrimination indices for forty.
selected items measuring consumer knowledge

.‘Peébson correlation matrix for three items on insurance:

Questions 25b, 250,and 25e

xiv . 3

Page No,

81

83

87

90

9

92

96

97T

98

100

A0

103

104

T 107

‘Pearson correlation coefficients matrix between topic area
and totaliscores for the consumer knowledge questions

109

109



Table
3,
35.
" 36.
37,
38;

39.

40,

u‘.

- 42,

" b3,

by,

s,

k6.

its effect on scores:

~

F-3

Factor loadings for consumer knowledge questions °

Reliability analysis of forty variables which met
specific criteria for indices of difficulty and

discrimination -

Prediction of group classification based on 40
out of 108 items measuring consumer knowledge

-Prediction of group classification based on 17

out of 108 items measuring consumer knowledge _

Prediction of group classification based on 30
out of 108 items measuring consumer knowledge \

Prediction of group classification baged on 2
characteristics of students: sex and language of
the childhood home .

Males and remaleéz descriptive statistics for mean

"scores and t-test on group differences between means

Langﬁage spoken in the childhood home and its effect on

scores: descriptive statistics for mean scores and
t-teat on group differences between means

scores and t-test on group differences between means
Enrolment in career or pre-university programs and
scores and t-test on group differences between means

Analysis of .variance between means of subgroups based

on total number of consumer education or related courses

taken and mean score for topic section on contracts

Analysis of variance between meéh§ror subgroups based
on total number of consumer educatlon or related courses

taken and mean score for topic segéion on finances

Analysis of variance between means of subgroups based
on total number of consumer education or related courses

taken and mean score for topic section on purchases

descriptive statistics for mean

Page No.

110
112
115
115
116
17
175

175

Enrolment in pre-university arts or science programs and ’t
its effect on scores: descriptive statistics for mean

179

180



Table , Page No.

4T, Analysis of variance between means of subgroups based
on total number of consumer education or related courses
taken and total mean score for the consumer knowledge

questions ’ 181
48. Analysis of variance between means of subgroups based

on number of business courses taken and mean score for

the section on economics 182
49, Analysis of variance between means of subgroups based

on number of businesas courses taken and mean score for.

the section on finances - 183
50. 'Analysis of variance between means of subgroups based

on number of_business courses taken and mean score for

the section on purchases 184
51. Analysis of variance between means of subgroups based

on number of business courses taken and total mean

score for the consumer knowledge questions 185,

52, Self assessment of knowledge of physical and
psychologicdl influences on decisions by mean score ror
consumer knowledge questions and by sex 186

53. Self assessment of respondents' understanding of the
inter-relationship between economic conditions and
consumer decisions by mean score for consumer knowledge

questions and by sex 187
54, Self assessment of knowledge of credit by mean score il
‘ for consumer knowledge questions and by sex 188

55. Self assessment of knowledge to avoid being misled -
or cheated by mean score for consumer knowledge

questions and by sex 189

56. Self assessment of ability to protect rights when
disatisfied by mean score for consumer knowledge
questions and by sex .- 160

57. Self assesament of ability to judge quality and
prices by mean score for consumer knowledge

questions and by sex 191
58, . Analysis of variance ‘between means of subgroups'based B

on self assessment of knowledge about physical and

psychological influences on decision making 192

xvi



4 e, -

Table

59, ' Analysis of variance between means of subgroups based
on self assessment of knowledge about the inter-
- relationship between economic conditions and consumer

decisions

60. . Analysis of variance between means of subgroups based
on self assessment of knowledge about using and
establishing credit

61. ° Analysis of variance betwseen means of subgroups based
‘on self assessment of knowledge about protection -

against being misled or cheated

62. Analysis of variance between means of subgroups based
on self assessment of knowledge about protection
of rights when disatisfied with goods or services

63. Analysis of variance between means of subgroups based
on selfl assessment of knowledge about ability to

Judge quality and prices o
LIST OF FIGURES. v
Figure
1. Research model of the investigation of knowledge,
- attitudes and behaviour of students attending English
public CEGEPs in Quebec
2. Consumer education: potential impact on consumer

behaviour

3. The sampling design
Qf List of ttems used in discriminant™analyses

- xvii .

Page No.

193

194

195

196

197

Page No.

13

24
12

113



Chapter I ) ’ Introduction

N

CHAPTER 1

e

~—.

INTRODUCTION

The object of this research is to investigate the knowledge, attitud?s
and behaviour concerning consumer education of a random sample of

p
students attendihg English public Colléges d'enseignement général et

prgfessionel (CEGEP) in Quebec. The English public CEGEP population is
a minority group within the Quebec CEGEP system. For this reason, the
study.is restricted in its scope and forms a foundation_for a further
studf within the French CEGEP sector. When_the investigation of a
sample population of the French CEGEPs is daﬁpleted, tﬁe resulté from

these two studies will facilitate planning in curriculum development in

consumer education at the CEGEP level.

The research has been motivated by social, economic and technologiéﬁl~

events which, though on-going for more than a century, have

accelerated in the past three decades. ' k

%
This chapter wiii\iiflude an overview of the philosophy and the:

circumstances which\hayve generated the interest to incorporate consumer
education into the school curriculum, and describe the specific
objectives and purpose of this research. Since no ?tudies with similar
reséarch objectives were found in the public domain, the literature
reviewed in the second chapter has focussed on oéher studies which ‘have
influenced the’research undertaken and some of the conclusions drawn,

This non-traditional approach is described further in the introduction



]

» Chapter '1 »Introduction

to the review of literature. The cﬁapter on methodology describes the
metﬁods and .techniques used to conduct the inveatig;tion. A.section
i is included to explain the Quebec education system in order to
facilitate the reader's understanding of specific circumstances which

5

affect curriculum planning in the English public CEGEPs.

The chapter on results and analysis is a report on the data collected
¥ "and the results obtained using specified statistical procedures. The
data obtained is présented Qithout prejudice and without discussion or
opinion: Some furthé&r results are presented in the Appendicés in order
to simplify theiformat of the thesis. The,discdgsion given in Chapter

———

V focusses on observations and interpretations of the data and

L)

discussion of specific items of interest. Emphasis is given to those

results which ma, be of value in planning the introduction of a

a———

consumer education program in the Quebec CEGEPs. The significahce of

{

sex and language as an indicator of consumer knowledge is 1mpor€ant and
educators should be aware of such factors. However politically 1£.is
- | inexpedient to use these characteriétics pedagogically to identify
those who are disadvantaged, and less controversial methods are used
based on performance rather than independent characteristics. The
final chapter briefly sﬁmmarizes major findings and the conclusions

reached by the researcher.

Justification and Rationale

The structure of society and the markeiplace has changed from being

-

predominantly rural and relatively simple to predomiﬁantiy'urban.

-
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Chapter I ‘ : Introduction

This urban soclety is significantly more dependent on e?onomic and
technological influences ax;d less immediately controlled by personal
deciéions and actions. The ramify unit has' shr'u_nk from the extended
family of the rural community to the nuclear family ‘typical of urban
life. There is also a considerable increase in industrialized
countrries in the proportion of women in the workforce, One parent

familles and individuals choosing to live alone,

These fundamental changes in our society have affected the abilities
required 'by/e;mh individual or family unit to funection effectively
within' the‘society. The need for consumer education appears implicit
in the new environment. Economic democracy and other factors such as
protection"ot‘ the environment, conservation and pollution which
contribute to a nation's quality of life are all deper’xdent on each
individual's awareness and knowledge of the interaction between

#

consumers, producers and government.

‘The changes in our social, economic and technological environment are

the most significant to occur since the onset of the industrial
revolution three centuries ago. Alvin"rofrler in his book "The Third
Waver (1980) contends that the new civilization with new 11resi_ylea.
technologies and values, which is r-éplacing the industrial society,
"needs new classifications and concepts. Toffler's concepts of
prosumers and consumers is interesting and relevant in the context of =~ .

considering the historical background and present need fbr' consumer

<

education. .
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Historical Background and Development

In the agricultural and preindustrial society, foffler's First Wave,
a—rrh

most members of society consumed what they produced: Toffler's

prosumers. The industrial revolution, heralding Toffler's Second Wave,
separated society into specialized rgleé as prod@cé}s providing for
other consumers: prodﬁction was no longer f;r use but for exchangp.
Toffler's Third Wave, often referred to as the’ post-industrial society
or the information society, has opened up the economy to include the
production for use aspect once more. A member of dociety is inevitably
both a pr?sumer and a consumer. The prosumer, pJgducing for own use,
1s recognizable in Canada today in the direct, "4ontr1bution without
pay" part of the economic system i.e. the do-1g~yourse1f movement.

" # M :
The passive consumer becomes an active prosumer: using self-service gas

pumps, the self-service supermarket and electroni¢ banking services as

part of typical marketplace behaviour.

In the last two or three decades, production of géods and sedic

consumption has bee; revolqtionized by new technology and has created a
complexity of products and a distribution sfqtem beyond the imagination

of previous geqerations. Rational decfsion—making for the individual
deménds_skills to seek out sufficient information; also, the knowledge .
and the ability to make effective use of this information as a guide in
the marketplace. At the same&time, the consumer's environment has been
changing due to such factors as the economic climate: the prevalence of
credit usage, the effects of inflation, fluctuating interest rates,

~

high energy costs, higher levels of unemployment, declining living

4
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standards and growing ecological.concerns. Members of soclety have

increased expectations of high quality and performance for gobds and

services whilst being more critical and sceptical of business, indystry

and government. (Brown, M., 1985; Brown, K., f98h, Bannister .and

[y

Monsma, 1982) -

Consumer education is a prerequisite for individuals if they wish or
are expected to participate and contribute to the {mprovement of
political and economic planning. Consumer literacy is not only
necessary to aid the yell-béiné and coping skills, but also to -prgmote
‘ a thriving economic, social and politiéal democrggy.

( . '

The Future

a

4
!

Toffler (1983: 98-9) ?uggests that the sheer welght\of information, and
the diversity ahd speed of change in the enviro;meht will necessitate a
new framework for decision-makkng: oné that moves awéy from centralized
to more immediate, localized decisgena. Mﬁch of the planning.will need
co-operation and liaison between citizens as consumers, and planning
agencles at the local, national and transnational level, Toffler
predicts the need for "resourceful, educated, independent, risk-taking;

creative workers" for a Third Wave economy to function successfully.

Thq concepts, encompassegk by consumer education are a desirable

By .

prerequisite for a society in which local or individual autonomy is
growing and inevitable. Naisbitt (1982) also writes of the rise of the
self-help movement: a large and growing movement away from central and

§

institutional government to personal, neighbourhood and cbmmunlty self- -
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help. Government orsanizati‘cge are considered too remote and
inaccessible for the immediate problems of everyday life.

People everywhere, especlally the poor who have relied

on government i{n the past, are acting en masse to secure

food and supplies, to build and repair adequate housing,
to conserve energy, to increase community and consumer

activism. i
(Naisbitt, 1982: 151)

Naisbitt is ;n American, writing of developments.in his country, but
these trends can be seen in varyinga degrees in all‘ parts of the world.
As our civilization ’moves from the industrial to the post-industrial
socliety, the education offered has to adjuét to the changing needs of

. .
people in the workplace, the marketplace and the political, social and

economic environment.

Eduéat;lon for the Consumer

a

Consumer , education has received varied support and interest depending

%

on economi_g conditions, social influences and educational phi losophi'e's.

" First appearing in home economics coursges for the wife .and mother-to-

be, developmént of separate courses was generated 'by the needs t'oJr'
t:rugal life skills during the depression years of the thirtigs (Bymers,
1983). A concern for consumer protection emerged in the early sixties,
a focus given by iéading consumer advocates such as the American, Ralph
Nader who attracted world wide attention. Development t,hat_has

occurred in North America haq been garallglqd in many other areas of

the world and some progress towards improving consumer education has

been made. ! .

5 -
- J 6
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" Since 1980 a negw orientation has gathered academic s_{xpporg. :-An,

example gf this new approach is a eiassification of concepts and a

»

-

conceptual’ framework published as a mono%raph by Bannister and Monsma

(1982), The monograph provides a clear, succinct definition of

prd

consumer education and a conceptual framework which has striven to .
transcend social, cultural and economic differences., ., Consumer
education had tended to appear toc be more concerned with the middle-

. .
class consumer in western soclety, possibly as a result of the'impe_t.us

given to the consumer movement by this better educated and more !

articulate group in the 1960's, which influenced consumer education

-

content.

» ~

Consumer education is now, more than ever before, recognized as a

basic requirement by political agencies at provlncihal, national and

international levels. . . ) a,

“~

The Fiela of Study
iy [,"
Bannister *and Monsma (1982: 5) consider that "consumer education 1is

entering a significant period of growth and change in the 1980's",

-

This change is marked by: an increasbhng eqlphas'is on the role of they
. e
consumer-citizen in social, political and economic 'decisians, rather

than a more exclusive focus on money manag&nt and buymanship which
has been customary in consumer education. . §

\
&

Consumer edueation 1s by nature interdisciplinary drawing on content

shdared by economics, mathematics, socivlogy, psychology, political

7



ff ¥ - -

4

Chapter I Introduction

]

science, marketing, business education and home economics. Bannister
and Monsma (1982: 6) consider the unique element in comparing consumer
education to other fields 6{ study is the "focus on the consumer

®

decisions which relate to interactions between consumers and producers

*in the economic systgm".

Kroll and Hunt (1980: 284), in a conceptual analysis of the emerging

discipline, conclude that cc;nsumer' interest study can be appropriately
\ v
titled- consumer scignce. Consumer science 1s presently at the inter-

-

disciplinary stage wi'th the p(otential of emerging as a distinet uni-
discipline. The unique focus of the discipline on*consumer' intep-
M—;Mc;:ions is conducive to improving performanée of“individual consumers,
consumer representatives and consumer educators. Kroll and Hunt (1980:

276-77) analyze and classify the scope of the field using the

'ba_sic/applied, macro/micro, private/public (BAMMPP) model.

-
[

"~ Political Recognition of Consumer Education. R

-

L~
The growing recognition of the héed for consumer education expressed by -

consumer groups, 'politicians and educators is strengthened and assisted

by the development of the supporting discipline and a clearer consensus

a

of consumer education content.

In the United States of Americg. in 1962, President J. F. Kennedy
0 : 1";m'.r‘oduced a Consumer Bill 6f'Ri'ghts. Presidé%t Ford subsequently added
tl;e rig‘ht to consumer education. The United States government has since
given support to further consumer programs a;ld education. Green, Beck,

e
-

¢
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and Creech (1982) draw attention to the fact that over 40 State boards

of Education or Legislatures in the United States encourage or require
"

v

consumer education content.

In Europe (C.E.R.N., 1982: 2-~3), the Eu}'opean Bureau of Consumer

-

Organizations encourages the development of consumer education programs

in schools in the Europeaﬁ Economic Community countries, and further

‘reports a high level of support for consumer education in the nine

member countries.
?}AA ]

In Canada consumer interest activity of particular import occurred in
the 1ate 60's and -early 70's, notably with the establishment of the

Federal Department of Consumer and Corporate Affairs in 1967. The

-Quebec Ministry of Education included the concept of consumer education

R4

i

as part of the compulsory Secondary II Home Economics Curriculum
introduced over the last few years in Quebec High schools (Gouvernement
du Quebec, 1981). Seven other Canadian provinces offer consumer

studies in some form at the senior high school level (Peterat, 1984).

In April, 1985, the United Nations releasec;i the ftnitial draft of
Consumer Protection Guidelines produced after consultation with member
countries and incorporating recommendations intoc a working document.
Further input and modifications suggested by member countrieg, and
inclu‘ded in the releagse, show considérable general agreement with
objectives, general principles and guidelines recommendations. One of
the "legitimate" needs defined as part of the general principlgs is

consumer education (United Nations release, April 1985: 599). The

.
',‘45.‘ !

-~
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guidelines state that consumer education "- - - should, where
appropriaie. become an integral part of the basic curriculum of the L
educational system - - =", a

é

Similarly the International Organization of Consumers Unions (IOCU)
"believes that consumer education should be an integral part of the:
formal education system, ?Eoin the kinder'garten to university" (Hel lman-
Tuitert, 1985:1). However despite cbnsiderabie 1;terest shéwn by many
countries to include conéumer educat:,ion in the school curriculum, a
survey, conducted by IOCU in 1980 among member 'organizations in some 50

countries, seldom found consumer education as part of formal education.

Objectives of Investigation and Research Hypotheses

There is presently no formal, post-secondary program in‘consumer‘
education at the CEGEP level in the province of Quebec. If an effective
program is to be 1ntroduced it is advantageous to seek out more

information about the target population in order to answer the

following questions:

What 1is the level of knowledge and expertise of CEGEP students in

this area?

Is any relevant content taught in other courses as measured by

the effect of such courses on respond'ents' knowledge scores in

the survey questionnaire?

What type of courses presently contribute to_consumer knowledge?

, .10
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Do respondents acquire any knowledge or expertise from sources

other than.school?
P

Is" the need for this subject validated by the level of

achievement, and is a need perceived by respondents in their own

assessment of their abilities?

Are there any respondents who, for whatever reason, are
disadvantaged in their knowledge and abilities relative to

others? If so; can these reasons be identified?

Do CEGEP students consider there is a need for consumer education

in school as part of their academic program?

These observations can assist in examining the research hypothesis that
the student's level of.'consumer knowledge i3 affected by the type and

quality of the sources of consumer information available to the

student. v

Studénts who have noi: tal;en formal courses which {include consumer

. information, and students whose social environment diminishes the

. availability of other informal sources of information, are likely to

obtain lower scores on a test for consumer knowledge than others who

have taken such courses and whose-social background 43 more able to add

to the level of consumer knowledge.,

11
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Statement og’ purpose

4

The long term overall objective is to provide a basic study to assist in

°

the introduction of a formal program in consumer eduéation 1n\post-&

secondary education in Quebec. The objectives involved in pursuing this

goal are summarized as:

'
-

1. To assess the knowledge, attitudes and behaviour of English public

CEGEP students concerning consumer education using a sample survey.

2. To describe the characteristics of the English public CEGEP

' population and identify factors:-which can be shown to affect knowledge,

4

attitudes and behaviour of the population.

3. To develop: an instrumer;t capable of simple r'a‘pid assessment of the

level of knowledge of the CEGEP populatidn. '

The English CEGEP populat‘.iori forms a minority group within the Quebec
CEGEP system. Following’an investigation of an equivalent group of
the French CEGEPs, findings will be related to.future plans for

curriculum content and accepted curricular approaches.

The Research Model

The research model (figure 1)-is used on}y to illustrate possible
influences and interrelationships which may have an effect on
curriculum needs. ‘tThe model was created specifically for this research
study to represeng schematically the various factors investigated.

v

Introduction
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_ Since no previous studies had been undertaken, and consumer education

.

had not prev iously existed as part'of the education curriculum, the

study encompasses a comprehensive approach to investigate the target . e
population,
Figure 1 z

Research model of the investigation of knowledge, attitudes and
* behaviour of students attending English public CEGEPs in Quebec
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‘ Introduction
‘ -

A thorough search of literature in the public domain producéd_ no
studies withsimilar r'esearchv objectives. These objective's are to
investigate present consumer kn&wledge', attitudes and behaviour of a
target population as a basis for planning the 1ntrodt;ction of’,d\‘
oonsumer)‘ education curriculum. A recent hublication, Promotini\

" Consumer Education in Schools (Hellﬁ:an—‘ruitert.J 985) reports a "dearth

iof material" on how to Integrate consumer education into the school

°

.curriculum.

Since this review of literature cannpot examine research sharing
comparable objectives, literdture is examined which will facilitate the
understanding of the problems involved, and the discussion and

conclusions that may be drawn from the study. Previous studies are '

e

examined from the following gpproaehes:

[

A. Assessment of knowledge, attitudes and behaviour in consumer’

education.
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. -—

> 'B. Evaluation research of consumer. education courses including
teacher competency and the specific academic background of

oy L
teachér/"d of consumer education.

]
C. Assessment of attitudes.

4

. D, Consumer education, 1t.s content, and the emerging discipline:

consumer science. ‘ .

E. Types of curriculum approach. ) ‘

3y
The orientation of the new discipline, consumer science is examined in -

this-literature review because the last few year's have marked a period
Jof significant development  in this field ot"study. Political
' recognition and support is being demonstrated for the need for consumer
education in such documents as the United Nations Guidelines (1985). \
.Academics in this field come from diverse academic backgrounds,

therefore it is 1mpqr'caﬁt to reach a consensus to derilrié éhe concepts,

. &
scope, role and profile of consumer science in order to achieéve a

3 ¥

coordinated effort in rese’_arch, curriculum development and teacher
| competency. The new framework and classifications are an important
part of this research that has the long term objectives of introducing

a formal program in consumer education in Quebec CEGEP's.

o

i
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.

A. Consumer Education: Asaesaing Knowledge, Attitudes and Bshaviour

A nationwide sample survey was conducted in the United States by the

‘Institute for the National Assessment of Educational Progress (1978) to

assess consumer skills and attitudes among 1 7~year o0ld high school
students in the United States. The intent was to provide a set of

items which would enable other inferested groups to assess levels of,

‘consumer knowledge and s,id/img development of consumer education

programs. A1l the results reported are limited to percentage responses

4

,ror‘ single items and do not give students' individual scores (N.A.E.P.,

1979). Results are given for all the 17-year-olds in the national
sample and also for subpopulations by sex, for 1,7-year'-old students in
the 11th grade, and for 17-year-old 11th graders by sex. The published
reports of the survey include a collection of consumer items covering a

range of {c{;nsumer topics (Appendix A), which were used in the study.

/

@sﬁanad'a, a pilot project was conducted ~by the Ministry of Consumer

and Commercial Relations. Ontario (1977) to determine the effects of a

consumer education program on a whole community. Questionnaires were

Review of Literature

e

administered to the public to 1nvestigate knowledge of consumer
protection legislation. sources of oonsumer 1nformation,=purchasing
bevhaviour, attitudes and consumer r'elations with business, and
ahtiytudss towards govsrmnent and the school system and thelr

rssponsibilit:ies concerning consumer sducation.

“The project also included a separate questionnaire survey of all Grade

I3

. X high school students in the comniunity to investigate general consumer

1
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knowledge and awareness of consumer la/v;;: shopping and budgeting
habits, and attitudes towards credit, business and consumer education.
Ninety-four percent of respondents spoke English in the homef, 30
percent spoke French and 9 percent spoke another language; no
information was given to indicate the language most frequently spoken
in the home, although one of the high schools in the study was French -
speaking. Results showed that student confidence in theirl' ability to
obtain satisfaction if they had a purchasing problem was not backed by
their consumer knowledge. Questions on shopping habits were ablou.t.
specéfic local conditions and inappropriate to this review. Fa_unily
budget records were kept by about a third of students' families, while
a third did not and a third did not knoy 1f their family kept written
records,” Students were judged in general to be "fairly realistic in
their attitude toward borrowing" (Ontario Ministry of Consumer and
Business Relations, 1977: 54) though 43 percent of thq students said

£
they did not know how to comparigon shop for credit. Attitudes towards

. business varled from general sa'tisfactj.on for the provision of goods

and services to dissatisfaction generally concerning value for u;oney,
consumer relations and honesty. A general lack of knowledge was also

shown by students about the amount of profit made b} businesses.

9

The research findings of the project 1nd1cate:

the overwhelming majority of adults and Students feel that
consumer education should be taught ‘in the —schools.—
Educators should act on this response, and make a greater
effort to develop and offer courses which will pr'epare
students to make intelligent consumer decisions",

Ontario Ministry of Consumer and Commercial Relations
1977,-pp.4=5
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B. Evaluation Research in Consumer ?Iucation

Evaluation research can be used as a summative method to judge the
benefits and effecti veness of con‘sumer education programs.: Several
studies have been carried out to determine whether courses in consumer
education can improve student competenc;les aqd also to examine the
texts \and the teachers involved (Herrmann, 1982; Langrehr, 1979;
Hawkins, 1977; Lloyd, 1983; Garman, 1979; Lofgren and Sazuki, 1979),

]
The problems found in this type C\f research are threefold:

1. The content included in consumer educatlion courses offered.

2. The nature of the sample i.e. are those being assessed, who.
have not taken courses in consumer education, .comparable in

ability to those who have taken courses? .

3. The competency of the teachers and the effect of their

academic background, N

1. Consumer Education Content. Herrmann (1982), in his study of the
cohtent of high school texts on consumer education, 1938 to 1978,
concluded that content is neither comprehensive nor adequate and that
cha;xsing needs of t;1e social and economic systems have ndt been met.
Such factgrs as 1) a preference for the more easig taught concrete
topics such as "buymanship" information, and 1{1i) per"iods when

controversial\" topics have been ‘avoided, have resulted in slower

0 ' evolution in some areas e.g. public goods. He considered the ~problem.

18
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of a "lack of creativity, scholarship and leadership in the ft{eld" and

the 1‘ack of a developed knowledge Tse as the most Important reasons

for the many inadequacies and omissions of consumer education texts.

% ) ,
2. Evaluation: Comparability of the Samples. Langrehr (1979)
investigated the effect of consumer education on students' competencies
and attitudes in a study completed in 1975 using students from Illinois
and Alabama. None of the students from Alabama who formed--the control
group had taken consumer education or economics courses. His researctt
congsidered the effect of the specific type of course offered o’n
consumer co‘m})etency and attitudes to business. A course with specific
consumer education object{ves was found to improve com'petency. dnd
develop more positivé attitudes to busineSsﬂ: He concluaded that
economics courses are not a substitute for consumer courses since no
“’s,ignit:'icant difference in competency-was found between those who had
'taken economics‘courses and those who had taken neither economics nor
consumer courses. Hawkins (1977) did not find that consumer courses

significantly -affected Bometéﬁ:y of high school graduates concerning

money, management and purchasing behaviour. .

. Langrehr (1979) aekhq:ledged previous sStudies discounting the
significant effect of having taken relev;nt ¢ourses, and points out
factors which may account for the discrepancies in results ohtained in

o other studies. For example, when consumer education is not compulsory,

there may be a tendent%y for a restricted population, often [_ot less able ’

students to be taking consumer education. He .also points to the ‘fact

19
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that few studies have controlled for such factors as previous relevant
N o

courses or level of intelligence. This could be a significant factor

especially if exacerbated by possibility that pre-university

“

programs allow few options to the more able students intending to

—

continue their education.
)
4

Lloyd (1983: 163~5), addressing education policy-makers, emphasized the
* inadequacy of much of the research attempts to evaluate consumer
education programs "both as a weakness in evaluating progran

effectiveness, and as a drawback in promoting the value of expanded

~o

programs™,

3. Competéncy of Teaching in Consumer Education. Garman (1979)
reported an average score of below 60% on a Test of Consumer
‘ Competencies administered in a nationwide asserssment of prospective
teachers in the United States of America, which "does not seem to
indicate a high level or_compr-ehension of cognitive consumer education
concepts.” He noted that those prospective teacflers who had taken any

consumer related courses scored significantly higher than those who had
not. '

aery

‘ Lofgren and Suzuki (1979) investigated the competency of consumer
education teachers in secondary schools in Oregon. A comparison is

made between teacher;s of consumer education whose academic backgrounds

@ . varied from-home economics, business education, social studies to:

mathematics (Table 1).

0
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o Table 1

Consumer education competency scores achieved by teabhers
of consumer education with different aca}amlc backgrounds

-

Subject-Matter Total ;EZE Mean Score
Speciality ) (max. score 50) .
Home Econopics 38.85
(50)
* Social Studies ) 33.45
(38) .
Business ‘Education 32,62
(52) . ’
Mathematics 32.44
(45) X -
. All Teachers K 34,34
(185) “ .
-------------- F o Saded o ; _--—'“-"—------:’—""'-'_‘

Adapted from Table 1, 13.2.3@&. Lofgren et al. 1979.

wdhy
-~ They found no significant difference between the scores obtained by

teachers in different subject areas and concl@ajd\t\hat,

‘ - The data seem to suggest that ‘teachers in home economics,
business education, social studies and mathematics are
equally prepared to teach comprehensive courses In
consumer education/economics/personal finance even though
certain deficiencies in preparation exist.

‘ (Lofgren et al.1979: 383)
The contribution of  research in recent years has oper;ed up a new
apbr‘oach to consumer education; notablly the work of Bannister and
Monsma (1982) in providing a ‘r;ew ‘classification and framework of
c’once‘pts,‘and also Kroll and Hunt (1980) 1;1 their conceptual anglysis
v and useful discussion of the focus of an emerging disciﬁliné.‘ It is
difficult to assess present eompet;encies for teaching consumer
' o - education, until tl'ie new apprc;aches defined by these authors affect the
' - curriculum conteﬁt; and the assessment instruments. 1

*

21 -
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C. The Effect of Consumer Education-on Attitudes.

Summers (1970:2) contends that an "attitude has a directional quality",
and that a tendency to behave in a certain way may be indicated by an
attitude expressed in a response. Fishbein and Ajzen (1975:382) whilst
recognizing the danger in assuming that an expressed attitude results
in corresponding behaviour, consider that accurate predictioq of

— 7" behaviour can be appropriately measured by an expressed intent.

Stone et al. (undated publication) develdbed a theory of attitudes and
events which they suggested can be adapted as a conceptual guide in

_otherstudies. ' Stone et al. emphasize that attitudes are linked with

—

*  human behavfbur; the behaviour or response can be expressed as an
answer, written or oral to a question, The survey investigatéd

attitudes as a subset of behaviour using data based largely on
: 4
responses .to a survey questionnaire. Guttmann contributed a definition

e s

i of an attitude item:

An item belongs to the universe,of.attitude items if and

only if its domain asks about behaviour in a
[cognitive] °
[affective] modality -towards an object, and its
[(instrumental] .

. [very positive]
range is ordered from [ to ] towards that object.
[very negative]

) (Stone et al.: 62)
This defiqition emphasizes two important factors:
1. - an attitude has an ordered range of responses from very
positive to very negative towards an object in question.
ii. - attitydes though a subset of human behaviour can be

differentiated from other kinds of human behaviour,

22
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Langrehr (1979) draws attention to the fact that little research has
been undertaken to explorelftudént attitudes as affected by consumer
education. The results of his research suggest that courses in

- consumer education had a positive effect on student attitudes towards

~t —

business.

&
»

D. Consumer Education, its Content and the New Discipline: Consumer
* 1

Science (

Curriculum Neeéds. There is an historical and somewhat persistent
emphasis on "buymanship" skills found in educétion,materials (Willett
1979). Herrmann (1982) adds that within the concept of buymanship a
major emphasis in consumer education texts has been placed on product
choice. He suggests the reason for this may be simply the large body
of information available and the ease of using such materfal In

- ‘

teaching rather than some of the more abstract conceéts.

Bannister and Monsma (1982) developed a compqehensiv% guide which
provides a framework for content for program plahning anddcqrriculum
development. This framework has been welcomed by cther academics
(Bymers, 1983; Green et al., 1982) as a significant attempt to organize
the concepEs and the body of knowledge; it provides a tool to plan and
standardize consumer education curriculum content. Bannister and
Monsma (1982) contend that consumer needs are now and will continue to

*“ be in a broader range of consumer behaviour modes (1982). Consumer!

education could affect behaviour on a continuum as {llustrated in

figure 2.
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, " Flgure 2
. Consumer education: potential impact on consumer behaviour
Individuals and groups actively participating
in consumer education programs...
{
CONSUMER EDUCATION CONTINUUM
] e o e o o o =8t o r-—————-—-——-——'——__. I -
> Limited Extensive
! . . «.should gain competence
° ~ in the knowledge and AN
skills needed...
\
ha \\
4 '
#fw ...to make decisions'and
take actions as consumers.
, " - CONSUMER BEHAVIOURS
Coping Planning Participating
Questioning Purchasing as Citizens Influencing
Conserving ' Change
. Source: adapted from Bannister & Monsma, 1982: 9. fig.2. .
(by permission) ‘ !
Bannister and’ Monsma's classification of concepts (Appendix B) 13'31ted
as a guide:for consumer éducation content in the IOCU publication,
Promoting Consumer Education in Schools (Hellman-Tuitert, '1985).
- Bannister and Monsma define consumer education as the process of
0 ~ gaining the knowledge and skills needed in managing consumer resources
: ., and taking actions to influence the factors which affect consumer
¢

decisions" (1982:5). Their classification suggests ﬁhrge key concepts:

*
H
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o

decision making, resource management and citizen participation. The
. 4

key concepts may have up to three levels of sub-concepts with various

cross references occurring between sub-concepts throughou% the

*

classification.

Tr

Hellman-Tultert (1985) cites two other guides to consumer education
content: one suggested by the’Council or’Europe (1981), and one
published in Denmark which focussés on four asp;cts of consumer
education (Jensen, 1980) (Appendix B). The Council of Europe guide is
«~ more subject oriented than that of Bannister and Monsma and spec;ties
fourteen major content areas. éannister and Monsma extract

[ commonalities across subjects as concepts, for example: tﬁé political .
system as an external factor affecting consume} decisions under the key

concept of decisaion making, compared to the Council of Europe guide in

which no single topic focusses.on the cohcept of the political system.

—

Jensen (1980) suggests that consumer education has four aspects on
which to focusa: the soclety, thg producer, the consumer and policies.
Conaumer education can provide an understandiég of the role of thJ
consumer in ;ociety and also of the production system. Coﬁsumer

education should also enable the consumer to acquire the necessary

<]

skills to function effectively and to recognize oth;r iﬂfluences,
consumer motivations, cdnsumer rights and responsibilities. The fourth
focus on policies emphasizes questi;ming the wéy in which a consumer
functions within society. &3ensen encompasses the concerns for the

]
consumer and notes the need to understand the producer/consumer

relationship, acquire effective consumer skills and to explore consumer

25
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C \ ,
behaviour and the influence of consumer actions. Jensen's approach to

consumer education, though generalized, is less comprehensive and

succinet than the classification of concepts developed by Bannister and

Monsma. .

Rice and Tucker (1986: T-21), describing an ecosystems approach to
Tamily life management, demonstréte several parallels with‘the
Bannister and 'Monsma model. The individual qnd the family are
interdependent and furthermore they must participate in other

ecosystems: the communfty, the nation and the world.

Paolucci{, Hall, and Axinn (1977: v) also reflect the thrust of the
Bannister and Monsma approach when they emphasize the importance of

"principles and concepts which may be as applicable and meaningful in

ten. years as they are today"f

. Consumer Science. Two publications have contributed significanti} to
defining and organizing -the body of knowledge of,the discipline.
Bannister and Monsma's classification of concepts in cénsumer education
(1982) has been reviewed préviously; the noteworthy contribution of
the classification 1is tts aim to provide universality of concepis whiéh
transcends social, cultural and economic differences. Kroll and‘Hpnt
(1980) in their conééptual analysis of an emerginé discipline developed

»

a model: ﬁhe Basic/Applied; Macro/Micro; Private/Pudblic, which provides

an analysis and definition of the important elements of the field of

0 - study and further suggest that\’t‘.he term "consumer .science" most

adequately describes the new discipline which is emerging as a result

of previous contributions from several disciplines.
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Since 1982, seveqal papers have been publi;hed (Kroll 1982; Monsma,
1983; Chenoweth, Eigsti and Stampfl, 1984%; Morse, 1984) to addreSs
the bro&lem of clarifying and defining thé discipline of "cgnsumér
science"., Chenoweth, Eigsti and Stamﬁfln(19gu),analyied responses
from program auditors in the field and suggest that there is agreement )
tﬁat the term consumer science is comprehensive, appropriate ‘in
covering the broad field of study and,includeé’cong&mer economics,
family economics and consumption, Kroil (1982) emphasizés the
importance of‘élearly focusing the efforts of researchers, policy
makers and“ggachérs in the field. Gribschaw, Hayes and Sgartzlandér
(1984)join those who eﬁdorse thg Bénngster_and Monsma (1982)
- classification as fulfilling the heed for well-defined comprehengive

'elassification scheme which is required to assist in planning and

practice in research and development.

-

Morse (1984) summarized participants" opinions expresséd at a National

Invitational Symposium: "Consumer éciencé in Institutions of Higher
i Education". He suggests that théie is a qistihct role for consumer
science as a discipline. Other discipljnes are required to contributé
to consumer science content but are not congruent. Homé economics is
eodﬁlementary in many aspécts to‘consumeﬁ science, sharing the "Kroll
focus and scope ... particularly ... consumer - consumption - family
economics". He recémmends that home economists should seek new leader-
,shis to strengthen their identification an& support for consumer

science for the mutual benefit of both.

21 ‘ o
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@

E. Curriculua Approacﬁes

Wong (1981) contends that_ponqumerttopics can be taught in high school
'through three different areas: business éducation, mathematics and home

economics. She points out that consumer studies requlres a fagility to

teach social and economic concepts, which are more appropriate to the .

academic training of teachers of business education and home economics

*

rather than mathematics. .

LL -
Pasch and Bannister (1982) based on independent studies of high school-

curriculum reform suggést"that three curricuium approaches could prove

o ‘

to be relevant to future planning: o ‘ ) ,
; & P

- 3

- cultivation of the intellect.

- interdisciplinary clusters of knowledge.

S - the competency approach. *

Paséh and Bannister consiﬁe; that consumer education conient,can be
édépted to each of these approachés. -The'first theme, tpe cuItiv;tion
of the intellect, would pe able to utilize.a fragework of disciplinary e
knowledge. The second approach of interdisciplinary eluéters of
' knowledge can be satisfied since all consumer-scientists recognizelthe
’ "' intérdisciplinary nature of the subject which dra@s on many Ather
disciplin;s\for coné@nt'such'as_economics, political scienceh
mathematics, soéiology and pyschotogy. The third theme of cémpetency N
0 reflects the trend that teachers should be accountable for student |
performanhe. The emphagis of this last approach must be to present

-

curriculum content in the form of performance objectives.

.
1
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Green et al. (1982) summarized curriculum approaches to consumer

education in three ways:

-~

7’

- a multidisciplinary team of  teachers .
- a single course and teacher

e - integration into other courses

'The multidisciplinary approach uses several teachers e;ch with
specialized knowledée who rotaté between groups of students as part of
a single course. The Fourseyis thus offered to a large body of
sgudents divided into groups, each of which at any given point in the

'course‘are taught a specialized aspect by one of the teachers.

A single course with one teacher responsible for all the content is
probably the most common ﬁethod of teaching consumer education. This
;pproach is more dependeﬁt on the 1limits of the teacher's expertise,
'although there are a gfowing number of comprehensive guid;s to such

courses in consumer education.

Integration‘into other courags of consumer educationkéontent requires
. ettective-administpation and coordination to be successful. Green et
al. (1982) summarize the general problem in providing consumer
edﬁcatlon'as lack of pre-qeévice training which in turn results from

previous lack of clear identity of ‘consumer programs in higheﬁ

education. N

Hellman-Tuitert (1985) examined three alternatives. Two of.th&be

-~

altﬁizjﬁives are similar to those suggested by Green et al.(1982): as a
w5 v,
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new subject area taught by a single specialisﬁ teacher, br 1ntegﬁq;ed
into several other subigct areas. The thirq alternative suggested by
Hellman-Tuitert examines the possibility of incorporating consumer
education into onelspeeific subject. The Canadian speech (IOCU, 1984)
drew attention to the problem that this third.alternative would )
restrict content to one aspect of consumer education, for examplg in
social studies the ma;hematical skills required might not be covered.
'The incorporation of consumer education into hé;e economics as in the

Quebec secondary level 2 (grade VIII) course, a course which already

draws on a number of other disciplines, was not addressed.

Various approaches are preferred and have been tried by different
“countries. Hellman-Tuitert (1985) notes that the choice of the method
chosen to incorporate consumer education into a curriculum is often one
of p}acticality rather than preference. Such factors as an overcrowded
curriculum and a lack of qualified teachers may make it easier to
incorporate consumer education into existing subjects. How?ver, if
eoﬁsumer education is to avoid being fragmented and lack an overall
approach or philosophy this multisubjectﬁépproaeh has to be integrated

into the curriculum with care, cooperation and planning by educators.

-

‘Canlualon

s

The limited number of previous studies found to be directly useful to
the curreﬁt research has necessitated a different approach to this

review of literature. Literature has been reviewed to consider severél

30



0O

Chapter II ’ Review of Literature

%

relevant approaches which ma&,have an influence on the research

objectives,

-

The content of the emerging discipline, consumer science is mobre
clearly defined. This clarification of content of the emerging
academic interest field can be a contributing factor to improving the
cgmpetency of future consumer educators and the content of consunmer
education courses, quSumer education has receiveﬁ international
attention which has resulted in an increased consensus on the concepts

and objectives of consumer educatipn.

5
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1

METHODOLOGY

<

THE QUESTIONNAIRE - .~ '

.

Introduction

The research method used to col;ect data on English public CEGEP "
students is a queStionnalré survey (Appendix C). Me q&estionnaire
used in an United States gurve} (Education Commission of the States,
1978) was a source of items for the questionnaire used in the Quebec
survey and therefore the background to its development is briefly
described. Items which were used from the United States sdrvey were
modified for differences 4n culture, pragtice or legislation in Canadaav
and Quebec. The population for the survey 1is defined, also the choice

of samplé size and sampling procedure used. ;

The sectiég on the analysis of data includes a description of afl the
variables measured and eaiegorizes them into four areas: population
bharacxeristips, consumer knowledgg, self assessment of consumer
knowleége and the contribution of specific sources, and attitudes and
behaviour. A final sectién describes the objectives of the survey, tpé

hypotheses examined and procedures and methods of anélysis used. ) \\<:\\N

H

-
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The United States Survey

Methodology

A computer search conducted through the McGill University Library using

the Educational Resource Information Centér'(ERIC) brdduced several

references associated with an extensive research program first

initiated in

1975 by  National Assessment of Educational Progress. In

=

1977 a series of gquestions was develpped, as part of a nationwide

assessment of
skills spec

protection.

Public conce
resulted }n a

olds in 1978.

bagic life skills of'17-yaar~olds, tolevaluate consumer

ifically concerning personal finance and consumer

AP
J

rn and professional interest generated by the survey
more comprehensive survey of consumer skills of 17-year

Items included in this extensive study were developed and

‘reviewed by 36 1ntereste§ professionals with appropriate backgrounds in

L 4

education, research, relevant content, consumer organizations and

government. Over 100 items were developed,-ope item dgpen consisted of

a number of questions on the same subject. No respondents were given

the ‘entire qu

Problems were

Q

estionnaire. A l1ist of the topics covered, includihg an

associated Math Assessment, 1is given in Appendix A. >

encountered in developing questions in some areas such as

onsumer behaviour and ecohomics, which according to the National

Asseasgment of Educational Progress (NAE?), had never been assessed

before.
development

four areas. F

mments included in the NAEP report (1978) concerning’’

nd review of quaationnaire items can be eummarized;into
rst there was.a iack of previous experience {n assessing

L
N

33
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some areas, notably consumer behaviour. Also dirffcultiqs were
experienced in developing pencil and paper instruments that assess
respondents behaviour and/or their perception of the motivation and
behaviour of otﬁers. Thirdly, the inevitability of overlﬁbping of

content between topiq? had to be accepted e.g. purchasing*ﬁehavidhr«and
. . .

+«
consumer protection. Finally difficulties oc$¥red with the level of

4
¥

reading and vocabulary. -
.-

Some decisions and revisions weré made to resolve these problems.

Every effort was made to simplify language except wherg ‘languégé.was

intrinsic to the area e.g. installment contract, warrént;es,etc. It
was accepted that‘SOme questions could be vtoncerned with concepts

important in several consumer areas. Items concerping consumer

behaviour Qere included to assess both the respondent's behaviour and

recognition of other behaviour patterns. In the latter case, NAEP

e

(1978:4) reports "the developers (of the questionnaire) included only
those items where the correct responses were based on gqurallf

accepted research or oonsumer behaviour".

The Quebec Survey

L4

lThe qhestionnaire used in the Quebec survey consists of 46 questions

concerning consumer education plus questions about respondents',
g

personal background. The questionnaire was modelled on 4he NAEP

questionnaire and extensively modified to reflect Canadian and Quebec

consumer law,. anq the research objectives. The NAEP set of items

°
4
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3

covered a very wide r-angé of topics (Appendix A) and tot_al‘led several .

] &>

hundred questions, Thérelatively small scale of the Quebec survey
made it essential that each respondent should answer the same set of

t -

Questions. Theé researcher chose to omit two subject aréas completely:

o

Basic Math Asns’essment and Energy. Questions for the remainipg six
sections were examined, selected and adapted in order to_;eﬁ}i'ev‘e a

questionnaire appropriate in length which represented :as adequately as
_ ' possible the subject area. Since th;a long‘term objective .of the
r"es;earch survey is to provide a ?‘amew@rk for the introduction of a

formal program in consumer education at the CEGEP 1level, some

'assixmption’s were made as to the possible content of an introductory
1

& 4

~course and the thrﬁst of the questionnaire was directed at questions

Judged to be r'epr'esent,ati‘}é of key concepts in such a course.

The selected items (See questionnaire Ap‘pen°d1x C) also reflect the key
‘ ' eoﬁcepts used by Bannister and Monsma (1982) (Appendix B).” Several
c'oncepts could be included in one question. A-general analyslis of

i oy .
- question content classified the items according to Bannister and

Monsma's key concepts.

» &
.

- 1. Decision—Making: . 24 items . ‘ .
V. . . Scored questions' 1,2,3,5,6,7,8,13,16,17,18,19,20,24,35,37,36,38

%

' o Unscored questions 4,9,10,11,12,40,H

‘

-

O 2. Resource Management: 22 items
B ) ’ Scored questions’ }.5,6,@13,1&,15.21,‘*23.2%25.26.3‘5.36

. Unscored questions 4,9,10,11,12,42,45 o
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3. Citizen'Participation: 15 items

3 -

’ Scored questions 13,14,15,27,28,30,31,32,33,34,35,36

Unscored questions 9,11,12,43,44

Some @tems' can be categorized under more than one concept eilther
because of the nature of the question or because there are several

parts to the question covering more than one concept. For example,

2

Question 21 is concerned with resource management (financial services)

but can also be categorized under citizen participation (consumer

[

protection gnd effective performance).

\ . Early contacts with the Engl ish CEGEPs indicated that the questionnaire
. | -
would need to be suitable for self administration and take'about 45

minutes to complete. It is impossible for a questionnaire of this

.

pondating

length to be a thorough analysis of respondent's knowledge, attitudes
and behaviour concerning the many facets of family economics and

consumer education, but {t can provide a base for curriculum planning.

u

-G

A pilot teat of the questionnaire was completed using a class of 18
students enrolled in the Faculty of Agriculture at+Macdonald College of
-Mccill Univ\ersify. The average age of the student,s was 20 years, none
was enrolled in the consumer gervices program offered within the
faculty, Or; had prior knowledge of the questicnnaire'é content. The

following day the students were asked to discuss,, criticize and comment

4
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on the questionnaire for clarity, ror:rnat, and general impressions. As a
result of this discussion, several changes were‘made to the format t:o
improve and clarify but the content was not changed. The final version
o‘f 'the questionnaire is divided into eight sections. A copy or" the

questionnaire is included in Appendix C. N

The first six sections of the questionnaire are concerned with selected

topics; each section has a brief introduction explaining what the

questions are about, how many there are, and an é‘g'timate of the time .

needed to complete the section. Topics covered the following:

A. - The behaviour of consumers in the marketplace.

Questions 1-12 Advertising, decision-making, shoppling.
’ /‘

o (

B. Contracts. ////

—

. i /
Questions 13-15 Cre'dtt’cﬁrds. payments by installments.

C. Ecdonomics and the marketplace.

“Questions 16-20 Consumer understanding of this relatlionship.

.

D. Personal Finance,

' Questions 21-26 pBanking, credit and insurance.

E. Consumepr protection. 1

Questions 27-3lf Product safety, purchases, consumer actions.

" F. Purchases: consumer purchasing behaviour.

Questions 35-38

37
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R;:epondent's Self Assessment and Background. In a final section of the '
questionnaire, respondents ‘are asked to give a self-assessment of their
own knowledge and abilities in six specified areas of family economics
and consumer education (Questions 39-55). They are also asked to
assess the amount of help they have received from school, the family,
friends and the media as sources of consumer knowledge In each of the
six areas specified. Other questions investigate the respondent's
‘background: consumer education or related courses taken; record-
keeping practices and the personal characteristics of each respondent.
The college of enrolment was marked on e.:aeh questionnaire on its return

[ s
from each college or campus. ( ——

The Quebec Education System .

In Quebec, high school students graduate on completing secondary level
5 (G'rade XI). Post-secondary public education is px:’ovided for students
who successfully graduate from high school by the CEGEPs (Colléges
d’enseignement géngrai et professionel). ) The CEGEPs of fer two year
pre-university programs in the Arts and the Sciences and a three year
career program in a wide range of subjects (Appendix D). CEGEP's have

.

\ some similarities to community colleges elsewhere in Canada.

Registration in the English edbcational system at the elementary and
high school levels is restricted to those whose parents attended
English schools in Canada. Note: for a number of years a&tendanee'was

restricted to those whose parents attended English schools in Quebec.
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These restrictions do not apply at CEGEPs, Consequently three 1an3ua§§
groups are identifiable and need to be eo*nsidér'ed' in the English CEGEP .
7]

population: French, English and a third gr‘gupl whose mother téngue is

' other than the two official 1languages. The criterion used  for
3 , T ®
assignment-to a language group in this survey was the language most

4

- " frequently used in the childhood home.

THE SAMPLE

The Populatibn

/ ~

The porp{xlation for this research includes all students enrolled at’
English public CEGEPS in the province of Quebec. Population statistics
used were the latest enrolment figures available at the time the sample

§ was drawn (Appendix D: full-time enrolment, September 1982).

The Colleges

! The data collected for the survey is from all seven English publiec
colleges or campuses in Quebec: John Abbott, Lennoxville, St-Lambert-’
Longueuil, St-Lawrence (Québec city), Dawson, Ste-Croi’x and Snowdon.

N o
These colleges or campuyses are grouped under four separate col lege

administrative complexes: John Abbott, Champlain, Dawson and Vanler .
which are described below. The specific college attended by students
is affected by their preference and the choice of programs offered, not

0 necessarily by the proximity of the college to where they live. .
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John Abbott College.is a sihgle eémpus (Fall 1982: 4623 students)
situated in Ste. Anne de Bellevue, on the western end of the island of
Montreall. Although Ste.-Anne de Bellevue itself is an old historic

own, the West Island catchment area for the college is predominantly

new suburbs and not wurban.

6hamp1a1n College consists of phree campuses~’wide13.( separated
geographical ly: The largest campus of Champl-.ain College is St-Lambert-—
Longueuil (Fall 1982: 2222 students) which is part of a large suburban
community to the east. of Montreal across the St. Lawrence waterway and ,
is l"inked to Montreal by the Metro and suburban public transport. The ‘
second largest campus of Chémplain College is Lennoxville (Fall 1982:

1285 students), situated close ‘to. the city of Sherbrooke about 160
kilometres east of Montre‘al. The Lennoxville campus provides English
post secondary education for the region.: The smallest campus of
Champlain is St-Lawrence (Fall 1982: 694 sfuderlxts) situated close to

Quebec city, the provincial capital.

Vanier College is divided into two campuses: Ste-Croix and Snowdon
(Fall 1982: 3947 and 2167 students respectively), the former is in a
dense urban community; the latter is situated in a mature suburb. Both

campuses are within easy reach of downtown Montreal.

Dawson College, by far the largest college in the Survey (Fall 1982:
7369 students) is unique i{n its administrative and academic structure.
The coXlege conéists of several campuses of different size and smaller

satellite unitg scattered quite widely in the downtown urban area of

4o
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Montreal. Laf‘ontaipe is themain administrative and largest campus,
Selby is the s;oond largest followed by Viger. Theré :—ire éther sma'ller'
satellite campuses and units offering special ized courses for programs
ba)sed in one of the Ehr‘ee largest campus;s. However, the structure,
administration and enrolment statistics avallable for Dawson College
necessitated some modifications in sampling techniques whilst using the
same principles applied for the other colleges included in the survey.
Thus, to maintain the principle of seleétion to that of probabjility
proportionate to size, the percentage distribution of student enrolment .

in the college programs offered at these three campuses was taken into

account when the Dawson College subsample was drawn. ‘

All the colleges are withih the census metropolitan area of Montreal,

with the exception of the St-Lawrence, Quebec and Lennoxville campuses

of Champlain Regional Col lege.

Sample Size

A conser-vativ'e sample size was used since no estimates were |made

regarding the maximum (or minimum) occurrence rates of any attributes

of the population. The calculation of the sample size for a confidence

level of 95% assumes a 50% distribution of any sampled attribute, which

maximizes the sa:'nple size. These criteria were used:-

$ Sample size for reliability of + or - 5% for a
‘ population of 20,000 - 377
population of 50.600 - 381

(\l}rkin and Colton, 1968: 22, 145 -152)
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The population of English publ ic CEGEPs (Fall'1982) was Fecorded as

é27307; 483 Questionnaire were distributed, about 20% in excess of the

number required.

Sampling Procedure

The sampling method used is one of .pr‘obabil ity proportionate to size
(PPS); this 1is a more sophisticated form of cluster sampling (Babbie,
1983: 171 and Kish, 1965: 82). The sampling sequence and design

developed for the survey is illustrated in figure 3:

Figure 3 . .
The sampling design

Total English Public
CEGEP Population

Colleges and/or ’
Campuses (PPS)

y

Program of
Enrolment (PPS)

i

Random selection o
program ,

Methddology
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College Sampling. Each college or cgpmpus is proportionately
representedl in the sample. Thus;, the subsamples drawn from John
Abbott, Ste-Croix (Vanier), Snowdon (Vanier), St-Lambert-Longueuil "
(Champlain), ‘Lennoxville (Champlain), Quebec St-Lawrence (Champlain),

and Dawson were numerically in proportion to the size of each to the

total English public CEGEP population.

Program Sampling. The framework for random sampling of 'programs, also
using the method of probability proportionate to size, was created by

listing alphabetically all programs offered by the English i)ubl ic CéGEP
system. However, unlike college representation in the sample, where
each college is repre;ented, program representation 135 by random
selection, therefore all prjégrams are not represented in the sample.

Probability of selection is proportionate to size.

Random Selection of Programs. Programenrolment was indioa‘ted as a
cumulative percentage of the English public CEGEP population. This
liat ereated a three number code range for all programs, the range
being proportionate to the siée of each program (Appendix D). Using a
random number table, three-digit numbers were drawn for selection of
programs to be 'included in each subsample; the probability of selection
being proportionate to the size of program enrolment. Each program
drawn wa.;s to be r-epruesented by one class; an asasumption of twenty
students per class was made and numbers were drawn for each subsample

until the total required was reached (reserve numbers were drawn to

cover insufficient class enrolment). .
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An attempt to list and draw at random particul;r classes wi%hin
programs proved iogistically impossible, since few courses éré
exclusive to one program. A method of emphasizing the predominant —
prog.ra'm of enrolment of students' in a class as a key selection factor
was found to be the most feasible. Questionnaires were distributed to
the whole-class; students within the class who were enrolled in other
programs were..accepted as part of the sample. .

F
Administration of the Questionnaire

All the CEGEPS were approached initially by letter in December, 1983,

to;lbtain permission to conduct the questionnaire survey.

Vanier, Quebec and Lennoxville colleges, bé‘;fgrred to administer the 3
survey themselves. Administrative .and teaching staff of these colleges
consulted with the researcher and uséd \the guidelines provided
(Appendix C) on the choice of classes to meet the needs required of-
random selection and to introduce the questionnaire to respondents.

The questionnaire was designed to be self-administered and required no

additional instructions.

The member of staff, who provided the liaison with St-Lambert-
Longueuil, asked for the questionnaire to be administered with one

class aan personally administered the questionnaire to a second class.

Dawson and Johp Abbott colleges allowed the questionnaire to be briefly

introduced at the beginning of a class, after which the questionnaires’

were completed in the student's own time. .

- 4y . -
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Only one group, the class at St-Lambert-Longueuil, completed the
. questionnaire in class to the researcher's knowledge. All
questionnaires were distributed and collected during the winter

semester, 1984,

It must be noted that thg impossibility of controlling the
ecircumstances under which the questionnaire was completed by
respondents is a weakness of the survey. However the introduction and
instructions for completing the questionnaire emphasized that the

questionnaire was not a test. The opportunity to answer "I don't know"

ya

" and the effort to make questions. interesting, personal 'and non-

threatening was designed to optimize validity.

Ratﬁe of Return of Questionnaires®

I

The number of questionnaires given out was 483, representing 2.2% of

M !

«

the total popmlat;ion.t Two hundred and seventy-three (273)
questionnaires were returned represe;lting a rate of. retur‘? of 57%. Four
incomplete or spoilt questionnaires were di’scar-ded leaving 269 (56%) of
the sample population included in the data analysis. Babble _(1983:
225) suggests that a response rate of at least 50% is adequate and one

-

of at least 60% is éood.

In the sample, the smaller ca uses located o(r the 1sland of Montreal
achieved the highest rates of return and thus represgent 29% of the
sample compared to 19% of the population (September 1982). Further

details of individual college/campus rates of return are recorded in

»
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Appendix D. Four of the smal ler campuses are slightly overrepresented;

two underrepresented. No weightings were used in the analysis for

several reasons. The objective was to survey the whole CEGEP,

population, and the individual college population did not necessa‘riluy
reflect the regional population. All programs are not offered at all
colleggs. thus weighting to improve college representation might s
distort progr‘am— representation. There was considerable homogeneity 61'
the population for age and education which reducg!ad problems of bii;

that might have existed.

v

OBJECTIVES

" The objectives of the survéir are to:

’

- obtain a measure to determine respondents' level of knowledge on

.the questionnaire items.

- evaluate-the contribution to knowledge of rélevant courses

s

previously taken, and other sources of knowledge.

- determine 1if ,scores on the questionnaire are assocliated with- -
specific respondent cha(\-acnteri'stics and/or student profiles. The

. 3
student profiles utilized are those determined by sex and language.

- assess students' perception of their own level of knowledge,

sources of knowledge and attitudes concerning the need fof consumer

education.
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It is predicted that scores obtained forseach section of the

questionnaire are not related to: .

'3

1. the gex of the respondent

2. .the language spoken in the childhood home

-

(4]
3. the program of enrolment
i. pre-university arts or pre-uriversity science; \

ii. pre-university arts and science or career

M ¢ ©

"y, 'othérj relevant courses previously taken ' s

v et

1

Also that the total -score obtained Yfor the quéstionnqire is not related

to: ) L . ' ’ \

™
-~
.
-

. YA R '
. . - 1. the sex of the (r‘espondent oLt

2. .the language spoken in- tbe.childﬁoodi'lhome-

| . -

3. the pnogram of enrolment ) |-

i.'pre-university arts or pre—univer‘éhty science;’ :\

ii. pre-university arts and science pr career »

i, obther relevant courses-previously taken . e
5. respondents' self assessments of théir level of consumer -
> ¢! : “ ol * F’(
p= k;owl.edge , ,
‘~#~ b i N ~ - - ‘ ., ' €
L

° s ANALYSIS OF DATA K T !

The responses of 269 cqmpiete' questionnaires were coded and’ entered on X

A : 'the McGill MUSIC system using the Statistical Package for the Soclal
o . » Seciences (SPSSx version, 1983). L ) a . .
- N . ,,‘qu7
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Besmiiption of Variables

A total of 188 variables were coded and entered as déta for each

Y

questionnalire returned, The variables can be subdivided into four

_+ general categories: ) . ]
4 [

o -
.

1. Characteristics of the sample population - 20 variables.

[y

2. Questions measuring consumer knowledge -, 108 variables.
’ ’

3. Questions of self assessment of consumer knowledge and the

) contribution of A specified sources‘ to that "knowledge- 30
variables. ' : ~. )

3
3

M..Questf‘bns;assessing attitudes and/or behaviour - 30

t J
variables.

@

1. Sample Population Characteriatics

- '

The following variables obtained investigate sample population

i

charaéteristios:
* . Program of enrolment
- Sex
ﬁge’ ’

Marital status S

Language most ‘rraquently‘ used in childh;aod home environment

& . R -
' L

- Length of ‘residence in Canada

o

‘\L

L}

4
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! ‘ : Current year of Stugy .
s : lf. ; -
Plans after leaving college .
— ‘ ,
. ~—" Amount of paid work in previous year . .
Degree of responsibiiity for.household expenses
Full or part-time study - .
Relevant courses preyiousl('mtaken by respondents (Appendix E)
Customary behaviour in keep g\ a written record of expenses.
- - 4" ~ . 1
A ‘ ¥
.% " - . ¢
. . !/
2. Consumer Knowledge Measures
The 108 variablés used to measure consumer Knowledge are distributed
into six topic areas: '
o : :
A. Consumer behaviour: ~ advertising, decision—malizng. shopping.
’ -« 26 variables
‘ B. COnt.racts: credit cards, payments by instal lments,
» y - 16 variables
. C. Economics and the marketplace. consumer understanding of this
relationship. . .
- 1T variables
\‘. D. Personal finance: banking, credit and insurance. ’"o '
' ' . 20 variables

o

[
" \

.
T 3

E. Consumer protection: product safety, purchases, consumer .actionsa.
. ' - 20 variables Al )

( »

- ‘
. \

F., Purchases: consumers purchasing behaviour.
' ~ 9 variables .

it .
O B |

.

T
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The question format for measuring these variables demanded choosing a
single response, ushally with the option of responding "I don't know.

-

In calculating a score tpr consumer knéwledge'only a correct response

scored a point.

Example :Question 13d

"Some companies may legally 1ssue orgdit cards to people who have not

applied for them"

The correct response that the statement was "false" scored one point;

the alternative responses of "true™ and "I don't know" were judged not

correct and scored zero.

~ ~ -

Scores for respondents for each of the six sections are expressed as a
percentage unless otherwise indicated. The total knowledge score is
given as the mean of the percent correct scores for the six sections,

each section, is thus given equal weight. -

-]

-

3. Self Assessment of Consumer Knowledge and the Contribution of

Specific Sources

Thirty variables (questions L40-45) Qre directed at 1nvestigat1n§ two
areas. "First, respondents' self-assessment of their knowledge and
ability in six areas included in the questionnaire. Four possible
responses aro i;?é;d from high indicating satisgaction with theiro
knowledge or abl it} to low indicating an inadequacy of knowledge or

ability..- Secondly, respondents'assessmgnt of the help given by‘
}

g

50



Chapter III 3 ' Methodology

school, family, friends and the media for consumer information ar
educakion is investigated. Three (3) possible responses’are graded

from "a 'lot" to "not at all".

The six areas covered are:

- knowledge of the physical and.psychological conditions
which can influence consumer decisions in what to buy.

- understanding of the effect that economic and consumer
decisions may have on each other,

- knowledge to establish and use credit.

- knowledge to avoid being misled or cheated when buying
goods and serviqes.

= knowledge to be capable of protecting rights if goods or
services are unshtisfactory.

- ability to judge the quality and prices of goods and
services.

4, Attitudes and Behaviour

Some of the questiéns investigating attitudes and behaviour are
included among those questions which measure consumer knowledge.
Twenty-eight (28) of the 31 variables measuring attitudes and behaviour
are in the first section of the questionnaire on consumer behavi

Questions are concerned with attitudes, that may affect actual consumer
behaviour and the type of actioA a respondent is likely“to take in
specific circumstances. The degreé of importance is investigated for
specific reasons to save money, and for the price of a good or service
as an indication of quality. Respondents were asked to identify their
probable -shopping behaviour in specific circumstances. Respondents'

opinions were reqﬁested on the feasibility and usefulness of providing

51
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éourseé in consumer education in their school program, or whether such

. courses would have no effect and were unnecessary. ¢

The SPSSx (1983) multiple response procedure was used to examine
respondents' self-assessment of knoyledge by sex, language in the
childhood home, and actual knowledge scores oﬂtained on the
questionnaire. Analysis of variance and t test$ were used to test null

hfpotheses.,

Data Reduction Analysis

a

Two methods were used to investigate the accuracy of using a réduced
amount of data to predict similar results to those obtained using the

. full ‘questionnaire.

- 1. Scaling Analysis. ‘ ”

-

Scalogram analysis or Guftmann scaling has usually been used oﬂ
qualitative attributes such as prejudi?e or aggresgion., However, (it
has'been applied in foéd studies based on the freqﬁency of‘intake of
specified foods. This quantitative measure ch be given a cumulativ;
order describing the quality of nutritional 1ntake: Herzler gnd Owen
(1976 :377) review the use of this sociologic method in a study of food
intake patterns. The food item scale created the poésibilityﬂo} a quiqk

g§sessment of a person's probable nutritional sfatus by a, simple

0 determination of the frequency of intake of certain foods. y

Since no scaling procedure is available on SPSSx (1983), a factor
~ * =

8

4
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analysis and a correlation matrix of items were first used fo assist in
choosing items to ‘include in a Guﬁ%mann scale as good indicators of
consumer knowledge. ' The SPSSx Sort procedure was then used to liat
respondents in rank order for percent correct scores with each
resgondenf}s responses to the previously selected 1temsl113ted in
cblumns. It was then possible to determine the accuracy of the ranking
using a reduced set of items compared to the ranking using the complete

instrument.

) N )
2. Item Analysis: Development of the Short Questionnaire

A shortened version of the questionnaire was tested for internal
consistency, rellability and the ability to c¢lassify respondents
successfully into groups based on levels of consumer knowled;e.
Procedures used inéluded discriminant and reliability analysis, and

factor analysis available on SPSSx (1983).

Férty of the 108 items used to obtain a consumer knowledge score on the
quéstionnaire were selected as listéd in Table 31 (Chapger v,
Resultsi. Each of these items met the criteria defined below and
fell between reasonablé limits generally accepted for dichotomous

variables as effective measures of discrimination in education.

(Marshall and Hales, 1971:89) v };f N
!

1. a difficulty index equal to or less than .75

2. a discrimination index equal to or more than .20 - ' T

53 .
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COrrglation Matrix and Facto} Analysis

Pearson correlation coefficients were examined and used aQ a guide to
JAnvestigate the possibilities of rurthe; reducing the number of items
r;quired to achieve effective discrimination. These analyses werg
completed in order to determine first, if there was any,stron;
correlation between scores obtained in the six toplic areas of the
consumer knowledge questions; and how each topic correlated with the
total score rqr consumer ﬁnowledge. Second, the analyses would
indicate if any of the ho.items selected by dirriéulty and

discrimination index criteria were so highly correlated as to be

repetitive in their contribution to.a more rapid assessment of consumer

knowledge.

-

4 .

A factor analysis was used to determine if there were particular and

identifiable dimensions beling méasured.

4 ~

Item Validity

The discrimination index or the discriminating power of validity
(Marshall et al., 1971: 81) of the item measures the success or failure
of the {tem to indicate the possessidh-of the trait or achievement
being measured. Marshall et al. (1971: 87) consider this to be
relatively good with samples of 100 or more. The criterion ;sed in this

study to test‘item validity is the total consumer knowledge score.

The validity of the questionnaire as an internal criterion testing

reliabllity and consistency, and the ability to discriminate and

54
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classify students must be considered. This fact has bearing on the
. '

Justification of the short version of the questionnaire which has been

developed as a quick method of classifying students according to the

level of their knowledge.

No standardized method has been developed and accepted as a measure of
consumer skills or knowledge. The level of consumer knowledge
necessary for any individual to function %rrectively in the soclo-.
economic environment is a relative and subJective judgement. The
choice of criteria itself is open to considerable debate: 1is sol vency
or rational decision making paramount? Alternatively should quality of
life and the ability to participate fully in an economic democracy be a
part of a person;s goal? There is no simple answer and consumer
education is more 1;kqiy to affect consumer behaviour on a full
continuum ranging from coping to influencing change (Bannister, and

Monsma, 1982: 8).‘

Using the premise that the questionnaire measures a multi-dimensional

concept called "consumer knowledge", can it be Jﬁstiried that lacking

an extérnal criterion, the questionnaire‘score results AStained for

this sample can be used as an internal criterion? The procsdure of

usiﬁg the'internal criterion for the item analysis can improve the

questionnaire as a measure of the same dimensions of "consumer
'

" knowledge". The only advantage of using}an external criterion would be

if it is considered as a better measure of "consumer knowledge".

Since no external criterion is available and the questionnajre and
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sample size are large, the internal criterion is accepted as vali% and
appropriate. Scores are a measure of consumer knowledge and aré ‘used
in testing the consistency and reliability to discriminate and classify
students in the sample. It is also accepted therefore as a means of

comparison among sub-population groups.

Teat for Internal Consistency and Reliability

LN

In the case of dichotomous variables, as are all the responses to items
used to measure consumer knowledge in the survey questionnaire, the

same criteria may be used to test reliability and internal consistency.

(Ebel, 1979 : 279 - 280). .

Ebel notes:

‘One limitation of K-R AKuder-Richardson) 21 is that it always
gives an underestimafe of the reliability coefficient when
items vary widely in difficulty - - =, - - - If most of
the items have average scores of more than 30 percent but
less than 70 percent of the maximum posSible score, the
underestimate is much smaller.

éﬁbel'S'reference above to average score 1is concerned with the

difficulty of each item or the propértion of correct responses for a

oy,
) T

particular item. §
. {i

A
3

The SPSSx (1983) reliability coefficient Alpha is equivalent to the
Kuder Richardson Formula 21 reliability coefficient for d}chotomous

variables. The coefficient of reliability for constructed educational

achievement tests should be .90 or higher (Marshall et al. 1971: 107,

Ebel, 1979).

56
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Discriminant Analysis

The groups used in the discriminant analysis divided the sample into

tﬁree levels of consumer knowledge based on'respondenﬁs' total consumer

knowledge score. The first group included the upper 27% by rank, the
v ~ second group included the next 46% by rank, and the lower 27% formed

the third group. The criterion groups chosen are those whic!ox are

commonly used in education since they provide a compromise between tge

aim of maximizing the size of extreme groups, and at the same time

‘having the extreme groups as different as possible (Ebel, 1979 : 260).

" L

-
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CHAPTER IV-

RESULTS AND ANALYSIS

- " . \<
Introduction

Results obtained are presented‘without prejudice. All comments,
opinions, interpretations and conclusions are given in subsequent
chapters of the thesis. In general, only those results which are
statistically significant are reported. Some results are included
because they form part of a sequence of analyses which led to a

research objective. Additional results are referred to and included in

the appendices.

Consumer knowlédge, attitudes and behaviour of a probability sample of
English public CEGEP students in the province of Quebec ggro
investigated. The study examines: the level of consumér knowledge as
measured by correct responses; the courses with consumer education or
related content respondenits report having previously taken;
;espondents'personal assessments of their knowled e,‘énd also tpeir

assessment of the contribution of the specifidd sources of this

knowledge.

Re;pondent profiles, particularly‘as defined by sex and language used
most frequently in thg childhood home, are examined in association with
the level of consumer knowledge, and reported attitudes and behaviour.

ey
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!
The null hypdtheses-tested are that the scores of correct responses

obtai‘)ned are unrelated to the variables of sex; language used in i:he

-~

childhood home; consudier education or related courses previously taken
~

and CEGEP program of enrolanent {.e. pre-university arts and/or pre-

university science or career programs.

¢ Finally the use of data reduction analyais, to develop a method of
rapid assessment of the level of consumer knowledge, is described.
Tests for the reﬂliability ‘and validity of questions selected for the
rapid assessment 1nstrumeht are reported. - S

'S . , ' " s

o

Order of Results as Reported in Analyses

“

Results in each analysis are reported when -appropriate in the tollowing

<]

sequence: .

1. fobr-the whole sample

and as affected by:
2. sex

' 3. language or language and sex: .
./\ . o
4, program of enrolment i.e. pre-university arts,

pre-university sciences and career

‘K. other consumer education or related courses

o . previously taken.

] " !
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PART 1 .

-

Characteristics bf the Sample Population

il v
. -
t

The Colleges

v -

F
The community colleges of general and professional training were
introduced in Quebec in 1967 and are commonly called by their acronym, -

"CEGEP". Thé tolleges provide postseéondary, preuniversity ?dudatior;-

N

for those who have graduated from secondary level 5 or the equivalent,
tor seleacted dlsclpllnes and careers. In 198“ 51 CEGEPs prov%ded free
public education of which six were anglophone institutions, and 29

were private. The sample for this research was drawn fron the six

©

English language:-public CEGEPs. ’ \

The sample drawn from the population oonsists of 269 CEGEP students'
129 males and 140 t‘emalea from the six Engliah language CEGEP colleges
“ in the province of Quebec. The colleges and campuses are located in
various regions or’ Quebec, however about 90% ér the toi‘.‘al‘ public

| English language CEGEP student population is on the island of Montreal

or within commuting distance.

. '\j~

-

Table 2 shows the representation in the sample of each college 6:-_

)

13
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) ) ‘;\\
campus compared to the population. The proportion of males and females
in the sample i3 also given for each college, though n"o detailed

L

statistics were available for the popupation,

Table 2

Breakdown by college of the sa-ble population (1984) compared to the
total English public CEGEP population (September 1982 etatietics).
Breakdown by sex of sample

_______ g s . e e i 2 e s - 0 b > S e T D T O " G " T W s B s D Vo P o S -
College - . Zon91 Population, Sample . Sample
Total Male Female -
On Montreai Island = \ L
Dawson Inner City ] 33.0% 25.9% 12.6% 13.3%
Vanier Mature Suburbs 27 .4 . 29.0 6.3  22.7
John Abbott Exurbia 20.7 16.4. 12.3 4.1
Montreal C.M.A. ! g
*St-Lambert Mature & 10,0 "15.2 . 10.4 4.8
new suburbs j
{
\\ j
" Rest of Province ‘ *(
. \
¥Lennoxville Urban(100,000+) 5.8 3 8.6 4.5 4.1
*Quebec Urban(100,000+) 3.1 4.9 1.9 3.0

Total

¥ under common administration of Champlain Regional College

zone definition reference:
Perspectives Canada II, A Compendium of Social Statistics 1977.

189-193. Statistics Canada. (Appendix F)
statistics based on fulltime enrqlment, September 1982, unavailable

for male and remale enrolment.

61 ' .
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£

Denographlc,Chag'acterist.lcs of the Sémple

-

. ¢ . 4 -
Sixty-four. (64) per‘cent of the respondents use English ‘as their first

langua.ge- 13% are French speaking and the remaining 234 used a language

other‘ than French or English in their childhood home. This latter

group will henceforth be referred to as "other" when defining language.
® N o
Seventy percent of ;the males in the sqmple and 58% or the females in

. \ >
the sample are English. "Other" females constituted 28% of the females
in the sample compared to "other" males who constituted 19% of the

males (Table 3. -

¢

The medi‘an age’ t‘or both males and I‘emales in the sample is 19 years

. with 811 bebween 18 and 20 years, and ten (10) per'cent under 18 years.

v '

Eighty-o‘ﬁe (81) per'c;ent of the sample were born in Canada and only two

(2) per.'cent, had 1ived in Canada' for 1ess than 5 years (Tables® 4 and 5).

.
ot '

t ?
' Table_ 3
. * '4 * f ) °
*. Sex and \langhage most frequently used during childhood
s . : _— ’
.,.....r......._......_.-.._.._.._.._.'._..-;.a..-_u_.».____;:____._..............‘ _____ [P —— T
_Language A\ ‘ Mald Female Total .
. -"——"-——_—-"'"“7-‘"7-‘T-‘—‘__““_—'_'-—-——-_—_’_'—_---—-*—_"—-—__-"_-T» S
English ‘ ©+ . 69.5% ., 58.4% 63.8% d
'French ° LT 13.9 12.8
- 4 a * v N
. . ) 8 v
'Other* -+ "o ’ ‘ 18.8 27.7 7 23.4
Total ' ' 100.0° 100.0 100.0 - . .t
—————— A——-“——--—-——-v--—-\-——-M"———---—-——-h--—-—-——--———-——--—------—-—
Number: of cases . 128 & 137 265
Missing cases C1 3 y ©
—’T——u—_n——m——————-——-———-————-‘-—P——; ————————————————————————— .--\-'!
L2 !"’ ‘g v 3 ‘L ) :

N . :
* + Other 1anduages recorded {ncluded: . Italian, Greek, Portuguese,
Chinese, Arabic, Hlndi, Spanish, Rumanian, Lithuanian, . Inuktit
and Vietnamese. -

~
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-

Table b

Age and sex distribution of respondents in the sample
.\ b ’ B -

s,

-
- [y

Age Male Female Total

. . - - — %

Under 18 7.0% 13.7% 10.4%

18 years 41 33.1 36.9

19 years ) 30.2 37.4 . 34.0

20 years " 13.2 7.2 1041

Over 20 , 8.5 8.6 8.6

Total - 100.0 100.0 100.0 X
" Number of cases 129 139 u 268
Missing cases . 0 1 1
Table 5

Distribution of respondents by length of residence in Canagda and sex

t

.
- o d - ' - — o up e
oo v

Male Female  .Total
Born in Canada 81.3% 81.2% " 81.2%
Lived in Cariada more than 5-yrs. 17.2 15.9 165
Lived in Canada less than 5 yrs. 6 429 . 237
Total 10041 100.0 100.0
Number of cases . 128 ~ 138 " 266
Missing cases o w2 ‘ 3 '

- 4 Ll

Totals may not equal 100% due to rounding.’
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Employment Status and Household Expenses
\

Eighty (80) percent of the respondents had worked for wages at some
x']”i '
, time during the previous year, However a higher proportion of females

in the sample had not worked at all: 25% compared to 16% of the males

Q

in the sample (Table 6).

Forty-four (u44) percent of the sample reported taking at least shared
responsibility for household expenses; the remaining 56% were ﬁendent
on their parents for paying housé@hold expenses (Table 7).

~

Table 6
Distribution of the respondents by paid work in previous year and sex

g

Am;unt or—Paid w\or‘k Male Female Total

Full time &/or part T "

Line iring sumer T
Summers only  au0 "9 . 250

None -at all’ a 155 25.2 20.5 .

Total k 100.0 100.0 100.0

Number of‘-cases - 12% T 13?a 2618

Missing cases

(5 N
pe
. . 4

L]
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Table 7

Distribution of the respondentd by responsibility for payment
of househo}g expenses and sex

: L
Résponsiée for Expenses M;le — Female Total ‘-
P:'-ments 52.7% 59._31 56.1%
Self 'with parent's help 37.2 30.7 33.8
Self with spouse or 1.6 . 6.4 b
. friends : ’ -
Self alone - 85 3.6 6.0
Total 100.0 100.0 . 100.0
Number of cases 129 140 269
: -
1 3

o

Enrolsent "Characteristics of°the Sample: X\
\
. 1
The CEGEP program provides two kl@ds of post—-secondary education
O\ -

lar

t

1. a pre-university program in Arts or Sciences, normally taking 2
" years to complete, . i

2, a seieetion of terminal career programs which may take 3 years

to complete.
In the sample, 47% are enrolled in pre-university arts, about four
percelnth less than 'in the population. Fifty—-five (55) percent of those
enrolled - in pre-university arts are male. Sixty-one (61) percent of
English males are enrolled in pre-university arts, French males are
least 11kely to be in this program with 33% so enrolled. Thirty-one

(31) percent are enrolled in pre-university sclences compared to 21% of
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the population. Fifty-two (52) percent of those enrolled in the pre-
university sciences are males. Almost half of "other" males and French
females are enrolled in pre~un1vers;ty sciences, however only 13% of
"other" females are in pre-university sciences. Twenty-two (22)
percent of respondents are enrolled 1n‘career programs compared to 28%
in the population. Thirty (30) percent of the females are enrolled in
career programs compared to 13% of the males. Fully half of "other"
females in the sample are enrolled in career programs representing 33%
of the total career program enrolment. Twenty—eight (28) percent of
_the English females ére enrolled in the career program representing 38%
or the total career program enrolment in tt;e sample (Table;s 8 and 9).

h'&;x

-

Table 8

Distribution in sample by program (198%) compared to English public
CEGEP population (September 1982 statistics) and by sex for sample

population - .
Program % in CEGEP % in sample

population Total Male Female
Pre-University
Science 21.0 31.2 52.4 47.6
Pre-University b
Arts 51.2 46.8 55.3 Ly 7
Career 27.8 22.1 27.6 72.4
Total 100.0 100.1
No. of cases 22307 263 127 136

- o T U A - o e S o8 S o 06 S e T T
L~

Missing cases =~ 6 .
Totals may not equal 100% due to rounding.

{
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Table 9

Resiults and Analyais

Distribution of the respondents by program, sex and language*

Program Male Female Total
English French Other English. French Other
Pre-Univ, 26! 6 1 25 9 5 82
Science 31,72 7.3 13.4 30.5  11.0 6.1 100.0
29.23  140.0  47.8 31.6  47.4 13.2 31.2
. Pre-Univ, 54 5 9 32 9 14 123
Arts LR 4.1 7.3 26. 7.3 1.4 100.0
60.7 33.0 39.1 40. 47.4 36.9 46.8
Career 9 y 3 22 1 19 58
15.5 6.9 5.2 37.9 1.7 2.8 100.0
10.1 27.0 13.0 28.0 5.3  50.0 22.1
. Tota} 89 15 23 79 19 38 263
3308 5‘7 807 3000 7.2 1"0“ 99-8
. 100.0  100.0 99.9 100.1  100.1  1060.1 100.1
- . ey e et e St i s 8 o s o e o i s et . S 0 A D P S i S A A S P g M S o B e

- Missing cases = 6 , .
Totals may not equal 100% due to rounding,

1 Number of respondeﬁts

Row percent
3 column percent

Future Plans

Students' plans for the future would seem to confirﬁ pre~university and
career program enrolment figures reflecting rhture intentions since 7@1
of the sample intend to continue their studies and 18$ of the sample
are enrolled in pre-univer§1ty programs. The larger proportion of
females in career ?progr'ams is also matched by a larger proportion of

females reporting their future plans are to "get a job" (Table 10).

- - —— ot s ot s RS et St P R T Yt e S S D S D T D S By Gt S WD G Sal) WP P N e g

-

* Details’&f all programs offered and enrolment figures for the
population and the sample are included in Appendix D.

1
™
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Table 10
Distribution of the respondents by plans after leaving college and sex

ia
-

Plans Male Female Total
| - e oo by c'. N
University or 83.6% 73.2% 78.2%
more training
Get a job T 8.6 20.3 14,7
Undecided . 7.8 6.5 ¢ 7.1 -
Total 100.0 100.0 1000
s s ) e e D e e o o P -
Number cases 128 138 266
Missingfcases 1 2 3
é = u‘
B * -

0
1

3 Consuler Bducqu\on and Related Courses Taken

/

N r

-‘. N~ }
sponde ts were asked to specify any consumer education courses they
i

e had taken or courses which they considered contained considerable

consumer information. The responses to this open-ended question (# 39a
and b) wer'e) classifled and grouped subjectively by the researcher to
provide categories as useful as possible for subsequent analyses, The
responses could not be differentiated as originally intended between
consumer educatjon courses and those eonsic;ered to include consumer
information because similar or identical courses were viewed
dirrer'enntly by different respondents. Fifty (50) percent reported they
had taken one or more courses previously. Courses taken were

A .
classified into 4 groups: \



;
¥
‘4

Chapter 1IV Results and Analysis (

‘- -

1. consumer related courses -
2. economics courses . - ‘
- 3+ business courses

4. courses reportfd other than those listed above

$evente@n (17) percent t'eported taking one or more consumer related
courses; 22% had taken economics courses and 18% had taken business

courses (Table 11).

Table 11

Besp&dents' record of consumer education or related courses taken by
the number and type taken

T " P e W P S T S el A G A g Y A B T W W S M D G o S S 8 0y TS e et By W

Type of course Proportion of sample Courses taken:
No. of courses taken Sex
N 1 2 3 4 Male Female Total
Consumer *® 6.3 0.8 - - 15.28  23.7%  17.08
Economics " 17.8 3.0 1.1 - - 19,2 24,5 22.0
- Business 9.8 7.6, 04 - 25.6 10.8 17.8
~ - ] .
Othet‘ 3: 8 1 . 1 0'7 “ 3.2 - 7:9 5-7
Miscellaneous N
- e e e e e e e R
*Total of any 28.6 11.5 7.8 1.1 48.8 51.1 50.0
type taken !
N = 264 ,

Missing cases = 5

- - - —— - oy - — - vy -

- - o —

* Column totals are not relevant since respondents may take more than
one type of course. The computation for totals i{s 1independent of those

t for each particular type. ¥ )
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Record Keeping

Seventy three (73) percent of the sample did not keep a written record
of their expenses. Details of the responses to the question (Question

46) concerning record keeping behaviour are available in Appendix E).

a

PaRY 2

Level of Consumer Knowledge

The calculation of scores ' | .

The level of consumer knowledge was measured and computed as the number

of correct responses for the six topic areas of the questionnaire., By
!

this method each respondent\was given a score for each topic section

and a combined total score. The topics are:

Maximum raw score possible ~

a, consumer behaviour 26

b. contracts 16 ’
c. | economics . _ 17

d. finances ' 20 ' )

e. consumer protection 20 =

f. purchases ' 9 .

ALl topies -~ *;8‘8--- '
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'

& .
Thg scores for et: topic and the total score for all topfca combined

were calculated a rav score and as a standardized percent correct

)
acore.

The mean score for the sample population on the questionnaire is 65.4%.
The highest mean score is 73.5% for the topic on consumer beh@viour.
Three topics have mean scores below 70%: finances with the lowest mean

score of U47.6%, and consumer protection and contracts with mean scores

of 60.6% and 68.1% respectively (Table 12).

~

* The dispersion of scores obtained for each section (Table 13) and

for the three lowest scoring sections on finances, consumer ;womction
and contracts (Table ill), indichte in particular the general poor leve}
of performance among respo}xdents in finances. Thirty (30) percent of
the sample scored less than 40%, more than half fhe sample population
scored below 50%, and only 28% of 'the sample scored more than 601 on
this topic. For the other low scoring topics, consumer protection and
contracts, 39% and 22% respectively of the sample scored less than 60%,

and more than half of the respondents scored between 50 and 70%.

71 i ,’_____,_.—4"\,
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Table 12

Results and Analysis

-3
Mean scores for consumer knowledge topics by sex and topic

Mean Score
Topic - g
[raw score*] Male Female @ll
a. Consumer Behaviour T4.7% - T2.4% 73.5%
{26] [19.4] [18.8] [19.1]
b: Contracts - 69.3 67.1 68.1 .
[1(\] , (1] [10.7] £10.9]
¢. Economics ' 76.7 - 66.5 CT1.4
£17]. [13.0] [11.3] < [12.]
d. Finances 51.9 43,6 47.6
[20] [10.4] £8.71 [9.5]
e. Consumer Protection .y 61.9 ‘ 59,3 60.6
T201 L [12.4] [11.9] [12.1]
f. Purchases . 71.3 7140y T g
{91 [6.4] [6.4] [6.4]
All Toxﬁ‘és : \ . 6T.6 63.3 65.4 . ,
[108] . ) * (73.0] £68.u] £70.6] .
“No. of cases 129 140 269
’ | A

* Raw scores are given in brackets under % score
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Table 13

Dispevsion'or respondents by percent correct score levels and the
standard deviation for conpumer knowledge topics ‘

l ‘ b _-_---—‘—_a——
{ ' No. of Respondents .
Standard %, correct score levels ’
Toplc- N deviation <50 50t0 <70 70 to<90 90+
—--r—_ -
a. Consumer 269 9.5 2 97 166 y
Behaviour :
b. Contracts 269 14.3 (LI 140 106 ]
c. Economics 269 16.5 30 - 58 . 165 16
d. Finances  .269 17.9 137 9% - 2 .4
e. Consumer 269 12.7 48 136 8 - 5
Protectidn ’
f. Purchases 269 174 29 107 12 21
' \
: ‘,All Topies - 269 9.6 '22 172 75 0
& e
. N\
)
\ o
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~n

Table 14 . ‘ C -

3

Dispersion of respondents by percent correct.scores in the topic
sections on contracts,finances and consumer protection

7Y
“

No. of Respondents

Contracts Finances Consumer‘pr?ation

Mean score 68.1% - 4T7.6% 60.6%
% correct / . T
Above 90% 9 “ll 2 4 T
. 80 - 90% 48 9 - J[ i3 '
o | 70 - 79.9% . 58 23 ' 6T
: 60 - 69.9% 94 L
‘ 50 - 59.9% - 46 . 56 [ 58
: 40 - 49,93 y 7 ST | " -
; ~ 30 - 39.9% - 6. wm 10 ;
20-299% -1 . 28 0
Below 20% ' 3 ¢ 1 ( o0 - ) ’
‘No. of cases 269 ' 269 : 26“9 )

Th
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'Female scores for the topic economics are more widely dispersed with a

Chapter 1V - Results and Analysis

4

Breakdown of Scores by Sex

N

Males have a higher mean score in every topic. Males have the highest
mean score (77%) for the section on economics. Females have the

highest -mean score (72%) for the s;ectiion on consumer behaviour.

The greatest disparity between male and female scores is for the tobics
economics lnd finances with differencés of ten (10) percent and eight

(8) percent respectively. The other topics on consumer behavliour,
v

contracts, consumer protection and purchases have a less than three (3)

»

percent difference between males and females.

standard deviation.of 17.1 compared to 14.1 for the male sample.

Seventy (70) percent of males score between 70 to 90% on this topic,

[
whereas 62% of females score between 60-and 90%. Thirty-four (3)11)

percent of the females score below 60% compared to 13% of .the males.

.
=
i

Although females have a much lower mean score for the section on
i | i

ij,nances. the dispersion of scores is similar for males and females in

the sample. (Table 15)
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Table 15

Results and Analysis

-

Dispersion of male and female respondents by percent correct scores ‘for

the topics economics and finances

et ot A e D e et e e D e D e s S A s e S T oy S A G - — . T - . = =

Finances
M F
51.99 u43.6%

ot S e Loty e 9 8 o s o i ok i S T o o ok o S b v 50 A i S8 A s 8 R TR e i o o o e D b o e e P R o >

- — . — — T - > T G . S M P D S TS W R Y TS b WS e G S mp . T = - T A o G = A o - —

Economics

M F
Mean score 76.7% 66.5%
f correct )
Above 90 11 5
8o - 89.9 52 25
70 - 79.9 38. 50
60 - 69.9 1" 12
50 - 59.9 10 25
40 - 49.9 4 13
30 - 39.9 2 1
20 - 29.9 1 6
Below 20 0 3
Standard deviation  14.1 171
No. of cases 129 140

4 0
5 y
17 6
18 22
33 23
24 33
18 23
8 20 N
2 9
175 17.5
129 140

T e S e T T T T S > i i S S T T P T f S S WS 4=t T W A W D T W S WS WP G M W D WD W W D S = O e e = e
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Consumer Knowledge Scores as Affected by Language and Sex

d ——r—
- a

Mean scores are examined for the combined effect of langaage *and sex.
Six profiles are created as given below with the mean scores obtained
for consumer knowledge for each profile as represented in the sample:

English male (69%), English female (66%), French male (70%), French

female (64%), other male (62%), and other female (57%).

Males achieve higher mean scores than the females 1n each languaage
group. The disparity be:tween English male and female scores of three
(3) percent is the least. "Other" males while having the next to
lowest mean score are a full five (5) percent ahead of "other" females.

French males have a mean score almost seven {7) percent more than

French females.

v

French males score particularly well compared to other sub-groups in
the topic areas of econom{es and finance. Among the females, the
English females have higher mean scores than French females 1n the
topic areas on consumer ovehav iour, economics, finances and cons.amer
protection. "Other" females have the lowest score in each toplc with
the exception of purchasing. The mean score of "other" fegales 18 six
(6) percent below the mean for all females and ten 10) pe:r'cent below
the mean for all males. The mean score of "other"™ males is six (6)

percent below the mean for all males. (Table 16)

Results and Analysl!
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Table 16

Results and Analysis

i

Meanm acores of respondents for consumer knowledge by consumer topic,
sex and language of the childhood home

——— ) - 4 . - T - - - S S S P W T S ) WP o B D S e e . o e . T By > = - S s D o bt et R Sk e ) oy i > = > —_—————— " - =

Mean scores by language and 3ex

 Englisn  Fremch otner Total
Topic M F M 'F .M F M F
“Consumer Behaviour 75.8% 73.64  73.88 7258  71.68 69.28  TH.T8 72.28
Contracts 704 68.2 '69.2 70.7 65.4 63.0  69.3 67.1
Economics 76.9 69.9  ,80.0 656 73.3 65.6  76.6 66.4
Finances 53.0 48.7 59.3 40.8 | 43.8 33.9 52.0 43.5
Consumer Protection 63.0 61.2 64.7 57.9 | 56.7 5u.3 62.0 58.8
Purchases ’_73.14 73.2 741 73.7 62.5 63.2 71.4 70.5
ALl Topies 688 658  70.2 63.5 622 57.2  67.7 63.1
No of cases 89 80 15 19 24 38 128 137
Mlssing cases 1 3

-
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Analysis of Subpopulation Differences: Testing Hypotheses

. The significance of the association between percent correct scores and
selected charaégeristics and profiles for the sample was examined using
analysis of varlance and t~-test procedures. Subpopulations examined‘
include differentiations based on:

- 8ex

language

courses previously taken with consumer education content

program of enrolment , ,

Scores were examined separately for each topic and combined as a total
score.

The null hypothesfs, that group means are unrelated to the respondent
profile is testéd_tor each topic score and the total score for the
quastionnaire. Results reported in this chapter are réstricted to

those found to be significant. Other results are given in Appendix H.

A

Seax R

The null hypothesis is that-sex of the respondent has no effect on
consumer knowledge scores. The null hypothesis is rejgcted for the

;otal score and for toplc areas economics and finances. The difference

S

between the subgroup population means for the topics on economics,

finances and the total score is significant at the p = .01 level (Table
17). The null hypothesis is accepted for the topic areas consumer

-

behaviour, contracts, consumer protection and purchases,

79
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Table 17 -

Males and females: descriptive statistics for mean scoreaf and t-test
on group differences between means -

L]

—— - - . - e - - B T A s - = B - - G e W . T TE S - S G T b B o

Male Female
Topic (129) (140) F T drf 2-tatl
(max.pts.) Mean sd Mean sd value value prob.
Economics 13.0 2.4 11.3 2.9 ° 1.57 5.30 261.8 0.000 -
amn
Finances 10.4 3.5 . 8.7 3.5 1.01 3.87 264.9 0.000
(20)
Total 72.7 9.3 67.8 10.7 1.31 3.98 266.2 0.000
(108)

- — " b Gt e st e ] D e D g T T Nt D e G T D b e A b

*
Note: raw scores

Language ’A

The null hypothesis is tested that respondents who spoke a 1language
other than the two official languages in their childhood home are
unaffected in their test pertarmance. The null hypothesis is accepted
in the topic area of contracts. The null hypothesis is réjected for
the total score and for every topic section score other than contracts;

\
the difference between the subgroup population means is significant at
~N

the p =« .01 level (Table 18).
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Table 18

$ 4
Language spoken in the childhood home gnd its effect on scores:
descriptivé statistics for mean scores and t-test on group

’ differences between means

4 :}u

- —— 20 = —" . ) G - = D Wt = - - ™

Language

Topic Other Engl. or French F T dr 2-tafl
(max. (68) (203)
score) Mean sd Mean sd value  value prob
Conaumer
Behaviou;‘ 18.3 2.5 19.4 2.4 1.01 -3.00 109.8 0.003
(26) ) - .
Economics 11.1 3.3 12.5 2.5 1.69 =-2.98  91.4 0.004
(17) '
Finances 7.6 3.7 10.1 . 3.3 1.22 -4,86 101.8 0.000
(20)
Consumer )
Protection 11.3 2.6 12.4 2.5 1.09 -3.14 106.6 0.002
(20) \ -

¢ Purchases 5.8 1.5 6.6 1.5 1.01 =3.85 110.7 0.000
(9) .
Total 64.4 10.9 72.1 9.4 1.35 =5.12 98.3 0.000
(108) ’
-------- - —me———————— - -—— -—

#
Note: raw scores

~
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4

Program of Enrolment ) o

.

Three general types of programs were examined:_ pre-uriiversiatyn
sciences, pr'e-univer'siﬂty arts and career programs. Since the career
programs are planned as termi;lal programs, and therefore different from
pre-university programs two distinct null hypotheses were examined

using the t-test procedure. -

The null hypothesis was examined that enrolment in pre-university arts
as oppfsed to pre-university science has no effect on mean scgores
®
achieved for each toplc area and total score for the consumer
knowledge, Results indicate that this nulJ: hypothesis is acceptegj“ror‘
the total score and for every topic section score., The difference
5

between the subgroup population means is not significant at the p = .01

level. (Table 41 in Appendix H)

4

‘-' The null hypothesis was examined that enrolment in pre-university
programs as opposed to career programs has no effect on mean scores
achieved for each topic area and total score for the questionnaire.
Results indicate that this null hypothesis is accepted for the total
score and for every toplc section score; the difference between the
subgroup‘populatidn means 13 not significant at the p = .01 level.
.(Table 42 in Appendix H)

on——

Hypotheses Concerning Consumer Education or Related Courses Previously
Takeg

Analyses of variance were used to determine whether the number of

-~

courses and/or the type of course taken affected scores obtained in
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.
<

I
each topic area ai}‘p in the total scores achieved. This involveg a
large number of conxputations: only those for which the null hypothesis

is rejected at p =~ .01 level are reported in the summary Table 19.
/
i ‘ _
Table 19

Significant differences between the subpopulation means by the number
and type of courses taken

- - -——

----- 0 o s o s v e e 0 - -

1. Courses taken of any type 2. Business courses taken
Tople " prevabiiity  Topte  provability
Finances 0.002 Finances 0.000

. Purchases 0.007
Total Score for ) Total Score for
All Sections 0.000 All Sections ‘0.005

_————————— -
) o

—

Full tables which jnclude mean scores by the number of courses taken

are given in Tables 44 to 51 in Appendix H.

The Effect of Any Type of Relevant Courses Taken on Consumer Knowledge
Soores

,‘.,_——-——Results indicate that taking any consumer educfation and relat~ed courses
h does affect total scores and in particular scores for ‘the topics on
financés and ;)urohaaes_. The mean score on finances for those who had
not t‘aken any relevant courses was U45%; those who had taken one course
achieved a mean,score two (2) percent higher; a second relevant course

83
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[}

rajsed the mean score a further ten (10) percent, Subsequent
additional courses did not continue to increase sé:or‘es although those
who had taken three or four courses still had a mean score of at least
six (6) percent higher than those who had onl{taken one relevant

Al

course. (Table 45 in Appendix H)

)
!

For the topic on purchases the mean score c¢onsistently iri’cre_a_sed with
the number of courses taken. The mean for those whz had taken‘no
courses 1s 69%; flor 21 respondents who had taken three courses the mean
reached 78%; finally for three respondents who had taken four courses

3
the mean'is 93%. (Table 46 in Appendix H)
s

Th_e mean score for the combined toplc areas is 64% for those who had
taken no relevant course; one course taken improved the mean score by
one percent.ﬂ two courses taken improved mean scores by a further six
(6) percent to 71%. Respondent's who had taken three relevant courses
scored a mean of 69%, which is lower than for those who had taken two
courses, though still four (4) percent higher than those who \had taken
6nly a single course, The small number (3) of respondents who had

taken four relevant courses scored the highest mean of 77%. (Table 47

in Appendix H)

The Effect of Business Courses Taken on Consumer Knowledge Scores

Business courses had a significant effect on total score and the score
for the topic on finances. Porty-seven (47) respondents had taken one

or more business courses p?:ev foualy. The mean score on finances for

(
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i

respondents who had not taken any business courses is 46%; for those
who had taken one business course the mean score increased by nine _(9)
percent and for those who had taken two business courses the mean score
1ncreased\h further five (5) percent to 60%. Business courses also
increased mean scores for the topics on purchases and economics, though

less consistently thus failing to reject the null hypothesis at the .01

level. (Tables 48 to 50 in Appendix H)

\ . |

The mean score for the combined toplc areas for those respondents who
had taken one business course increased five (5) percent over the score
of those who had not taken any relevant courses. Two business courses

taken prodyced a further two (2) percent increase in the mean scors.

(Table 51 Appendix H)

PART 3
Self Aasessaent of lﬁvel of Consumer Knouledgé;

Respondents were asked to asseas on a 3scale of four possible responses

the level of their own knowledge on 3six ;reas concerning consumer

knowledge (Appendix A: questions U40a to 45a). An examination of the
results investigates how respondents viewed their own capabilities and
level of knowledge when coping with the complexities Ar the market-
place. A composite seir—aasessment, fepresenting how respondents__
asseased their level of consumer knowledge overall was computed based
. on the responses for all six questions. Self assessment respor{ses were

also examined for profiles based on sex and language.

. 85
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Composite Self Aasessment of Consumer Knowledge

-

Nineteen (19) percent of all respondents considered their overall) lavel )
of knowledge to be very good/a great deal”. More than a quarter (28%)
of l:,pe sample population judged teir overall level of consumer

knowledge to be fair/little or poor/nothing.
%

However, considerable differences were found when sex and language are
used to differentiate groups. Male respondents were nearly twice as
likely as females to asseés their knowledge as very geod. French males
had the highest self assessment of thelr consumer knowledge, while
Engl ish and "other™ males aésessed themselves'only slightly lower:
élose to a quarter of all males rated 'themseﬁlves as very good.
However, French males were also less likely than English or "other”
males to assess their knowledge as fair or poor. More than a third of
female respondents reported their level or,conaumer knowledge to be
fair/1ittle or poor/nothing. English rema&les assessed themselves
higher than French or "other" female profiles and quite similarly to
the English males. French and "other"™ females had the poorest

assessment of their ability; a.lmosf half of them considered themselves

to have only a fair or poor level_ of knowledge. (Table 20)

pon

& v (ol > g s e e 2 > -, Y= ———— -
* Terms for assessment are those used 1n_the questionnaire.
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»”

Table 20

A composite of self assessment responses based on the six questions
concerning consumer knovledge by sex and language of childhood home

- - ——

[ -

Language Self assessment
and e e e e e e e e
sex - N V.good/Gt.deal Good/Some Fair/Poor Total
English
Male 89 24.9% 54,2% 20.9% 100%
Female 80 16.3 55.2 28.6 100.1
French
- Male 15 26.7 60.0 13.3 100
Female 19 8.8 2 46.0 45.1 99.9
Other - -
Male 24 25.0 52.8 22.3 100.1
Female 3 8.9 . 471 44:0 100.0
All Males 128 24.9 54,5 20.5 99.9
Missing 1
All Females 137 13.3 52.2 34.6 *100.1
Missing 3 ’
Total 265 18.9 53.3 27.8 100~

| /

Self Aasesssent of Consumer Knowledge and Scores Obtained

The responses to each of th§ six questions asked were examined for the .

whole sample, and as affected by sex and score, levels. The questions

covered the topics listed:
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-

\ N
1. Knowledge of the physical and psychological conditions which can

- influence . consumer decisions in what-to buy. <‘f

ii. Understanding of the effect economic conditions and consumer

v decisions may have on each other.
3
111, Knowledge about ®3tablishing and using credit.
iv. Knowledge to avold being misled or cheated buying goods and
- services,

v. Knowledge to be capable of protecting interests {(f unsatlsractorfr

goods or services are received.

vi, Ability to judge- the quality and prices of goods and services.

Respondents felt the greatest need for more knowledge on the subject of

_credit: fully 55% of the sample judged they kne;lhlittle or nothing

’ about establishing and using credit. Thirty-six (36) percent rated
their knowledge about the effect economic conditions and consumer

decisions may have on ea::h other as fair or poor. HRespondents also

felt a need for more knowledge concerning the physical and
psychological influences on consumer decisions with 32% of the sample

assessing their knowledge as fair or poor.
" However respondents were more confident in the other three ;r'eas,
especially concerning knewledge about avoiding being cheated or misled

when_buying goods or services. Thirty-three (33) percent of the sample

felt they knew a great deal and only’eight (8) percent asgsessed they

L

. 88



Chapter IV Results and Analysis

. knew little or nothing. Seventy-seven (77) percent assessel their

1

abllity to judge quality and pri%es of goods and services to be very

M
goo&}ﬁ'gooq;ﬂ

Twenty-three (23) percent were confident they knew a great deal about
protecting their interest i{f unsatisfactory goods or services were

Feceived. and 63% felt more cautiously that they had some knowledge of

this area but not enough. E

-
s

The relationship between the way respondents assess their level of
knowledge and their actual level of perférmance on the consumer .
knowledge questionnaire is investigated to determine whether

respondents are able to perceive with any accuracy the level of their

—_—

consumer knowledge. (Table 21) >

’
%

Respondents' ratings of their abilities and knowledge levels are in
\
step with the percent correct scores on the questionnaire: the higher

they rate themselves the higher the mean for percent{correct scores and
vice versa. Thirty‘five (35) percent of the responses of students in
the sample who have a correct score of more Fhan 80% on the
questionnaire assessed their knégledge as very good. The converse, a
low self-assessment associated with a low score level, is even more

likely with 56% of the responses of students in the sample scoring

below 50%, assessing their knowledge as fair or poor. (Table 22)
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Table 21

Self assessment of level of knowledge for six questions on consumer 4
knowledge and associated mean scores®

. e - T A — o - =" = > P T D - TS S P - D e b Yl T = WP D T D = B D S W S Y= W W e N - W s - Ay - - —— - - -

Self assessment

- D D s > Pt ot gt B Vo e S b G B A T s D W A W o b - -y

Question N Very Good/ Good/ Fair/  Poor/
A great deal Some Little Nothing Total
Influences 267 16.9) 51.8 28.0 - 3.4 100. 1
on decisions 69.82 67:0 - 61.5 527 65.4
Economics & 266 13.5 + 50.8 29.7 6.0 100.0
Consumers 70.0 66.9 62.9 55.4 65.4
Credit usage 269 8.2 36.8 u2.4 12.6 100.0
7.9 68.9 64.3  55.9 65. 4

$
Being misled 269 33.1° 59.5 7.1 0.4 100.1
or cheated ) 68.6 68.6 S4.4 59.9 T 65.4
Protection 267 22.8 62.5 12.7 - 1.9 99.9
of rights 68.1 65.9 57.4 57.4 65.5
Judging price 267 18.7 58.6 21.3 1.5 100.1
, and quality -~ 68.0 66.4 60.8 52.3 65.5

- - e - . = S T 40 B Y TP T ek D S P S T D b S D et L v i S D R WP AP D e Sy e T e e W s

1 Percent of sample
Percent mean score for censumer knowledge : .

n s

* analyses of specific questtons asked are given in Tables 51 to 56 in

1

Appendix H. .
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Chapfer IV Results and Analysis

o

>

Table 22

~ Consumerknowledge: a comparison of self assessment responses
with scores obtained

e - - - A . " - > i A M T e M s T e = A = e - =S m= S e = — . - A% = e v - - n - - - - —— - —

V. good Gooed Fair/Poor Row totals
Percent as
scores as percent of responses % of popilation
80 and above 34.7 58.3 7.0 4.5,
= 70 - 79.99 26.5 5T7.4 16.0 30.3
60 - 69.99 15.4 55.9 28.6 38.3
50 - 59.99 14.4 466 39.1 19.9
Below 50 7.0 37.1 56.0 7.0
Column Totals .
% of Responses 18.9 53.3 27.8 100.0
# responses 303 856 yyT. 1606 .
1614

# Possible Responses /”7£,r .

A composite of responses for all six self assessment quegtloﬁB was

3

examined using the multiple response procedure by specified score
. < .

levels. This enabled a comparison to be made between those respondents

» .

who had high scores and those who had lower scores and how ‘they
assessed their knowledge. Considerable differences between male and
female assessment of their knowledge and ability were found. Although
the same trends are apparent for males ang females in each topic area,
females have a much lower estimation of their knowledge and ability.

In' concordance with lower scores obtained, females viewed their

consumer knowledge as less adequate than males. (Table 23, further

details Tables 51-56 in Appendix H) -
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Male respondents rated themselves consistently higher but also had
higher mean scores. However both male and female respondents assessed
their knowledge as poorest concerning the question about credit usage,

a toplic which also had the lowest mean correct score on the

questionnaire,

Table 23 1

The proportion of males and females who assess their knowledge,
understanding or ability to be high or low and mean scores for consumer

knowledge questions

" - i - T = D i D P WPt T G D T L A = T B T D e D D D 4 Tt S B T SO ey B b el oy i s T A e T > W Snt A W e 2

— s T > T S e . Yo D et 2 D T T T > S s s e D G B D I W TP P i S WD D S T W S T S G T e e W A s e M S WA

i‘Sp%ic of knowledge HIGH* LOw*
Male Female Male Female .

Being misled or cheated 43,48  23.6% 3.0% 11.4%

£ Mean score 69.4 67.1 60.1 53.4

Protection of rights 26.4 19.6 9.3 19.6

% Mean score 69.2 66.8 65.9 57.1

Judge quality and price 24.8 12.9 14,0 31.0

4 Mean score 69.1- 67.0 64.0 58.7

Influences on decisions 21.9 12.2 23.5__ 38.8

% Mean score 70.1 69.4 64.9 58.2

Economics and consumers 20.6 7.1 27.8 42,8 )
% Mean score 72.3 63.9 ., 63.9 60.3

Credit usage 12.4 4.3 45.8 63.6

£ Mean score 71.4 73.3 65.3 60.4

- - -

"very good™ or "a great deal"

* high
"fair/little" or "poor/nothing"

low

92
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Chapter IV Results and Analysis

Analysis of Varlance of Subpopulation Diffgrences: Testing Hypotheses

The association between self assessment and scores is consistent;
respondents appear to have an accurate perception of the level of their
ability at least compared to their peers. The significance of this

association was examined using analysis of varlance.

Thg null hypothesis, that group meané are unaffected by the
respondents' self-assessment of their consumer knowledge was tested for
each of the six questions. In every quesation the null hypothesis is

rejected at H?e p = .01 level. Tables of these results appear in

Tables 57 to 62 in Appendix H.

4"".

= J
N PART 2

A
/
Perceived Sourcea or anaular Knowledge: School. Family, Friends and

the Hedia by Sex and Lansuage

Respondents were asked the amount they judged that sachool, family,
friends and the media had contributed to their consumer knowledge. A

composite rrequency distribution, based on all of the responses for the

—= =

six queations. indicates overall the contribution respondents judged

that they received from these four sourtes. (Table 24)

t



Chapter 1V "Results and Analysis

In general, the sources of knowledge considered by the greatest
proportion Qf the sample population to have contributed a lot are the
family and school (33% for each source). Attitudes to the role of the

‘ sghool are divergent with 28% assessing the school as of no help at
all. Twenty-eight (28) percent felt the media also contributed a lot
to their level of consumer knowledge, Only }2% considered that friends
contribuEed a lot whilst 36% of resp&ndents felt that friends

"contributed nothing.

t

In general, females are more likely than males to consider that the
family contributed a lot. However, fewer females than males considered

that the Sther sources listed, school, friends and the media, made a

major contribution to their consumer knowledge. "Other" males (26%)
and "other" females (22%) were less likely to regard the family as
contridbuting a 1ot of help than either French or English lahguage
‘_- groups. The proportion of "other" females who felt that they received

no help at all from school (37%) and the media (27%) is the highest for

any sex/language profile group. Contrary to tb{;. "other" malesjare
among the most likely to' consider that school (38% compared to 25% of

fother" females) and the media (36% compared to 22% of "other" females)

were a lot of help.

French males (39%) and French females (¥1%) are the most likely to

A

consider that the rfamily made a major contribution to thelir consumer

7 knowledge. Thirty-six (36) percent of French males regard school as a
0 lot of heip, a much higher proportion than the 22 percent of French

~

.femélea who are the least likely of any sex/language group to feel that

94 g
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school contributed a lot. French males show strong support for the
media as a source of consumer knowledge: more French males view the

media as the best source of knowledge (48%) than any other sex/language

group and'YoE.any other source.

a

. LY
English females (39%) are more likely than English males (32%) to find
that the ramily contributed a lot to their level of consumer knowledgé.

This perspective 1s almost exactly reversed for their view of the

2

school as a major contributor (Table 24).
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w-—

Table 24 .

Assessment of help received by reapondents from school, family, friends
and the media by sex and language. Percents and totals based on

responses

Source Language
and help English French ~Other English French Other
received Male Female Total
SCHOOL f
A Lot 38.5 35.6 38.2 31.2 21.9 25.2 33.0
Some 38.9 43,3 . 43.1 42.3 49,1 37.4 411
None 22.6 21.1 18.8" 264 28.9 37.4 25.9
L . o
Total 33.7 5.7 9.1 30.3 7.2 13.9 99.9
(5301 {901 [144] [477] [(114)  [219] [1574]
FAMILY
A Lot 32.1 . 38.9 25.7 38.9 1.2 21.8 32.9
Some k9.5 §2.2 51.4 9,2 hy,7 5T7.7 50.3
None 18.3 18.9 22.9 11.9 14.0 20.5 16.8
Total 33.6 5.7 9.1 30.3 7.2 14.0 100.0
[529] [90] (144] (4781 [114] [220] [1575]
FRIENDS
A Lot 13.8 16.7 10.7 9.9 9.6 9.1 11.5
_Some 51.0 50.0 58.6 49.3 63.2 55.9 52.7
None 35.2 33.3 30.7 Lo.9 27.2 35.0 35.8
Total 33.7 5.7 8.9 30.4 7.3 14,0 100.0
- [529] [90] [140 f4r7) (4] [220] [1570)
MEDIA
A Lot 30.4 47.8 36.1 24 .4 22.8 22.4 28.4
Some 51.0 38.9 457.9 54.6 57.9 51.1 51.6
None 18.5 13.3 16.0 21.0 19.3 26.5 19.9
Total 33.6 5.7 9.1 30.2 7.2 14,1 99.9
(5291  [90] [144] (4763 (1143 (2231  (1576] :
s 8 e e A S R . 8 e T e R 8 o S B e A P P T A S B o D D B o LT~ = o o o 2 e e o e e o
No. of Cases 89 15 24 80 19 38 265
No. Possaible
Responses 534 90 144 480 114 228 1590
Missing Cases 1 3 h

- - - -t S = = P

Totals may not equal 100% due to rounding
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Chapter IV Rekuita and Analysis

Table 25 compares sex/language profiles' perception by sources that
"helped a lot". The table ;anks the four sources of knowledge for each
profile from the highest to the lowest by percent of responses. School
and/or the family occurs in the first two rankiné pbsit{pns for all

profiles. Friends are consistently ranked the lowvest.

»

"Other" and French females have lower percent responses supporting any
of the sources as helping a lot with one exception. The French female p
ranks the family as highest with 41%, a percent of responses only
equalled by the French male. The French male ranks school third as a
source of help with a percent of responses higher than two prorileS:
Eﬁélish and "other" females, who rank school first or second. The

family ranks lower for "other" males and females both in ranking and in

percent of responses compared to the English and French profiles.

Table 25

Asaessment of help received: a comparison between sex/language
profilea by sources that "helped a lot"

I3
AN

Sources that "helped a lot" [percent responses]
- {

'3
-

- - - P

PROFILE HIGHEST § < - =~ - - - - =~ = = = = = > LOWEST %
ENGLISH male School 39 A Family 32 Media 30 Friends 14
female Family 39 School 31 Media 24 Friends 10
FRENCH male Media 48 Family ¥ School 36 Friends 17
female Family 1 Media 23 School 22 Friends 10
OTHER male ~ School 38 Media 36° Family 25 Friends 11
female School 25 Media 22 Family 21, Friends 9

u
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/

Attitudes and Behaviour

“

Attitudes Towards Saving Money

Education and emergencies are the {mportant reasons for saving.
Marriage and "savidg because the family expects you to" are reasons
held to be of least-importance, though stilil held by nearly half and a
third of the sample respectively. Reasons for saving money are listed

in order of importance in Table 26.

Table 26 .

Percentage of respondeﬁts who consider specific reasons for saving
money as very or moderately important

Very or moderately

Reasons N important
To pay for education 268 93%
\ Take care of emergencies 268 89

To buy something not affordable now 268 ! 65

To earn interest on the money 267 64
To avoid using credit 268 63
Because you like money in the bank - 268 62
a To get married 266 49
Because your family expects you to 266 33
-
/
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"‘Attitudes Towards Price as an Indication of Quality

Thirty-two (32) percent of respondents judged that price was usually or
always a good indicator of quality; 52% that it was sometimes a‘good

\ indicator of quality and 17% that price was seldom or never a good

; indication of quality. (Appendix E).

Shopping Bphaviour ) : "
' ' . )
Three questions (9, 11, and 12) probed the probable behaviour of

-

,

respondents in specific circumstances while shopping. Caution as
consumers was demonstrated most strongly in three situations. More
‘than half the respondents said they would return unsatisfactory .
merchandise; while half of the sample reported they would obtain
several estimates before agreeing to expensive repairs or services.
Finally, only 14% considered seeing a product adVertfsed on TV was
usually or always an 'lmportant reason r;)r buying {t. It should be

noted that a considerable proportidn of respondents stated that they

had had no experience with the last four shopping practices listed in

Table 27.
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Table 27

Behaviour of respondentsa in specific shdpping situations

N = 269
—— B e oy et e e e ——————_———————— ——— A ———— -
‘ Behaviour
Always or Sometimes No

Shopping Situation Frequently or Never Experience Total

_______________________ ) e o 0 ot e e s 1 1 D 0 ot o o P S 8 A 0t T = 0 i b e T [ 2 e e o e e e

Compare label information .
- on similar products g, 57% 2% 100%

Return unsatisfactory

merchandise 57 4o 3 100

Buy brand names even if )

costing more 39 60 1 100

Seeing advertised on TV , ’ - N

is an important reason in

chdosing to buy + 14 85 1 100

1 ]

Check quality & performance

ratings in consumer reports -

before a major purchase 25 58 17 100

Check reputation of company

before expensive repair or

service agreement 37 i1 32 100

Complain to manager or owner

. it service unsatisfactory : 28 49 ‘\3? . 100
Obtain éther estimates before
expensive repairs or service 50 22 28 100

|

Responses about shopping behaviour when buying a stereo indicated that
86% would not buy the first stereo they 1iked; 97% would definitely or
o probably check out different stores and almost as many (93%) would ask

a friend's advice. Far‘fewer (41¢) would be interested in a

“ N L

100
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Chapter 1V

salesperson's advice.

i}eaulta and Analysis

Seventy-four (74) percent of the respondents

would definitely or probably check consumer magazines before buying.

Forty-four (44) percent would definitely or probably only consider

buying widely advertised brands. (Table 28)

p—

Table 28
Distribution of respounses predicting shopping behaviour when buying a
stereo .
Action / Definitely/Probably Probably/Definitely
Would Would Not Total
e ll n s o s = > = T > P e - o s Pt e s . - " - - — - B S S " P P T S W " O B D > P o
Buy 1st you like 14.5 85.5 100.0
, [39] . [230] (269]
Check prices & mbdels 97.0 3.0 100.0
~ at different stores [261] (8] - £269]
Ask a friend's advice 92.9 T 100.0
{249] - [19] [268]
Take salesperson's - 40.9 59.1 100.0
- advice [110] [159] 269]
Read ‘about stereos in 73.6 26. 99.9
consumer magazines r198) [71] [269]
Consicer only widely 43.8 56.1 99.9
advertised brands [118] {151] - {269]

- - - —a
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Respondents' Behaviour to Protect Themselves as Consumers

Results are reported for those whose responses indicated they had had
tﬁe opportunity to act to protect themselves as consumers in specific
circumstances. Those respondents who indicated that they had no
experience with the action described are: not included in the results
presented in Table 29. Seventy-five (75) percent of the respondents
'kept sa%:f slips and 87% kept warranties most of the time. Twegty-
seven (27) percent most of the time complained by r;turning to the
store if dissatisfied, but 20% stated that they never returned to the
storgﬂhith a complaint. Only 14% reported that they wrote to the
company reglonal or national office when rece{ving undatisfactory
service from the company, while U7% never took suﬁh an actibén to
protect themselves as a consume}. Only 1% stated that they had taken
complaints ignored by a business to a federal or provincial cons&mer

affairs department or a consumer agency.
AN v e

Resultg indicate that the more effort the consumer action requires and
the further a complaint migr_xt be taken Sy the consumer, the fewer the
respondents who had aH&\experience. All 269 respondents in the sapple
-had experienced the opportunity of keeping sales slips, while only
80 respondents had a complaint that could have been sent to a
government consumer affairs department or a consumer agency to protect
their consumer interests. Scores achieved in the consumer protection

section of the questionnaire were lower than all other sections except

r "

finances. ' .
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Table 29

!

Consumer protection behaviour#®

——————————————————— ] - . T St Py D P P ol P I o T D T T Sty i B e S T i et e 72 e D A e e o b e e e e s e ey
Frequency of action
S e e ot - Q?-—.L—-_..- —————————————
Most Some Never Row
Behaviour Times Times Totals
———————— - :—-——n—-----—-—-—-—-—----—q-——————————-—————————-—-————-————H——-———--
Keep sales slips T4.7% 20.4% 4.8%  99.9%
[201] (551 (13] (2691
Keep warranties 88.6 9.5 1.9 100.0 &
’ (234] [25] (5] [264]
Complain to store 26.7 53.3 20.0 100.0
if disatisfied [52] [1o4] - [39] [195]
Write to head office if -
necessary if service is 14.0 39.5 6.5 100.0
unsatisfactory (18] (511 . [601] (129]

7 If complaint ignored,
send details to govt.

consumer affairs dept. 15.0 23.8 61.3 100.1  _.
or consumer agency (121 (193] [49] (80]
————— B e et n o e e o o ot 4 s e S e et e et e e e B e et e e e e o e e
{

Fvy - -

,)
“ -

* respondents included in this table are only those who had experienced
0 the actions desoribed -
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PART 6

L4

Perception’of Consumer Education , . o

The Need for Consumer Education in the School Curriculuas

\f: S -

Respondents were asked to agree or disagree with two oppo’slng arguments
for and against courses in consumer education being offered as part of
their education program. The responses to the two arguments matched
almost 106%; those respondents who supported the argument for consumer
. educatior; in school did not support the argument that consumer
education is of no benefit as part of the school curriculum. :The
results "clear'ly indicate that a very large majority feel that consumer

i

education could and should be taught. (Table 30)

&,

Table 30

Distribution of responses supporting consumer education’ in the school
curriculum ’ . ' .

- — -l > - - " -— — s bt o - o e s P O e PP > > s T 8 s 2 U s e e O S 2

—————— S — ry 3
Response N Percent
-;uppor't 2;; ) 92.9
Does not .support 10 " 3.7 N .
Undecided 9 3.4
Total o T 268 100.0

10k
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@

"PART 7

Data Reduction Analysis

The objective for this part of the analysis is to develop a quick
method fo assess the level of consumer knowledge. Such an instrument

~ is pedagogically useful to ldentify within a student population those
who have acq;xired some knowledge and skills in this subject and those
who are disadvantaged for any reason. To achieve this objective {t is
necessary to reduce the number of i{tems required, while maintaining

’ the effectiveness of the instrument, as a measure of the level of

students' consumer knowledge. Two methods have been tried; both‘

methods will be examined here alphough the first has not produced

satisfactory results.

Method 1: Scaling Analysis .

-

——

It was hoped that a number of questionnaire items measuring a common
dimension, which might be termed "consumer knowledge status", could

provide a cumulative ordering of the items making it possible to rank

e respondents by their level of consumer knowledge.

<
-~
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0. ,
- The 108 questions which measared consumer knowledge were ordered for
each topic section according to their 1ndices of difficilty. This

v index is measudred as the proportion of students who answered an {tem

correctly, thus a higher proportion indicates an =asier {tem. This

index is commonly used in education as a measure of difficilty for
items. Forty of the items witha difficulty index between .20 to .75

were included in scaling attempts. (Table 31)

A successful scale would have resulted in a consistent order for
scoring correct responses amongst stuadents in the sample. NB s.ach
order was discovered. Scaling was attempted for each topic section
independently and for all topil1cs combined. Results with this selected
group of responses were not encouraging or‘n tndicative of finding a—
quick method of assessing the level of consumer knowledge by this

method; therefore the procedure was discontinued.

Method 2: Item Analysis: Development of the Short Questionnaire

°

Forty of the 108 1tems used to obtain a consumer knowledge score on the
questignn'alr'e were selected as listed in Table 31. Each of these {tems
met the same criteria defined in Method 1. The disc;‘imination index
for each item listed was not less than .20; this index measures the

difference between the proportion of the top 27% and the proportion of

the bottom 27% who answered items correctly.
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Table 31 ’ S
Difficulty and discrimination {ndices Tor forty selected items measuring

—— . —— G — D S D e S e B s S 0 e e i D > O e

Difficulty index

—————————————————————————————— g o By

Discrimination index

Question Topic
[ >20 ] [ <75 ]
SECTION A
28 Behaviour .33 .TH
24 Behaviour A2 : .64
Te Behaviour .34 .65 -
SECTION B
13a contracts L5 .Th
13d Contracts .26 _ ¢ U6
13e Contracts A5 .29
13h ‘Contracts ;34 .28
131 Contracts Ny .39
14 Contracts 3 L4y
SECTION C ’ ’
16b Economics . .28 .73
16d Economics .93 .51
16e Economics Ny .69
18 Economics .33 .18
20d Economics 43 41
20g Economics .51 .54
20h Economics .37 .37
SECTION D
21c Finances .53 \ 51 . -
21d Finances .37 .36 )
22a Finances A7 43
22b Finances , .67 JAU7
22d Finances .61 .35
23 Finances N .32
2ud Finances 41 . .50
25b Finances .27 W31
25¢ ¢ Finances .36 ' .28
25e Finances .36 .28 .
26 Finances .31 .19
SECTION E
27 Consumer protection .25 .75
28¢ Consumer protection .27 .31
30d  Consumer protection .31 .Th
31b  Consumer protection: L2u .36
32 Consumer protection .28 37.
34a  Consumer protection 27 .66
34  Consumer protection .29 .59
34d  Consumer protection .34 .55
SECTION F ’
35a Purchases .30 .58
350 Purchases .30 .60
36 Purchases 42 .68
37 Purchases .39, .35
38 Purchases A7 .61
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Correlation Matrix and Factor Analysis

Cbrrelations were used as a guide to select the fewest number of items
to achieve effective discrimination. The higheglt correlation between
topic areas is .54 beéween the topic on consumers’ under'standihg of the
relationship between economics and the marketplace and the topic on
;er'sonal finance: banking, credit and insurance. These topic areas *-
also have the highest correlation (.79 and .76 respectively) with the
overall score for the consumer knowledge questions. The topic area
co}lcerning consumer behaviour in the marketplace had the poo‘r'est

correlation with other topics and with the overall scdre for the

consumer knowledge questions. (Table 32)

Pearson correlation coefficients between the 40 items selected
according to item difficulty ar:d discrimination index indicated the
¢ strongest correlation among three items on the topic of insurance:
Questions 25b, 25c¢, 25e (Table 33). No other association between the
items exceeded a correlation of .36. All 40 items were retame_d in the

short version of the questionnalre.

Factor analysis was used’as an heuristic device to attempt to identify
it what-was being measured and called "consumer knowledge" could
be summarized in one or more dimensions, Since the items retained in_
the ™short" queStionnaire are not highly correlated, it is not
surprising that the factor analysis did not uncover any marked or
strong dimension which could explain a high proportion of what is being
measured in the consumer knowledge qpestion;xaire. (Table 34). The two

»

dimensions isolated explain only 13.U4% of total variance.
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Chapter IV"
Table 32 .
Pearson correlation coefficients matrix between t.opic‘area and total
scores for the consumer knowledge quea_uona - .
N = 269
- ———ge———- e e ———— e it
Scores A B ¢ ' D E F All
A Benaviowr 1.00 6 .3 .28 .30 .24 .52 °
B B Contracts 1.00 L U6 .22 .22 .64
C Economics — 1.00 .54 .37 .36 .79
D Finances 1.00 .33 .29 T .76
E Consumer Protection . 1.00 .30 . 61
F Purchases 1.00 .64
All Topics 1.00
»
Table 33

3
Pearson correlation matrix fér three items on insurance:

Questions 25b, 25¢ and 25e

N = 269

- Quest ion

Question 25b 25¢ 25e

T2s 1.00 .65 .58
25¢ 1.00 .58
25e o 1.00

109



’

Chapter IV

Table 34

e

« Factor loadings for consumer knowledge questions
(Varimax rotation)

Results and Analysis

e e v e - -

-

Quest ion Topic Sub-topic Factor 1 Factor 2 Communality’
o S ko o e 0 o e e 0 et it 0 e e ot o e i . e et e o s g e b 1 o o o - - e s 2 vy o e v
22b. Personal Finance Banking 530 251 .343
22d Personal Finance Banking 499 191 285

22a Personal Finance Banking 76 AT4 257
23 Personal Finance Credit M5T - .081 216
26 Personal Finance Insurance A36 O47 .193
134 Contracts Credit 409 77 .199
25e Personal Finance Insurance .352 031 .125
20h Economics Taxation 352 J44 145
13h - Contracts Credit .348 JUT JUT
21¢ Personal Finance Banking .298 277 .166
20g Economics Taxafion 270 .267 L1044
16b Economics Private business .251 k!’ .081
34 Consumer Protection Purchases .237 152 1079
13d Ccontracts Credit .233 .090 .062
14 Contracts Installments 220 052 .051
35¢ Purchasing Auto(Decisions) 156 -.055 .027
36 Purchasing Information -.027 © 525+ 217
16d Economics Private Business .258 440 .260
2} Behavlour Advertising J14 421 .190
13a Contracts Credit .233 385 .203
38 Purchasing Information .095 353 134
30d Consumer Protection ProduliSatety ~-.045 339 AT7
21d Personal Finance Banking 163 338 140
Te Behaviour Decision-making .103 312 .108
20d Economics Taxation 273 304 166
13e Contracts Credit .286 .303 A7
16e Economics Private Business .195 ' 284 .119
27 Consumer Protection Consumer Action .090 277 .085
28 Behaviour Advertising 135 254 .083
34a Consumer Protection Purchases .055 250 .065
37 Purchasing Information 19 LUl LOTH
18 Economics C.P.I. .2U3 .2U3 .118
32 Consumer Protection Purchases .005 230 . 053
7 34d Consumer Protection Purchases 089 219 056
24d Personal Finance Credit 163 178 .058
31b Consumer Protection Product Safety .078 160 032
28c Consumer Protection Consumer Action  .123 154 .039
35a Purchasing Auto(Decisfons)  .127 .135 .034
Factor contributions 4,181 919 5.100
Percent of total variance 11.0% 2.4% 13.4%
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The "Short"™ Questionnaire: Reliability and Validity

The reduction ?t‘ 108 items to the 40 items selected to form the "short®

questionnaire st examinec; using discriminant and reliability analyses
\

to determine first whether the items are reliable and consistent in

measuring the degree or level of consumer knowledge-possessed by

respondents. Secondly, to determine if respondents could be

classified, based on percent correct r‘espbnse\s, into the same groups

using the short questionnaire as they would have been using the long

Y

questionnaire,

Since no external criterion is available to test item validity, the
total score for the questionnaire is used as the internal’'criterion.
This is acceptable because a large number of items are included in the

complete questionnaire to measure the level of consumer knowledge and

the size of the sample is large.

©

Internal Consistency and Reliability .

Usirig the same criteria and the fact that reliability coefficient Alpha
is equivalent to the Kuder Richardson Formula 21 reliability
coet‘ficiént for dichotomous variables, the reliability coefficient for
the 40 variables used appro_ached that (suggested for constructed

educational achievement tests, of .90 or higher.(Table 35)

~
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Table 35

Reliability analysis of 40 variables which met specific
,eriteria for indices of difficulty and discrimination

N = 220 @
e e e e e e e e e e e e
Statistics Mean Variance SD
for scale i

19.86 43,37 6.59
Reliability coefficients 4o items
Alpha = 8222 Standardized item Alpha = .8242

. \

Discriminant Analysis . ¢

Discriminant analysis was used ‘to determine if it is possible to
predict new incoming students' group membership concerning their level
of consumer knowledge. The instrument used to pred%ct group membership
would be a r'educ.ed number of variables which could be the shor;: version
of the questionnaire. Based on the data obtained for these variables
11:~ Qbuld be plossibl'ge to distinguish among three grou‘ps i.e. students
with'nigh,, average or low consumer knowledge levels. The data used as
a reference base for the discriminant analysis is the complete set of
data generated by the probability sample, that is the . total score for ,

.

the questionnaire, which provides a measure of consumer knowledge.

¢
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+

The sample population was divided into three groups by percént correct'

scores aqhieved for consumer knowledge on the complete questionnaire:

- the upper 27%,
- middle group

- the lower 27%.

S

A total of four discriminant analyses were completed consisting of

/ /\\ three "short" questionnafres and a fourth which uses selected

L

respondent characteristics as a measure of assessing probable level of

consumer knowledge. The items selected from the questionnaire for the

first three analyses are given in fiigure 4.

Figure & o
List of items used in discriminant analysea‘

Topic
Behaviour Contracts Economics Finances Protection Purchases
28 13a# 16b 21c* a7 35a
23 13d 16a% 21d 28c 35¢c
Te - 13e# 16a® 22a® -~ 30d 36=
13h 18 22b* 31b 37
131 b 20d# 22d#* 32 38
18 20g* 23% 34a
: 20h 2na* £L1Y
25b -3hd
25¢c ‘
25e
26

! Items in 'boldraco were included in the 30 item analysis; items
marked with an asterick (*) were included in the 17 item analysis

- 113
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Analysis 1. 40 items are used from the questionnaire with
discrimination indices equal to or greater than .20, and difficalty

//—
indices equal to or less than .75 (Tables 31 and 36).

i

Analysis 2. 17 items are used from the questionnalre which were
selected on the basis of a more stringent discrimination index equal to

or greater than .40 (Table 37)

Analysis 3. 30 1tems are used from the above U0 1tems originally
chosen from the questioﬁnaire. The 10 items eliminated were those
which, after completion of the first discriminant analysis described,

were not 1ncluded in the stepwise selection because the F level or

tolerance was insufficient for further computation. (Table 38)

Since the discriminant analysis uses three groups in each of the

analyses, the chance occurence of being classified correctly is 33.33%.

The U0 items selected as discriminant variables from the questionnaire

are 89% successfal in classifying respondents correctly for groip

membership. Success in classifying members of the highest and lowest
groups is 93% and‘90% respectively. The 17 item questionnalre
classifies group membership cor‘r‘?ctly for 76% of thé sample. Using 30
items from the questior!nair'e as described for Analysis #3 proved to be
marginally better thar; the 40 items and correctly classified group

membership for 90% of the sample. Success in classifying members of

the highest and lowest groups M 94% and 90% respectively.

w

’
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Chapter IV
O Table 36
Predioction of group classification based on 80 out of 108 iteas neasuring
consumer knowledge .
N = 269 =
Classification Results
-Actual Group N l\ Predicted group membership
’ 1 2 3
N Upper 27% 68 63 5 0
92.6% T.4% 0.0%
Middle 46% 95 9 82 - y
9.5% 86.3% 4.2%
Lower 27% 62 0 6 56
0.0% 9.7% 90.3%
Percent of ‘“grouped" respondents classified : 89 33%
- " - ——— — . WD T W - - - . D = W = - - . h——————-————————.——-—————_-———.‘--—
™~ . No. excluded (at least 1 discriminating variable is missing) 49
Table 37

Prediction of group classification based on 17 out of 108 items measuring
consumer knowledge®

N = 269
Classiriqation Results
__________________ £ e s et o e e o it e - - -
Actual Group N Predicted group mempership )
. 1 2 3
Upper 27% . 70 54 16 0
. ' T7.1% 22.9% 0.0%
‘ Middle 46% 119 18 85 16
L 15.1% 71 4% 13.4%
| - — VP . i 8 - " > o T NP D P W S st G M P VS s YD T Y D D S W S T ek D W P . - - -
Lower 27% 65 0 12 53
. 0.0% 18.5% 81.5%
° Ungrouped cases 1 1 0 0
100.0% 0.0% 0.0%
Poro'ent of "grouped" respondents classified : 75.59%

No. excluded (at least 1 discriminating variable is missing) 14

\
.,
5 - —— o ) . S ) s D B P S W b

* inocludes Item 20¢ which met the criteria for this analysis
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Table 38 ’

Prediction of group classification based on 30 out of 108 items measuring
consumer knowledge

N = 269
. Classification Results .7
Actual Group N Predicted group membership
1 2 3
Upper 27% 68 64 Yy 0
9u.1% 5.9% 0.0%
Middle u46% 95 8 83 4
8.4% 87.u% 4.2¢
Lower 27% 62 0 6 56
0.0% 9.7% 90.3%
Percent of "grouped" respondents classified 90.22% »

i ein ke e e ey s By o " e e e T s e e e = = = T8 A = A% = - A - — — -~

No. excluded (at least 1 discriminating variable {s missing) ud

'

A similar survey* has recently been completed using an equivalent
French CEGEP sample, and early results indicate that the reduced number
of items selected on the basis of English CEGEP data classified 86% of

the French respondents correctly. .

> P e G D D By B et L VS S S D S T e P S S -y - ———— - - . — — > - — - . W - -
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Analysis 4. Tnﬁirourth analysis used different variables. The

ablility of selected variables of respondent characteristics was tested

to discriminate and classify respondents into consumer knowledge level

groups. The vartables ugsed are sex and language used in the childhood
- TRy
/

home. This analysis was completed since the sex and language of

respondents had significant effects on consumer knowledge scores.

(Table 39)

Using the characteristics of sex and language as variables to
distinguish and predict group membership is less succesasful, achieving
overall correct classification for 42% of the students. Correct

classification of the upper, middle and lower group was 62%, 31% and

42% respectively.

- | | g

Table 39 i 0

Prediction of group classification based on 2 characteristics of
students: sex-and language of the childhood home.

-~

N = 269

Classification Results

e P D . B D s s - Y T e D ol VP T vn Y S T $S D M D o . D D P et e Ao A= 0 S e U S T g T e . A . P P i S T St W

Actual Group N Predicted group membership
i 1 2 3
- Upper 2T% AT 4y 22 5
62.0% 31.0% 7.0%
p -- - e e e e e e et e e e e e e e e e e
Middle 46% 126 52 39 26
ug.ug 31.0% 20.6%
Lower 2T7% t 72 23 19 30
X 31.9% 26.u% b1.7% ©
Percent of "grouped" respondents classified :, 42.01%
No. excluded (at least 1 discriminating variable is missing) 0
) X

117



Chapter V ‘ Discussion

CHAPTER V

L

DISCUSSION

b

The survey of a probability sample of 269 students attending English
public CEGEPs in the prévxnce of Quebec investigated their consimer
knowledge, attitudes and behaviour as affected by pergonal variables.
The study 1s concerned with current knowledge and possible sources of

consumer education that are available to and aseful for the students.

-

Tge sample obtained from the population was adequate. A good rate of
return for the suévey questionnaires and a conservative determination
of the sample(SLZe required has resulted 1n a large sample for the size
of the population, especially since the popualation is homoéeneous for
age and education, Tﬁe sampling proce;;;e of. random selection with the
probability of selection proportionate to size has achieved a sample
with representation comparable in general tocthe student population

v

enrolled i1n the English public CEGEPs. Thus, generalizations can be

made with confidence.

a

It is noted that some colleges are slightly overreﬁresented and the
proportions of males to'females from some college samples are uaneven
compared to the total sample. However, since not all collegial programs
are offered by all colleges, it was judged preferable not to weight

col lege representation because such weightings coul& distort ° program
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’

representation. Since the obJ;ctives }or the research are to survey
““===tﬁF’tUtal English puylic CEGEP population as described in the
methodolsgy (Chapter III), this imbalance does not invalidate the
results for the objectives as stated. In the discussion of some of the
results the effect of the sex and the program of enrolment f{s
'noteworthy. One example 18 the high female enrolment in-;ursing and
secretarial science which welights the female career program enrolment
and the high representation of "other”" language females. Also, a

higher male enrolment is noted in commerce, business administration and

pure and applied sciences.

The fact of male or female predominance in any instance does not affect
the objectives of investigating the need for consumer education at the
CEGEP level. Thus, while such over-representations are noted,
weighting could introdues distortions rather than solve problems of
representation. The sample is therefore accepted as a probability
sample drawn with the chanée of selection proportionate to size.
Finally, since the bias in any sample is lesseéed as the homogeneity of

the population increases, it is important to note that the age and |,

education background of the CEGEP population is very uniform.

The discussion of this study i{s strongly influenced by the context,
that is the Quebec situation as described in Chapter III (Methodology).”
" Canada {s a multi-cultural democratic nation, and Quebec within Canada

reflects this in the three language groups which are an important

consideratjon in the English CEGEPs.

19
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Consamer knowledge scores obtained clearly indicate a general lack of
knowledge in the area of personal finance including banking, £redit and

insurance, and in the area of consumer protection.

Males in the sample obtain higher scores in general than females. The
hypothesis posed that the sex of the respondent affects consumer
knowledge scores 13 found to be true and specifically in the sections
on economics and finances. These results may be affected by the higher
enrcolment of males in the sample in business and commerce programs and

the greater proportion of males indicating that they had taken one or

more business courses with a consumer education orientation.

The hypothesis that the language spoken ln the childhood home affects
scores is sustained by the results obtained. Consumer knowledge scores
are significantly lower 1f the language spcken in the childhood home is
other than English or French., Speaking a language other than Engllish
or French has a more general significance for scores obtained for
consumer knowledge than any other respondent characteristic. The
association between "other" language and scores 1is statistieally
significant for all sections of the questionnaf;e except contracts both
independently and combined as a total ;core. This.coild sapport the
argument that the contribution of other sources of consimer education
particularly the family, are at present as important as the school for
the English and French respondents. "Other" language respondents
perceived the family as contributing less to thelr consumer knowledge

than the other two language groups. Informal sources of consumer

information are available to all respondents and their families, but

-~
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C. i

some may be unable to understand or make effective ise of such sources,

depending on the family background and social environment.
©

’

The hypothesis that prevléus courses with consumer education content or
consumer information affect scores again is true. Those respondents
who had taken consumer related courses of any type obtained higher
total scores, and in particular in the topic areas of finances and
purchases. Only business oriented courses independently affect scores

obtained. Business courses affect the total score and the score for

-

the section on finances favourably.

- , ‘\ .
Formal sources of consumer knowledge such as consumer ediucation and

—

F

related courses previously taken were recorded by the responderntts in an

open ended question. The accuracy of description of these courses
varied widely and included coursés taken at very different stages of
school e.g. Secondary 2-(Grade VIII) Home Economics.to CEGEP level
courses on consumer chemistry or microeconomics. The option chosen for
this research was to categorlzé*courses in general groups. It is

recommended that future studies request more specific information

regarding course titles, when and where courses were taken, and course

content.

Although the information available gives a broad indication of the
value of courses, it might be supposed that the more advanced courses
most recently, taken carry a greater weight i.e. business and economics
courses taken at CEGEP.., Hence it is not surprising to find the

0 significant contribution of business courses takeén on scores. It is
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.1nterest1;g that economicas courses do not significantly improve acores.
This lack of significance of economics courses taken has been found in
other studies (Langrehr, 1979). Courses other than business courses
are not found to contribute significantly independently, although the
effect overall is positive since the number of courses taken of any

type is significantly associated with scores obtained.

The regults raise the question of whether the sex of the respondent, or
having previously taken relevant courses particularly business courses
provides the explanation for the greater disparity of scores in
economics and finances. In the sample, business and commérce programs
have a larger male than female enrolment. Respondents enrolied itn
business and commerce program; are more likely to have taken consumer
related business courses which, the results indicate; are significantly
associated with mean scores obtained. More studies focussed on this
aspect, inc%uding a content analysis of courses involved could be

helpful in determining the contributions of business courses to

consumer knowledge.

Enrolment in pre-university arts, pre—-university science, or tﬁe career

program does not have a significant effect on scores obtained for the

questionnaire.

When respondents assess their level of consumer knowledge, males are
much more confident of their knowledge than females. The topics in
which respondents h%:? the greatest or least confidence are similar for

' both males and females. The subject area in which very few are

————
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confident is that of establishing and using credit. Fewer than one in

1 a—

five of respondents are sati3fied with their knowledge of the
relationship between economic conditions and consumer decisions;
of the physical and psychological influences on consumer decisions; or
are satisfied with their understanding or ablility in c¢redit usage and

their ability to judge quality and prices of goods and services.

Respondents are more confident about their knowledge to protect thetr
rights as consumers and their ability to protect themselves against
fraud and being misled. However, respondents' greater confidencé in
these areas 1s not matched by their percent correct responses for the
consumer knowledge toplic on consumer protection: the mean score for
this topic was the secdond lowest of the six-toplcs covered in the
survey. This finding concurs with the Ontario study (Ministry of

Consumer and Commercial Relations, 1977) cited in Chapter II (pp. 16—

17).

The relationship between scores and self aésessment ratings is strong:
test statistics all indicate a significant relationship. It would seem
boasible to classify respondents according to their own rating of their
level of consumer knowledge, based on the results of this stﬁdy.
However; it can be arghed that the results may have been influenced by
the fact that after completing tﬁg earfier part of the queséionnaire s

they were more easily able to assess thelir knowledge.

g

The contribution to consumer knowledge of the family, the school, the
o

media and friends as perceived by respondents indicates the equal

Y
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”

importance of the school and the family in- general; though the school
is viewed as of no help at all by more than one’in four. §The media are
regaéﬁed as slightly less important and friends are rated lowest as a
source of help despite today's assumed strong role of the peer group

among the younger generation.

Informal sources of consumer knowledée and information are availaQ;e in
the day to day life experience in the home and the social environment.
These sources incluade the help and influence of the family, friends and
peers, and consumer knowledge acquired from Jarious forms of the media,
However, the coﬁtribution of these sources depends on several factors.
Firs£ the access to and the ability of the individual to make effective
use of the sources available may be very dirfgrent from stident to
student. If the language spokep in the home 13 other than the two
official languages, it 1s possible that less conster edacation
material will be available, or wfﬁl be known to be ;vaiiable. Also,
the family's own le;el of consumer knowledge, expe}iencg and abillity to

use such sources will affect the student's exposure to consumer
education and is an imporkgnt variable. Thus, the language 3poken in °
the home and knowledge of €ither of tﬁe official languages of Canada is

likely to affect the contribution of the family and home environmeﬁt.

The school and possibly the media may assume a greater importance when

the family is less able to contribute to consumer education.

The perception of help received by the different sex and language
profile‘groups varies and few general statements can be made. One of

the most interesting differences i3 the lesser contribution of the
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family as a source of help to "other" language respondents. This woild

© support the hypothesis that the families of "other" langiage students

are noé'exposed to the same sources of information. The lack of
fluency in either one of the official languages results in the family
being able to‘éontribute less. Thus, for these respondents the school
and the medfa are considered the most useful sources of consumer

education and information.

—

One observation is noteworthy and without an.obvious explanation.
Females are l;ss likely than male3 of tHe same language group‘to
consider they have a lot of‘help from any source, with the exception of
the family. In the absence of other explanations, this phenomenon may
be demonstrating the lack oflinteresﬁ often attributed to females in
areas i{.e. banking, financiai management and ecbhom{cs, which are
culturally still regarded as a male_preserve., In other words females
are less likely to be expected or encouragea to pursue information of
this typé. . The fact that, insreceng years, fiéancial management
courses ‘and personal finaﬁce books are advertised as especially for
women may be a result of this need for women to close the information

gap in an area which traditionally has been accepted as a male domain.

Measurement of knowledge is an objective assessment of respondents’
possession of factual information and_recognition of rational consumer
behaviour to achieve any givengobjective. -The study of attitudes and
beha#iour in this'study is limited to Pesponses as an indication of
beliefs, véiJeb and Sehavioural intent, or recording respondents!'

perception of previous behaviour in a described situation. .
- J
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.

The most importapt reasons for saving money for respondents were the
immediate cost bf \getting an education and having enough money to take
care of emergencies.. éocial expectations of saving to get married and

compliance to family wishes are not a priority for the respondents.

-

There were some inconsistencies in the responses related to shopping
behaviour. Most respondents.are Sensitized to the possible influetice
of advertisements: they would not regard T.V. advertisemgents as an
important reason for choosing a product; this scepticism is confirmed
in the high percent correct scores obtained on questions concerning
advertising. Consumer behaviour is more rational when the result
appears to the respondent to be of more immediate benefit, such as
keeping warranties, returning upSatisfactory merchandise, researching
and checking before buying a stlereo. The common factor here might be
seen as "sticking up for your rights" and "getting the best deal".
Actions which are concerned with the broader issue of consumer
responsibilities ;nd of less immediate or individual benefit, such as
writing to the head office, to government consumer affairs departments
or to consumer agencies, are much less likely to occur. Respondents'
consumer behaviour is more concentrated at the lower level of the
continuum described by Bannister and Monsma (1982: 8) and discussed {n

Chapter II (pp. 23-2l). Consumer education received has not influenced

consumer behaviour to "participate as citizens" or "influence change".

One inconsistency occurs in a comparison of the responses to two
similar questions asked: only one respondent would always or

frequently check consumer reports for quality and performance before
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making major purchases, for every threi'respondents who would

definitely or probably read about stereos in consumer magazines before

- t

buying a stereo. "Checking consumer reports" may conjure up a more
daunting task than "reading about stereos in a consumer magazine". An

alternative explanation, is that in the first question the respondent

is accurately reporting previous shopping behaviour, and in the second

questlion is reporting what seems to be sensible behaviour before buying

a stereo.

A second inconsistency occurs In a comparison of previous shopping
behaviour and likely behaviour when buying a stereo. Again for every
three reépondents‘who would only consider widely advertised brands of
stereos, only one regpondent would consider having seen a product
advertised on TV as an important reason for buying. Since TV plays
such a large role in advertising, this inconsistency is puzzling.

However perhaps the magic word is "brand" since a very similar number

1

of respondents would buy brand names despite/a higher cost. The

responses would seem to indicate a confidence in brand names rather
than advertised products per 3e. Finally, this particular
L

inconéistency could simply reflect that TV advertising does not play a

major role in the markéting promotion of stereos.

A third inconsistency is the overwhelming prediction that respondents
would ask a friend's advice before buying a stereo, yet results
indicate a general discounting of the role friends play in contributing
to consumer knowledge. It 1s suggested in explaining this

inconsistency that respondents have not recognized that friends may be
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considered as one of several sources of information in their decision
making process. Recognizing the value of seeking several different

sources of information is part of effective consumer knowledge.

The majority of respondents do not value a salesperson's advice.
Traditionally salespersons have been vieded as experts concerning the
' products or services sold. This finding reflects the trend for saleg-

persons today to no longer become specialists in one sales area.

The perception of the need for consumer education is important.
Although it i3 necessary to demonstrate objectively a need for consumer
egucétion by such facts as low scores and the contribution of other
relevant courses which include consumer education content, it ls ;130
very advantageous .that the student population, especially at the post-
secondary level, recognize the need. The overwhelming response was that
consumer education can and should be taughc as part of the school
curriculum. Respondents took the questionnaire very seriously; only

four questionnaires had to be discarded and the rate of return was

v ~

high.

The research hypothesis 1s that students benefit from consumer

education both formally through §chool and informally through their

social environment. Courses with consumer knowledge content do lmprove

scores obtained for consumer knowledge. However, none of the courses

’ presently offered are modelled on the new approaches in coniﬁmer
OJ education suggested, by for example Banntster and Monsma (1982), and
H\\neviewed in Chapter 1I.' Though it can be argued that business courses

p

128



Chapter V Discussion

presently.cont;ibute more than any other type éf course, the researcher
considers that only the group of economic courses can bg compared to
business courses in'this survey as having an identifiable body of
content, Courses classified under the consumer orientation were rather
eclectic concerning subject matter and included more .courses taken at
high school. It should also be recogﬁ?zed that while business courses
may improve performance in some areas of consumer knowledge, they are
unlikely to tnclude some of the new approaches in consumer education
content such as consumer rights and responsibilities and citizen
participation. It is noted that while societal marketing has become
increasingly evident in the past two decades, and may form part of
bgsiness educationJEoursés, the thrust of this approach has been
expedient to business interests. Extensive consumer education must
further the role of the tonsumer in public decision making and in

(
influending change, especially in the target population of educated

young adults who can fulfil the role of opinion leaders in the

a——
o

community.

Acquisition of consumér knowledge is affected by the sex of the
respondent and the language spoken in the childhood home. Females
, cohaistently scored lower than males of the same language group,
particularly French and "other" females. Respondents who spoke a

. )
language other than the two official languages in the home whilst

growing up tended to score lower.

The short 30 item version of the questionnaire is theoretically sound. )

The statistics for reliability and aﬁility to discriminate are

-
o
¢

129 . ' -



A

Chapter V . . Discussioh

.

)
encouraging and approach those for gtandardlsed tests especially as the
most copservafive statistics were used in the analysis. H;wever. the
assumption must be made, if the short ‘questionnaire is used to assess
and classify future CEGEP populations, that the population tested

AN

remains comparable to the sample.

The researcher has not presentty been able to identify the particular
dimensions of consumer knowledge. The authors of the 1978 survey
conducted in the Uniteﬁ States recognizgd and remarked on the
. overlapping of content between the '‘topic areas of consumer knowledge
(NAEP, 1978). This was confirmed in the current research since factor
analysis did not indicate that aﬁy "consuher knowledge" dimensions d
could be fdentified with any one topic area. Further confirmation is
obtained when categorizihg questionnaire items according to Bannister
and Monsma's classification of concepts (19823. A single question can,
~N

encompass several concepts. Further research would be useful to

isolate and identify the dimensidns involved in-this subject.

~
Survey results support the introduction of consumer education at the

CEGEP level. Courses with consumer education content have a
significant effect on overall performance on the questionnaire. .Only
business oriented courses have an independent effect on the total: score
obtaihed for the quesationnaire. However severalhractors are noted
concerning the effect of these courses. First, business course
enrolment was predominantly male, and males scored consistently higher
than females. Second, stiness courses had been taken more recently
and at a more advanced level than many .of the other courses listed by
.S o
— Y — 130 t
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respondents. Also though business courses significantly affected

scores for the section on finances, they did not affect scores fdr the
other five sections. Finally, 1t is reasonable to concluade that
business courses are‘business oriented and do not include the new
approaches 1n consumer education now generally accepted and
recommended as represented by the classification of vconcepts of
Bannister and Monsma (1982). However it 1s recognized that business
codrses currentli provide more appropriate content than economics

- N

courses. This concurs with previous studies (Langrehr, 1979) 1n which

3

economics courses were not found to imprové consumer competencies, The
nature of appropriate content—included in consumer related courses
should be investigated further. P .

Several content areas are pinpointed by poor performance scores

-
recorded for the questionnaire and/or by the respondenﬁf';perébptloh of

a need based on their self assessment of knowledgé, understanding or,
FY .

ability. The areas particularly noted are first, finances including
banking, insurance, establishing and using credit; secoﬁd, consumér
protection including appropriate consumer actions, product safety and
)
consumer purchases; third, the interrelationship of oonsumerq§e01sions
and economic conditions which encompasses the areas of public decision
making and economic democracy. Consumer education can be %la331f1ed ?5
a critical social science (Brown, M. 1985), and an ecosystem
perspective of the igteraction of thelindividual and the faﬁily with
the commhnity, the nation and the world is appropriate and applicable

2]

for consumer education curricula.
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CHAPTER VI

SUMMARY AND CONCLUSIONS

The dontext for this study is the Queb‘ec si1tuation and the objectives
are to provide a base fon the development of a consumer education
curriculdm at the CEGEP level. The investigation was considered
necessary becausae no formal carriculum in consumer education ls avall-
able in the public CEGEP system. The English CEGEP population forms a
minority group within the QueBec CEGEP system. Following Lhe’jy}xysis
of a study of an equivalent French CEGEP sample cudrrently uanderway by
another 1nvestigator, the findings of the two studies will be
incorporated té’ assist in curriculum p‘lanning. Consumer education has
been ;‘ecognized both by academins{ and politicians (Introduction: 8)
as a necessary part of universal education. Some aspeclts of consumer
educatlor; are mote n}éaﬁingful when introduced to studtnts a5 mataring
adults who can recognize the 51gn1f‘icénce of course content. Since
students are often restricted in their senior high school years to
choosing\ pre-requisite courses for CEGEP entrance, courses made avail-
ab“lé to CEGEP students enrglled in all programs would provide access

and satisfy a need for consumer education at an appropriate tlme. This
. S

study provides a first step in the assessment of the level of students’

consumer knowledge, the sources of consumer information and education

availablé;n and in addition determining if the objective measures of

consumer knowledge concur with perceived abilities and needs.

The rqs"ults of the survey clearly indicate insufficient consumer
knowledge in the area of personal finance including bdpklng, insurance

and credit, and in the area of consumer protection as reflected by the

% ;
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scores obtained and reinforced by respondents' perception of -their
abilities. RespAondents generally found that the family and the n;edia
are as useful as the school in contributing to their consumer k(now-
ledge. The exception to this is for those who spoke a language other

than French or English in the childhood hqme; far fewer in this group

assessed that they received much help in this area from the family.

Respondents who had taken any previous courses with- consumer education
or related content, notably business courses, have higher scores than —_—
those who had not taken any courses. This {s particularly true 1n the
general area of finances which incdludes credit usage and insurance.
Scores for the section on finances of the questionnaire are low. A

large majority of respondents perceived a need for knowledge about

establishing and using credit.

The language spoken in the childhood home proved to be the-most
important variable influencing the\ level of consumer knowledge,
t‘o'lllowed by the sex of the respondent. Respondents who are dis-
advantaged {n their level of consumer knowledge were likely to speak a

language other than the two official languages whilst growing up,

and/or to be female.

Students' self assessment is highly correlated with their knowledge

acores. The conclusion may be “drawn that this accurate self assessment

and the almost unanimous approval to incorporate consumer education as
v
part of the CEGEP curriculum indicates acceptance of both their needs

and own percelved inadequacies in the consumer content area,. :

1 I
P A

_Few conclusions can be drawn relating attitudes to behaviour and/or
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knowledge. The researcher recognizes the limited fOCJ§/Qn attitades
. f
because of the nature and scope of the 1nvestigation. Behaviouaral

‘\
responsed concerning consumer responsibilities, when immediate
individual benefit is unlikely,are limited to consamer complaints at

the local retajiler level and do not generally extend to the broader

concerns of consumer adv%cacy and citizen participation.

It would be advantggeous to pursue further research into the nanure and
content of present courses offered which make significant eontribut£0n5
to scores obtained. Further research 18 also reqiired to explain the -
natare of the g%sadvantage for females, and of a language other than

French or English, and how these disadvantages may be compensateq¢ for

or removed.

The short version of the questionnaire is pedagogically useful to
identify students who, for whatever reason, are disadvantaggd and have
special needs in consumer education. . It could also identify stidents
who are capable of benefiting from enriched courses; sich coudrses
could explore some of the wider implications of cons imer righis and

responsibilities and citizen participation.

Theretis no curreht'standardized method available to measure consumer
skills or knowledge; therefore, assessing the level of consumer
knowledge necessary for any individual to finction effectively in the
socioeconomic enviéonment tends to be relative and subjective. This
research is a first step from this subjective judgement to objéctive

measurement. \
) It is recommended that consumer education be available for all CEGEP
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students enrolled in pre-university arts or science and career
programs. Courses that already exist tend to be directed to the needs
o of specific programs and are constrained to appropriate content’ ana
—_ approach for the needs of that program e.g. business courses by their
nature are unlikely to orient content to the consumer's viewpoint.
Therefore, it is recommended that consumer education courses should be
included as an integral part of CEGEP curriculum in the social scier}ces
and—‘lndependent of business or commerce programs. Soclal science
courses as presently grouped in the CEGEP course offerings provide the
most appropriate place for consumer education. It is also noted that

courses which had been introduced independently by CEGEP teachers and

provided consumer education content were in the social sciences.
(

Although any courses with consumer education content taken were shown

t;o affect scores, no one type 6t‘ course affected all topic sections.
Concepts for consumer education have undergone substa'ntial changes and
development in recent years. The evidence to prove the value of the
new approaches in consumer éducation is not available yet. The results

‘of the survey point to definite student shortcomin‘gs both through

objective assessment, and by subjective respondents' self assessment

and perception of their ability and needs. The following tc;pics

covered in the survey can be sonsidered as inadequately covered by

| courses offered in the Quebec CEGEP curriculum: * finances including

banking, credit and insurance; consumer protection including knowledge

of product safety, appropriat’e consumer action for redreés. More than

o 80% of the sample assessed as {nsufficient their ability to establish

and use credit; their understanding of the r‘elationship between
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economic conditions and consumer decisions; their knowledge of the
physical and psychological inflaences on consJmer decisions, and
their ability to judge quality and prices.

. %
Two types of courses are recommended to fill the gaps apparent from the

survey results, and'to encompass the new approaches to consumer
education cited in the literature rev1ew,‘speciﬁfgally the Bannister N
gnd Monsma classification of concepts. The first type woild
concentrate on broader 13sues concerning the consumer in the market-

place and 1nclude the issues of consumer protection, consumer‘rights

and responsibilities; and the role of the consumer in the market and in -
public decision making. The second type would focus more specifically

on personal and family finance: the knowledge and skills required to

function effectively inh the financial and economic environment.

%

The nature of consumer education could benefit from a multidisciplinary

approach; however, it would be advantageous to have teachers who are

AN
Y

able to retain the consumer's viewpoint as the priority and also
- present an open examination of the rights and responsibilities for all
in seeking to achieve an economic democracy. A single competent
teacher who can communicate this "way of thought" would be'preferable

-

to specialists who could not.

The importance is emphasized of providing adeqyate education to promote
informed consumer decision making and understanding of theihatJre of
the marketplace and the rights and responsibilities of all the parties
involved. Citizen participation, especially In public decision making,

mﬁst be part of the economic democracy of a nation.
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APPENDIX A \

0 The Uhited States Survey: Consumer Topits dnd General Subjects

Covered in Consumer and Maths Assessments

NOTE: subjects CAPITALIZED and in boldface are those included in the

Quebec Survey.
BEHAVIOUR

*ADVERTISING
SDECISION MAKING
$SHOPPING

COMTRACTS

SCREDIT CARDS
STNSTALLMENTS
#Rental
*Warranties

ECONOMICS

BUSINESS
Employment
FLUCTUATIONS
Government Policy
Marketing

// Money and Income
PRICES
SUPPLY AND DEMAND

- TAXES -

Energy

Attitudes
Conservation
Consumption
Control
Sources

FIMANCES

RBANKING (SAVING AND CHECKING)

#*Budgeting

’ ®Cost Calculations

SCREDIT

Assessment.

Math (Basic Math Assessment) }

Calculating:
Earnings
Finance Charges
Miles per Gallon
Percent Discount

Profit
Sales Tax
Simple Interest

Purchase Problems(Price and Amount)
Reading Graphs and Statements

PURCHASES

*Appliances
®AUTO )
Burial
*Clothing
Education
®FO0D
Housing

* INFORMATION
*Medicine f

PROTECTION/REDRESS/RIGHTS

CONSUMER ACTIONS
Z *Housing

*Legal Actions
Organizations
#PRODUCT SAFETY
®PURCHASES :

STNSURANCE
*Investing
#Taxes

s

National Assessment of Educational Progress (1978).

%Subjects also covered in consumer portion of Basic Life Skills
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APPENDIX B

Three Approaches Classifying Consumer Educatlon
A brief overview of three approaches from Europe, the United States,

and Denmark classifying consumer education content in the IOCU
publication, Promoting Consumer Education In the Schools (Hellmann -

Tuitert, 1985). »

1. Key'concepCa for Consumer Education Content as suggested by
the Council of Europe.

1. Needs

2. Resources -

3. Household Budget

4, Fixed Expenses and Taxes

5. Products (Technical Features, Notion of Quality, Price)
6. Services

7. Distribution

8. Advertising and Marketing

9. The Market‘and‘}ts Control (legal, soeial and commercial aspects) 3\
10. Consumer Information '

11. Health Protectign (statutory and non-statutory)

12. Culture and Leisure

13. Living Conditions and the Natural Environment

14. Place and Role of the Consumer in Economic Life and Soc%ety

Source: Consumer Education in the Schools, a working document of the
Commission to the Council of Europe, 1981.
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<

2. Key concepts for Consumer Education Content as suggested by
Bannister and Monsama
4-‘ \.l TN
* 1.0 Decision Making
1.1 External Factors Affecting Consumer Decisions
1.2 Personal Factors Affecting Consumer Decisions
1.3 Decisfon - Making Process
2.0 Resource Management ~
2.1 Financial Planning
2.2 Purchasing
2.3 Conserving °
: I .
3.0 Citizen Participation
3.1 Consumer Protection
3.2 Consumer Advocacy
Source: Bannister R. and C. Monsma, 1982. Classification of Concepts in

Consumer Education, Monograph 137. Cincinnati: South-Western Publishing

Co. _.

3. Jensen's Four Functions of Consumer Education

Society focussed
2. Producer focussed
3. Consumer focussed

4, Policy focussed !

Source: Jensen, H.R., 1980. Socially Oriented Consumer Equcation.

Aarhus University. Aarhus, Denmark.

4
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2. Copy of the Questionn’aire

I j/\? Appendices

APPENDIX C

- N R

1. Sample of Guidelines Given for Administering the Questionnaire

3

o B et B D e s Bt o s s e Y T T B A P e i o S gt it 0 e ) e Y T et s e T il b 0 U = e o S S S = e e = - " = = - —— - -

SURVEY OF CONSUMER KNOWLEDGE AND BEHAVIOUR

GUIDELINES FOR THE SELECTION OF RESPONDENTS AND
THE ADMINISTRATION OF THE QUESTIONNAIRE

¢ /

Administration. : : : ,

The questionnaire can be completed in class or in the student's own
time. It would be appreciated 1f arrangements could be made for the
completed questionnaires to be collected for eventual returf to me.

The nature and purpose of the survey are explained to tlie respondents
in the introduction on the first page of the questionnaire. Qéneral
and specific 'instructions are given throughout, -consequently no help
should be needed other than reinforcing these inatructiona. For
example, the fact that this is not a test, although mentioned twice,

might be. emphasized— ‘that it 1s most 1mportant to complete the

queations without assistance from any source; also, that total
anonymity will be maintained. ) ‘

48 Questionnaires supplied for distribution.

s % , ) cont...

v
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Selection of respondents: -
5

The most important criteria in selecting students for the sample is the
program in which they are enrolled. Using the 1list of programs
specified below, please choose courses which are usually restricted ‘to
students enrolled in these programs until the sample number has been

met . .

o,

Prograas from which the sample of students may be chosen

1. Social Sciences (Arts).
2. Social Sciences (Arts).

I would like to thank you most sincerely for your help in administering
my survey. I intend to prepare a ahort“’summary of the results and
would be delighted to send you a cop’y if you would so wish. If I'can
help you in any way in the administration of the questionnaire or by
answering any further questicns you may have, please call me at
Macdonald College [ 514 U457-2000 loca} 218, if no answer local 214§ ].

&
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SURVEY OF CONSUMER KNOWLEDGE AND BEHAVIOUR.

.
o

INTRODUCT ION:

3

THE LIFE OF THE CONSUMER IN THE MARKETPLACE TODAY IS GROWING
INGREASINGLY COMPLEX. ECTRONIC TECHNOLOGY HAS AFFECTED ALMOST
EVERY ASPECT OF OUR LIVES: IN MONEY MANAGEMENT, SUPERMARKETS,
EDUCATION, WORK AND ENTERTAINMENT.

- WE ARE -‘ALL FACING SITUATIONS AND DECISIONS WHICH DID NOT
EXIST EVEN A DECADE AGO. #HOW ARE WE BOING TO COPE EFFECTIVELY
WITH THIS OVERLOAD OF NEW INFORMATION, NEW PRODUCTS, NEW
MATERIALS, NEW TECHNOLOBY?

THIS SURVEY IS PART OF A RESEARCH PROJECT BEING CONDUCTED AT /
MCBILL UNIVERSITY, A8 A WAY TO TRY TO JUDGE CONSUMER NEEDS FOR
EDUCATION AND INFORMATION TO HELP THEM TO BE ABLE TO MAKE
EFFICIENT USE OF THE MARKETRLACE.

THE FOLLOWING QUESTIONNAIRE IS NOT A TEST, IT IS AN ATTEMPT
TO ASSESS CONSUMER KNOWLEDGE AND BEHAVIOUR. PLEASE ANSWER THE
QUESTIONS AS FRANKLY AS POSSIBLE AND WITHOUT ASSISTANCE FROM ANY
SOURCE, SINCE WE WISH THE SURVEY TO REFLECT YOUR PERSONAL
KNOWLEDGE AND OPINIONS.

[
THANK YOU FOR YOUR PARTICIPATION AND COOPERATION WITHOUT
WHICH THIS INMESTIGATION CANNOT HAPPEN. THE 40 MINUTES YOU SPEND
COMPLETING THIS QUESTIONNAIRE IS A VERY REAL CONTRIBUTION TO
,FUTURE CURRICULUM DEVELOPMENT AND IS GREATLY APPRECIATED.




1.

PLEASE REMEMBER THIS IS NOT A TEST. IF YOU ARE NOT SURE OF AN ANSWER DO NOT
GUESS, CHOOSE THE RESPONSE "I DON'T KNOW“. ALSO, PLEASE IGNORE THE NUMBERS

IN BRACKETS AT THE END OF EACH QUESTION, THESE ARE TO ASSIST THE TABULATION

OF RESUL.TS.

P
v

THE GQUESTIONNAIRE STARTS MHERE:

THE FIRS8T TWELVE QUESBTIONS ARE ABOUT THE BEHAVIOUR OF CONSUMERS IN THE
MARKETPLACE. TOPICS INCLUDE ADVERTISING, DECISION-MAKING AND SHOPPING.

QUESTIONS: 1 TD 12 ESTIMATED TIME: 11 mins

1. Is it possible for someone to be influenced by an advertisement without
baing aware of it? ([ CHECK ONE ANSWER ]

i

1. Yas ° £ 2

2. No € 1

”

! 3. I don’'t know L 1
£1.123€1.191

2, Here are some statements about advertising. Is each statement correct or
incorrect? [ CHECK ONE ANGWER BESIDE EACH STATEMENT 1

CORRECT INCORRECT I DON'T KNOW

1) (2) (3

A. Advertising helps to increase sales

and lower prices for a new product. C 1 .01 €t 1
‘B. Consumers have to pay for advertising

in product prices. C 1 € 1 € 1
C. Generally, only high quality products

ars advertised. L 1 L 1 [ .
D. Companies that advertise more produce

better products. C 1 [ | c 1
€. Advertising information can be

misleading. c 1 € 12 L 1
F. Adver tisements often try to imply large

di ffersnces between products wheare .

there are only sihall differences. c 1 t 1 L
G. Advaertising is used to increase loyalty

to a particular brand of product. £ 1 £ 1 €L 1
He It im difficult for a new business to -

compete in an industry where large

amounts are spent on advertising. [ c 2 [ |
I. Advertisements can Qive usaful -

information. c 1 £ 1 £ 1

1
J. For some products, production costs

are less than advertising costs. [ [ C 1
Ci1.13Ct.20-291
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3. John saw an advertisement 1n which a famous hockey player recommended a

cologne for men.
accurate and which would be inaccurate?

STATEMENT 1

AI

c'

DI

E.

The player’'s comments probably
represented the feeslings of most
hockey players.

The player is prcbably an expert on
comparing colognes.

The player is probably getting some
kind of payment for making his
recommendation,

The advertising company is probably
concerned with having the viewer
associate the cologne with someone
famous.

The player'’'s recomnendation probably
means it’'s the bast on the market.

4. Here are some reasons to save money.

you? [ CHECK ONE ANSWER BESIDE EACH REASON 1
) . VERY MODERATELY
IMPORTANT IMPORTANT
- (1) 2)
A. To buy something you can
not afford to byy now. € 1 t 1
B. Ta take cares of
snmergencies. [ C 1
C. To pay for an education. ( 1 c 1
D. To get maqriod. ' £ 1 £ 1
E. Just because you like to
have money in the bank. [ £ 1
F. Because your family
expeacts you to save. t 1 t 1
G. To earn interest on the
money. £ 1 c 1
H. To avoid umsing credit to
buy something. o L 1 t 1

ACCURATE

(1)

Which of the following statements would most likely be
{ 'CHECK ONE ANSWER BESIDE EACH

INACCURATE 1 DON'T KNOW

2y 3)

' &«
t 3 L 1
(. (A
t L)
(. (S
L 3 € 3

[1.1301.31-3%1

How 1mportant is each of them to

148

NOT VERY NOT AT ALL
IMPORTANT IMPORTANT

(3)

€ 3

C 2

.3 ¢
t 1

t 2

.

3)

£
c
€ 1
|
€ 1
D
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S.

S. A person usually considers the price of a product before deciding
whether or not to buy it. Is each of the following statements correct
or incorrect” [ CHECK ONE ANSWER BESIDE EACH STATEMENT 1

CORRECT INCORRECT I DON’T KNOW
(1) (2) (3
A. A person who is buying a refrigerator
for the first time, agd knows little
about refrigerators, 1s more litely to
think that "higher price means better
quality” than somescone who knows a lot
about refrigerators. L 1 t 1 £ 1

8. Paople with low incomes are more likely . N
to use special "cents-off" coupons from
aagazines or newspaper ads for foods
than are people with middle to high ,
income. £ 1 L 1

C. When choosing a brand of food, people
with middle to high incomes are more
likely to use information on price per
unit of weight or volume than people

with low incomes. c 1 r 3 t 2

6. A parmon who is deciding which type of a product to buy ( for example,
brand of toothpaste, make of car, brand of computer ) may consider many
brands and many features of wach brand. At the other extrame, he or she
may consider only 1 or 2 brands or features of sach brand. Each of the
following statements is abaut how people decide which brand to buy. .Is
each statsment correct or incorrect? [ CHECK ONE ANSWER BESIDE EACH

STATEMENT 1]
. CORRECT INCORRECT I DON'T KNOW
- (1) (2 3
A. When pecple are buying inexpensive
items like toothpaste, they will
usually consider more types of the
product than when buying expensive
items like cars. L 1 t 3 c 12
B. The number of different brands or makes ' -
a person will consider depends on the ¢
type of product being purchased. L 1 £ 2 £ 1
C. Whether someone considers many features : }
or anly a few is usually influenced by
how busy or hurried the person is at . i
the time. c 1 . £
€1.23C1.48-1.30)

7. Here are some reasons why consumers behave as they do. Is mach statement

correct or incorrect? [ CHECK ONE ANSWER BESIDE EACH REASON 1

‘ CORRECT INCORRECT I DON'T KNOW
{1) (2) (3)
A. Often the main reason shoppers change
brands is_to try something different, L 1 c 1 [ |

B. Shoppers are more interested in
quickly and easily making a choice .
than in determining which product is
best for them. c 1 [ | — £t 1

C. Sometimes the main redson shoppers buy
a product is because they feel that
their friends will be impressed if -

they own that product. L 1 t 3 R S |
) £1.23C1.51-33]
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9.

Bl

c'

Dl

"E.

F-

Gl

Most consumers generally make comparisons between different brands of

food by comparing the price per umit of weight or volume.
ANSWER 1

For sach of the following quastions the answer choices are "ALWAYS",

"FREQUENTLY", “SOMETIMES®,

ACTIVITY".

1.
2.

3.

Correct
Incorrect

I don't know

{ CHECK ONE

[ S
c
c

"NEVER", or "NOQ EXPERIENCE WITH THE

how often it applies to YOU.

1

ALWAYS FREQUENTLY SOMETIMES NEVER EXPERIENCE

when you go shopping, do
you compare information
given on the labels of
similar products?

When you buy merchandise
that is unsatisfactory,
do you return the
qrr:handis.?

when you go shopping, do
you purchase brand name
products even if they
cost more than other
products?

Is the fact. that you saw
a product advertised on
TV an important reaason
in choosing to buy it?

Before making a major

purchase, do you check its

quality and performance
rating in a consumer
report publication?

Pefore agreeing to an
expensive service or
repair, do you check the
company ‘s reputation?

I1f you }ncnzvo
unsatisfactory service
from a company or store,

. do you complain to the

manager or owner of the
place that provided the
service?

Before agreeing to an
expensive service or
repair do you gat
estimates from several
places?

L

C

(1)

(2)
t 3
t
t 3
<

t 2
t 3
t 3
t 2

150

€.

NO
3 (4) (S)
£t 1 (G [ .
S———
€. 1 t 3 t 3
vy
L 1 | | L
t 2 [ [ |
| (S | t
C. 3 £ 3 t 3
[ | €t 1 £ 1
L 2 t 1 t 1

+

|
£1.2301.53)

Check pna response beside mach stat.m.nq that best describes



|

- 5-

10, How often is the price of an item a good indicator of its quality?
{ CHECK ONE ANSWER 1 :
1. ALWAYS [ |
2. USUALLY L 13
3. SOMET IMES [ S |
4. SELDOM s [ 2

S NEVER [
C1.3301.65)

t

11. You are considering buying a new stereo. Would you do each of tha
follawing: L CHECK ONE ANSWER BESIDE EACH STATEMENT 1

DEFINITELY PROBABLY PROBABLY DEFINITELY

WouLD WOULD WOULD NOT WOuULD NOT
(1) (2) (3) {4)
A, Buy the first one you like. L 3 [ | S | £ 1
B. Check pricas and models at )
saveral different stores. £ 3 £ 2 [ S| [ |
A
C. Ask a friend’'s advice. [ | A | L 1 L 1
D. Take the salesperson’s advice. [ 1 t 1 £ 2 *t 1
E. Read about. stereos in a
consumers magazine. t 1 C 1 [ S L 1
F. Consider only a widely
advertised brand. t | | £ 1 L 1°
. £1.3101.466-71]
12. The following are actions that consumers can take to protect

.themselves. Indicate how often you take each action described. If you
have never had any experience with the action describad {ndicate this.
[ CHECK DONE ANSWER BESIDE EACH ACTION DESCRIBED 1

.
MOST TIMES SOMETIMES NEVER NO EXPERIENCE

P ‘ (1) (2) (3 (4)
A. Kesp copies of sales slips
after making a purchase of
& product or a service. L 2 t 3 £ [ |

B. Kesp copies of warranties when -
s purchasing a product or
service involving a warranty. c 3 £ 1 | S € 13

C. Complain directly to the
owner or manager of a store
when dissatisfied with a
product or service. - B t 1 £- 1 [ A |

D. Write to officials of a
company at their regional or
national office if necessary - '
whan receiving unsatisfactory
service from the company. ° [ | | S L c 1

E. When your consumar complaint
is ignored by a business, send
details of your complaint to
federal or provincial consumer
affairs department and/or a

consumer protection agency. L 1 . | C 1 { S |
€1.3162.1~2.51

-
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6.

THE NEXT THREE QUESTIONS ARE CONCERNED WITH CONTRACTS INVOLVED IN CREDIT
CARDS AND PAYMENTS BY INSTALLMENTS.

QUESTIONS 13 TO 1S ESTIMATED TIME 3 4 MINS

3

13.

14.

In Quebec, which of the following statements about a credit card are
true and which are false? ( CHECk ONE ANSWER BESIDE EACH STATEMENT 1
, TRUE FALSE 1 DON'T KNOW
(1) (2) (3>

A, The use of a credit card may involve

interest charges. \ £ L 1 £
B. The credit card company can legally

infaorm you they have increased your

credit limit if they consider you have

a good record for repaying your debts. | G| [ | [ S |
C. The use of a credit card lessens the

necessity of carrying a lot of cash

when shopping or travelling. | S | £ [ |
D. Some companies may legally issue

credit cards to people who have not

applied for thenm. - £ 1 L 1 [ |
E. All credit cards, whether they are ’ !

department store, bank owned or oil

company cards compute interest and ! .

charges for using credit the same way. L 1 [ S [ . |
F. A credit card enables you to buy things

when yau are short of cash. £ 1 [ | cC 13
8. If you pay your credit card bill after .

b t 2

the due date, it will cost you more moneay. £ C

H. As long as you pay the minimum amount
required by the due date you will not
have to pay any interest charges. £ c c 3

I. For every sale in whiéh a bank credat
card such as Visa or Mastercard is used,
the retailer pays a charge to the bank. € 3 C 1 t 2
‘ £2.1102.7-131]

-

Bill and Linda were relaxing at home in Sherbrooke when a young salesman
came to the door with pots and pans for sale. They decided to buy a set
and signed a contract which resulted in a bill for $400.00. A few days
later Linda saw similar utensils for sale in a department store for less
than half the price. Which one of the following actions would be the
best for Bill and Linda to take in order to cancel the contract? [ CHECK
ONE ANSWER 1 .

1. Tear up their copy of the contract, and send it back to

the company. | S |
2. Hire a lawyer to cancel the contract legally within 10

days of receiving their copy of the contract. Lt 2
3. Telephone the salesman immediately to call off the deal. £ 1
4, Wait a waek to give thamselves time to think about the

best action to take. t 3
%. Cancel the contract by registered letter within 10 days

of receiving their copy of the signed contract. [ S | b -
4., 1 don’'t know. L 1

(2.27C2. 1463

152
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7.

1%8. Kathy purchased a new stereo on an installment plan recently. Before
signing an installment contract should Kathy do each of the following?

[ CHECK ONE ANSWER BESIDE EACH STATEMENT 1]
YES NG T DON'T KNOW

0 ‘ (1) (2) 3
A. Chaeck that all blank spaces are filled 1n .
or not applicable 1n the contract. L 1 £ 1 C 1

B. Check that the lchcduic of payments and total
amount payable ( in dollars and cents ) is
included i{n the contract. L 1 t 1 cC 1

C. Ignore the details because all the terms and
conditions of the contract are written to

protect the consumer. c 3 [ | € 2
D. Check that the credit charges and the annual

%X interest rate are stated in the contract. | £ 1 C 1
E. Obtain an exact copy of the contract. L 1 L 1 L 1

F. Make sure she understands all the provisions

af the contract before signing it. L 1 L 2 [
£2.21L2,.18-231

THE NEXT FIVE QUEBTIONS ARE ABOUT CONSUMERS UNDERSTANDING OF THE
RELAT IONSHIP. BETWEEN ECONOMICS AND THE MARKETPLACE.

QUESTIONS 16 TO 20 ESTIMATED TIME: 4 MINS

16. Which of the following statements about most Canadian private businesses
are accurate and which are inaccurate? ( CHECK ONE ANSWER BESIDE EACH
STATEMENT 3

ACCURATE INACCURATE 1 DON'T KNOW
A. Private businesses are established
to produce goods and/or services
for which people are willing to pay. c 1 L 3 [ .

B. Private businesses can continue to
eaxist indefinitely without making
profits, £ 1 t 1 t 12

* C. Private businesses sxpact to esarn
profits in return for risking their

money capital. O L 3, |
D. Private businesses are guaranteed a
profit by the government. S £ 3 € .1
E. Competition generally makes N .
. businesses more sfficient. £ 1 I T £ 1
‘ é? £3.1302.24-281

3

“

17. Which of the following is correc ”"tiCHECK ONE ANSWER 1. Inflation is

an economic condition in whichs | .
i .
1. more dollars are neaded than before to be able to buy the same
amount of goods and services. S
2. the value of the dollar increases and can buy more. £ 2
o 3. salaries Qo up and each dallar buys more goods and services. £ 2
4. salaries go down and each dollar buys more goods and services. L 3
S. I don't know. 4 L 3
) L[3.3102.291
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a.
0 18. If the consumer price index (C.P.I.} is reported as 140, this means
which of the following:
U CHECK ONE ANBWER 1
1. prices for consumer goods and services went up 140%. [

2.. the average consumer is spending $140 per waek for purchases. [

3. prices for consumer goods and services weras 40%Z higher than

wages when the index was 100, \ c 1
4., an assortﬁznt of goods and services that caost consumers $100
whan the index was 100 now cost %140. t 1
S. I don’'t know. . c 1
£3.7112.312

19. Which of the follawing would probably happen to the price of orange
. Jjuice when a frqst reduces the orange crop, assuming the demand for
orange juice stays the same? (CHECK ONE ANSWER 1

1. As the supply of oranges goes down, the price of orange juice

goes up. [ |
2. As the supply of oranges goes down, the price of orange juice
goss down. S S
P 3. The _supply of oranges does not affect the price of orange juice. [ 1]
4, 1 don’t know. L
/ £3.81(2,32]

20. Which of the “ollowing are mainly supported by taxes and which are not?
L CHECK ONE ANSWER BESIDE EACH ORGANISATION 1

. MAINLY SUPPORTED  NOT MAINLY I DON'T

BY TAXES BY TAXES KNOW

a A. National parks. ) L 1 t 1 L 1

B. Public schools. - £ 1 £ 3 t 3

\ ’ C. Movie theatres. B , L 13 t 32 [ |

D. Major league baseball teams. t 1 t 3 t 3

E. Highways. [ | £ 1 o t 3

F. Better Business Bureau. t 2 € 1 t 2

8. National Film Board aof Canada. t 13 S | ) L 1

H. Canadian RodICross. . { S € 1 (R |

¢ 1. Police departments. t 3 t 1 r 3
£3.931(2.33-411
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9.

THE NEXT SIX QUESTIONS DN PERSONAL FINANCE ARE CONCERNED WITH BANKING,
CREDIT AND INSURANCE,

QUEBTIONS 21 TQ 26 ESTIMATED TIME: S MINS

21. Which of the following statements about savings accounts are accurate
and which are inaccurate. [ CHECK ONE ANSWER BESIDE EACH STATEMENT J

ACCURATE INACCURATE I DON'T KNOW
) (2) (3

A. A savings account pays interest
at regular intervals on maoney
deposited. L 2 L2 L 3

P. The interest rates on savings
accounts are the same at esvery
bank or lending institution. ' r £ 2 [

C. The formula for computing the
interest that savings accounts
sarn is the same at all banks. £ c L 1

D. When moﬁoy is deposited and
“withdrawn fr-qunntly from a savings
account, less interest will be warnad
if it is in a daily interest savings
account than if it is in a monthly

interest savings account. L 12 L 2 £ 1
£3.1302.43-461

22. Which of th.‘*olloninq statements about checquing accounts are accurate
and which are inaccurate? [ CHECK ONE ANSWER BESIDE EACH STATEMENT J

“  ACCURATE INACCURATE 1 DON‘T KNOW

(1) (2) (3

A. No checquing accounts pay interest

on money deppsited. £ 3 L 13 [ |
B. Some checquing accounts offer free

cheques for accounts which maintain

A certain minimum balance. £ 1 L 1 [ |
C. The first account a persaon opens in

& bank has to be a checquing account. [ 1 £ 1 [

D. Under certain circumstances, for
axample with a specified minimum
balance, some checquing accounts may
pay the same percentage interest

as some savings accounts. [ S | L 1 B L 3

23. Which one of the following USUALLY charges the hiqhost rate of lnt-rllt
on a 1oan? [ CHECK ONE ANSWER 1]

1. Insurance company. 9
2. Local bank. € 1
3. Personal finance /company. S |
4. Credit union. L 13
5. Caisse populaire. ’ [ S |
</\\ 6. I don’t know. t 3
\ (S.4302.51)
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Joanne wants to buy a coléur ™

cash or she can buy the TV on credit.

ANSWER BESIDE EACH STATEMENT )

A.

c.

D.

~

23.

ACCURATE
(1)

She can have the TV sooner {f
she buys on credit. L
If she uses credit and makes all
payments when due, she can build
up & good credit rating. [ . |
She will get a better warranty i#f
she uses credit, €t 1
She will have less income left free
to spend if she uses credat. L 1
1f she uses credit her fixed
expenses will be increased. L 1

ANSWER BESIDE EACH STATEMENT 1]

The premiums cost more for the
same dollar value cpverage.

It has 2 built-in savings fintur..

The premiums increase when the policy

is renawed at regular intervals.

It allows someone to buy more
coverage with a li1mited income.

The insured person may borrow on the
policy.

L
C

1
]

3

INACCURATE
)
c 1
t 1
L
€ 1
[

_TERM  WHOLE LIFE
(-

lo‘

She can save money to buy the TV with
Which of the following statements
about credit usage are accurate and which are inaccurate?

€ CHECK ONE

I DON'T KNOW
(9

c 1
(5.4302.53-57)

The statements below are true of EITHER term OR whole life insurance.

What type of life insurance is described in wach part? ( CHECK ONE

1 DON'T KNOW

(N

[

L1

c 1

c 2

[ |
£3.53t2.568~621]

26. A deductible clause in an insurance policy is a provision which states

which one of the following? [ CHECK ONE ANSWER )

1.

2l

3.

4.

wle

The part of cxp.ns:} that” the insured person must pay

on an insurance claim, and beyond this amount the

insurance company will pay.

The part of the premium that can be claimed as a tax

deduction.

The amount the insured can deduct from his)prgmium if

no claims are made in a given year.

The part of expanses covered by 1nsurance that will

be paid by the insurance company.

I don't know.

156"

S |

c 12

c 1

[

c
(S.53102.63)
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THE FOLLOWING 7 QUESTIONS INVOLVE CONSUMER PROTECTION :
BY ,CCNSUHERS. PRODUCT BAFETY AND PURCHASES.

' _QUESTIONS 27 TO 33

11.

ACTIONS TAKEN

ESTIMATED TIME: & MINS

27.

28.

c.

[y

You are unhappy with a product you bought and want your money back or
credit made to your account. The following four steps can be used to
resolve your complaint.

A. Call a third party such as a consumer assistance arganization or
Better Business Buresau.
B. Ask to speak to the manager in an effort to settle the dispute by
yoursel €.
C. Collect your receipts or sales slips or :lncelleh checks as proof of
your purchase.
. be
D. File papers in a small claims court to sue the merchan eturn
your money or @give you credit on your account.
To be most effective, some steps should e taken biforu others. \What fis
the bast order of steps to take to resclve your complaint® CCHECK ONE
ANSWER 1 -
1. B,A,C,D C 3
2. A,B,C,D € 3
'3, C,D,B,A ) Lt 1 - -
4. C,B,A,D L 2
X . S. I don't know L 2
£7.1102.465]

Is each of the following statements correct or incorrect? CCHECK ONE

ANSWER BESIDE EACH STATEMENT 1 ' .
CORRECT "INCORRECT I DON'T KNOW
. (1) (2 3

A. Product complexity and variety make it
difficult_for consumers to evaluate
quality. c 1 S | |
While there is an increasing numsber of
laws to protect consumer interests, , P,
consumers are largely unaware of their
rights. £ 1 S £ 1
Government agencies established to
protect corisumer rights are often '
influenced by business interssts. £ 32 [ |

157
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[+ £y
29. A. It 1s sometimes argued that there is no need for family economic and
" consumer education in school, because petple will spend money however
they want to and ignore what they ' ve learned 1n school classes. Do you
agree with this argument? [ CHECK ONE ANSWER 1]

N . 1. Yes c 1
- 2. No 3
‘ . o, 3. T don't know ~-{ 1

B. It 1s sometimes argued that there is a'qeed for family economic and
consumer .ducatxon_in school, because peocple Nn learn to spend their
money more wisely and school classes help them to do sa. Do you agree
with this argument?  CHECK ONE ANSWER 1

“,»7¢ 1. Yes [ ]
- 2. No L 2

. . I don't know [ 3]
€7.1303.1-21

30. Charyl wants to buy her mother an electrical appliance that will be
safe for her mother to use. Does each of the following guarantee that
the appliance meets minimum electrical safety standards™® ( CHECK ONE
ANSWER BESIDE EACH STATEMENT 1

DOES GUARANTEE DOES NOT GUARANTEE I DON'T

SAFETY SAFETY KNOW
| (n (2) 3
B A. A ssal of approval from [ | t 1 C 2
| - a well-known magazine.
|
{ B. The salesperson™ s statement
| that the appliance is safe. S | L 2 S |
C. The Canadian Standards
Association seal of approval
or tag on the appliance. £ 1 o £

D. A 12-month warranty on the ‘
appliance. ) [ | [ | | S |
‘ . £7.4303.3-61

v

31. Below are statements regarding the care labelling of clothing and
" fabrics. Is esach statement true or false? [ CHECK ONE ANSWER BESIDE
e EACH STATEMENT ) . .
| TRUE FALSE I DON'T KNOW
(n 2) . (3
A. Canadian law does not require a permanant
care label on clothing and fabrics. [ | E 2 £ 2

B. Clothes labelled as non-flammable are
permanently naon-flammable. € 1 c 1 L 13

—a — C. Slespwear for men and womean must be

labelled regarding flammability. € 1 € 1 c 2
D. Textile fibres must be i1dentified by - '
their generic or chemical fame. c 1 L [ S
L (7.41(3.7-101
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13.

*

Marie saw an advertisement for a hair dryer in the newspaper. - When she
went to the stére to buy the advertisad dryer, the salesperson told her
that it was of poor quality. He suggasted that she purchase a different,
o more expens:ve modcl. What should Marie do* [ CHECK ONE ANSWER )

32.

Report what happened tg the appropriate federal £ 12

or provincial consumer authority.
Ask to see the more axpensive hair drysr. i t 3

Leave the store and take no action. t 3
. o
Thank the salesperson for being so honest. . Lt 13

' t 3

%,
€7.51C3.12]

1l don‘t know

A man came to your ‘home-and said he was from the town’'s housing
inspection agency. He showed you his identification card and asked to
inspect your furnace. About a week later, you received a call saying
yo furnace did not meet the town’ rdhuirod specifications. The caller
told you to contact a certain :ampan%~to make the needed repairs at your
sxpense. What would bn:fh. BEST action for you to take first? [ CHECK

ONE ANSNER ]

© 33,

1. Call the furnacc.campany/that the i1nspector recommended. [ S |

e

2. Call the .town’s housing inspection agency to see if the man is
- an authorinud inspector.

»

3. Contact a legal nuthority to find out your rights in éh{; case. [ 1

Ask the Better Business Bureau to give you a list of

- accredited furnace repair companies. « | . |
’ £7.81(3.13]

.
7

Y

[

-

]

°34¢ L]
- . on, sale.
product was sold out.

Mike went to the supermarket for a particular item ndvnrt1§;d‘a- being
When he arrived at the stors he found that the advertised
Which of the following actions would be

+ appropriate for him to take in order tao PROTECT HIS CDNSUHER RIGHTS?

t CHECK ONE ANSWER BESIDE EACH STATEMENT 1

R APPROPRIATE
\/ ACTION
< {1
A. Wait until the product goas on
sale again. ~ £ 2
B. Ask for a raincheck. . (G |
¢. Don't shop in the store anymora. ! | S |
o 0‘ e . ra k
. ‘D, Ask for a substitute item of
limtlar quility at the sale price. PLE .
E. Conpl.ln to thn manager. tv/i/,dﬁ/«
. P Purchanc the !tcm ‘at the regular )
price when the store restocks it. | S |
0 o - LY '
) ‘QO t
. o ! U 159

INAPPROPRIATE I DON'T
ACTION KNDW

. (2) 3)
L 3 (.
(I c 3
t 3 t 3
t 3 t 3
[ £ 2
t 7 oo

€7.351(3.14~19]
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: ®
THE NEXT FOUR QUESTIONS ARE ALSO ABOUT PURCHASES AND HOW CONSUMERS
MAKE THEM.

PUESTIONS 3% TO 3B J ESTIMATED TIME: 3 MINS

i
————— /%

35. Which of the following actions are important to take before buying a new
car and which are not important? ([ CHECK ONE ANSWER BESIDE EACH
STATEMENT 1 . )

: NOT I DON'T
IMPORTANT IMPORTANT KNOW

(8% CA2) 3)

A. Don‘'t consider any car priced above the .

average price of similar cars advertised

for sale in the newspaper. £ 3 c 1 t 1
B. Check an annual used car review in an

auto magazine or consumer raport. t 3 [ A | £ 1

/
C. /Look at the used car price books used by

-car dealers and bank.s. [ | C 2 c 1
D. Have the machanig of your choice check

the car before making a purchase. t 2 t 23 t 3
E. Test drive the car before buying. - [ c 1 L 1

F. Be sure all promises made by the
dealer are put in writing and signed. L 1 [ | S |
CB.21[3. 21-256)

34. Which of the following kinds of information about two packages of the
SAME kind and quality of product would tell you which -one was the better
buy? [ CHECK ONE ANSWER I

1. The size of the packages. [ |
2. The ¢ne that is "on special” this week. L 1
3. The one that costs less per gram of net weight. [ 1

4. The one that has a “"cents off" label on i:t. ; | |

'S. I don't know. . t 3
£6.6103.27)

t

160
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v

37. Which one of the following is the correct description of the term "UNIT
PRICING"? [ CHECK ONE ANSWER 1

1. Each manager in a chain of stores sets the price of
products i1ndependently of other managers.

2. In addition to the total price for the package of some

goods, the price per g, m}, or ¥q (or other appropriate: oy

measure ) is also given. . £ 1
3. Prices are set ,for each new shipment received in the store,

for sxample, prices are set for each new crate of lettuce

or case of peanut butter. . t 21
4, Prices ars set for some fined unit of time, gensrally a

month, and are only chan\;cd at the end of that unit of time. £t 3
S. I don't know. ’ [ |

° £8.61(3. 291

38. Which of the following would be the best source of information about,
the quality pf brand name products? [ CHECK ONE ANSWER 1]

1. The Living section of The Montreal Gazette. t 3 .

2. Homemaker's magazine. [ .

3. Protect Yourself magazine. [

‘4, The manufacturer's informa;ﬁg’pn leaflet, £ 1

S. 1 don’'t know. ‘ L 2
(8.81(3.30]

THESE LAST 6 QUESTIONS ARE ABOUT YOUR BACKGROUMD: RELEVENT COURSES
TAKEN AND OTHER SOURCES FOR KNOWLEDGE YOU FEEL YOU HAVE ACQUIRED.

A\ -
QUESTIONS 37 TO 44 ESTIMATED TIMEs S MINS

39. A. CONSUMER EDUCATION concerns the relationship of the consumer to the
economnic system, effesctive methods of buying and using goods and
services, competant money management, and the protection of human rights.
Have you ever taken a course that DEALT SPECIFICALLY with CONSUMER

EDUCATION?
1. YES c 3

2. NO [
14
B. 'CONSUMER INFORMATION concerns understanding the relationship between
the consumer and the sconomic system, and understanding concepts that are :
important in family finance and family consumer decision making. Have
{: you aver taken a course or courses that did not deal specifically with_
consumer education but did help you to learn considerable CONSUMER

INFORMATION? - .
1. YES c 3
2. NO t 1
If your answer to A or B is YES, what was the name of the course or
courses? °
. 1.
) ]
] V' o 2.
3. :
@ . [10413C3.31~-33)

- ' 161
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16.

40. A. How would you rate your knowledge of the physical ard psychological
conditions which can influence consumer decisions in what to buy?
L CHECK ONE ANSWER 1]

1. VERY GOOD t 3

2. 600D t 3

T 3. FAIR ¢ 3

) 4. POOR t 1

B. Did any of the following ever contribute to this knowladgae?

-

A LOT SOME NOT AT ALL

(1) (2) (3)
2. School t 3 t 3 S |
b. Family L 1 [ | L 2 A
c. Friends 0 £ 1 1 t 2
de TV, radio, newspapers, magazines, books [ Q. | L 1 [ |

[10.21(3. 35~392

41, A. How would you rate your understanding of the effect that economic
conditions and consumer decisions may have on each other? € CHECK ONE

ANSWER 3 .
1. VERY GOOD t 3

2. 'Boop | t 1°

. 3. FAIR -2

4. POOR t 2

B. How much do you think the following helped your understanding of

this effect?
. A LOT SOME NOT AT ALL

» (1) (2 3)
a. School - - / | [ | c 1
b. Family C 1 [ | t 1
¢
c. Friends . I A t 3 t 1
d. TV, radio, newspapers, magazinas, book's £ 13 O | £ 2
. €10,333. 40-44]

- b

v ~ 162



42. A. Hdﬁ much ‘do you know about how to establish and use
C CHECK ONE ANSWER 1

43 A

whan buying _goods and services? [ CHECK ONE ANSWER 1

1. A GREAT DEAL

P

2. SOME

3. LITTLE
4. NOTHING

credit?

- 17-
L 2
t 3
t 1
€ 3

Did the following ever help you in learning about how to establish and
use credit?

School
Family
Friends

¢

TV, radio, newspapers, magazines, books

b4 L]

(L
L

4
c

]
1
]
b]

A LOT SOME NOT AT ALL

2) t)
t 3 t 3
L 1. € 2
£ 37 ¢ 2
t 2 t 2

Do you feel that you know enough to avoid being misled or cheated

Did the following ever contribute to this knowl edge.
A LOT SOME NOT AT ALL .

L
b.
(-3}

d.

1. YES

2. SOME, BUT NOT ENOUGH C 1

3. LITTLE
4. NOTHING

School «
Family
Friends

TV, radio, newspapers, magazines, books

‘163

(1)
o

c
T
€

3
!
1
!

2) (3),
£ 2 £ 3
[ | S |
«C 3 c 1
£ 1 L 13

£10.53(3.51-55]
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44. A.

£ CHECK ONE ANSWER 1

B. Did the following ever contribute to your knowledge?

18,

Do you feel that you know snough to be capable of protecting your
rights if you receive goods or services that are unsatisfactory?

1.
2.
3.

4,

YES, A GREAT DEAL

SOME, BUT NOT ENOUGH C

LITTLE
NOTHING

T

A LOT SOME NOT AT ALL

{1} {2) (3)
& School S | c 1 £ 1
P b. Family { S| { S €, 3
, c. Friends € 2 LS [
: . d. TV, radio, newspapers, magazines, books £ 1 £ £ 1
- X £10.53C3,.37-611
45. A. How would you assess your abilaity to judge the quality and prices
of goods and services? [ CHECK ONE ANSWER 1
1. VERY GDOD €
2. GOOD £ 1
o 3. FAIR [
A. POOR £t 3

B. Would you consider that the following conyributed to this knowladge?
) A LOT SOME NOT AT ALL

(1) (2) 3
a. School A | S [
b. Family £ 2 £ 1 £ 2
c. Friesnds t 2 [ S € 2
d. TV, radio, newspapers, magazines, books £ 3 t 1 t 3

£10,61L3, 62-69)

' ) e
44. Do you regularly kesep & written record of your expenses?

1. VYES (S
2. NO t 3 - ,
€10.73C3.70)

i
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FINALLY SOME PERSONAL DETAILS WOULD GREATLY HELP THE ANALYSIS OF THIS

SURVEY. HOWEVER, THIS SURVEY IS ANDNYMOUS.

NAME.

PLEASE DO NOT GIVE YDUR

.o

47. Your sex?

48. How old are you?

49. Your present marital status?
!t?

" 1. Self

2. Self with help of parents
. - i 3. Self with help of spouse or equivalent

4. Shared with friends of similar age

S. Parents

—

S1. In the past year did you work for money? [ CHECK ONE ANSWER 3

9

350. Who pays for Eynur hausehold expenses”?

]

1.
2.

1. Never married

Male.

Famale.

Years

2, Married/cohabiting

3. Divorced/separated

4-

Widowad

[ CHECK ONE ANSWER 1

1. Full time all year

.

= 2. Surmers and part time in school yesar

3. Summers only

4. Not at all

165
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€1.%31

(1.6-7]

£1.83

T

1
]

€1.103
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20.

S52. a) Were you born in Canada? i. VYes t 1 IF YES GO TO QUESTIOND3 -

2. No | S |

0 b) How long have you lived 1n Canada®
' {. Less than 2 Years £ 3
2. 2 - 5 Years £ 1
4
3. More than 3 Years [ |
£1.11)
53. As you were growing ‘up what was the language most frequently used in
your family?
1. English €
2. French c 1
3. Other [
Pl ease specify other languages spoken
€1.121
4. a) What program are you enrolled in at prnscnt? Please speci fy
b) In what year are you in your CEGEP stud:es?
' ; . . ist year C 1
»>
2. 2nd year £ 1
3. 3rd year £ 1
c) Are you enrolled as a CEGEP' stud;'\; 1
1. wil time c
‘ 2. Part time E 1 )
‘ C1.13-14]
&5 when yvour studies are completed what are your plans?
1. Get a job [ . |
‘ \-v. ‘ 2. Further trnr'aing £ 1
) - 3. University L 3
»
: : ’ 4, I don’'t know t 3 Py
K . €1.173
THANK YOU!
N
D o < h -



Appendix D ‘ Appendices

APPENDIX D

Population and ‘Survey Sample Statistics

Enhlish Public CEGEPs in the Province of Quebec: Total Full-time Enrolment,
September 1982, (Data used in calculating sample requirements)

*» o

a. Summary of enrolment and questionnaire survey statistics

- - - - - ol - - - S . - o —— -

CHAMPLAIN VANIER
JOHN - 8St— ' Ste- TOTAL

ABBOTT Lennox. Lambert Quebec DAWSON Croix Snow.,

—— s - o G Gu P - T > A B M W S ' S D S D =5 B W T

Total enrolment u623 1285 2222 694 7369 3947 2167 22307

T . U > S P T G T A 4P T s D S D D D A D A D Tl D D B - 0 W et P D T et et et D S W . P D D G et e

AS z CEGEP popln 21 6 10 3 33 18 107 101
# Questionnaires ] ) \
‘distributed 100 28 u8 14 158 86 48 482
# Questionnaires
returned 46 23 y2 13 T0 55 24 273
% of tatal of . -
returned : l .
quest ionnaires 17 . 8 15 5 26 20 9 100

.
- s B 0 W s .

Totals may not equal 100%f due to rounding
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b. Summary'or enrolment by program and. by college

- - — = - - - - - - — - —— - — e B - > - v - A o -

CHAMPLAIN - VANIER
JOHN St- Ste- TOTAL
) ABBOTT Lennox. Lambert Quebec DAWSON Croix Snow.

PreaUniversity @T
Sciences:
Health * 378 115 146 82 217 B29 270 1697
Pure & Applied T45 175 292 108 558 602 341 2821
Developmental - 101 101
Preparatory 62 62
Science subtotal 1123 290 438 190 998 10317 6M1 4681

Pre~University

Arts:

Social Science 1137 321 692 177 2583 989 455 6354
Commerce 874 167 By3 66 - 545 581 362 3038
Preparatory 43 43
New School 123 123
Retailing 101 101
Creative Arts 164 36 122 363 144 51 880
Music L 138 138
Lang. and Lit, 113 57 42 T 181 ’147 ’ 51 662 ,
General Academi 31 i 52 . 87
“Arts subtotal 2288 612 1303 366 3939 1999 919 11426
Total

Pre-University 3411 902 1741 556 4937 3030 1530 16107

continued...
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Appendix D

)

continued...

{

b. Summary of enrolment by program and by college

-

- - g

Appendices

CHAMPLAIN VANIER
JOHN St~ Ste- TOTAL
Program ABBOTT Lennox. Lambert Quebec DAWSON Croix Snow
Career: 2
Forestry 53 53
Dental Hygiene T4 TU
Med. Lab.;

Cytotechnol. 109 109
Inhalation Therapy ) 51 51
Radiogr.;Nucleogr. ; ’

and Radiotherapy 47 47
Natural Science 102 102
Farm Management 20 . 20
Nursing 224 268 212 ¢ 730\
Chemical Tech, 56 56
Urban & Reg. ' g

Land Use 29 29
Civil Tech. ’ 99 99
Architectural Tech. 112 112
Mech. Systems T1 71
Mech. Tech.; -

Drafting 229 229
Electrotechnology 306 17 477
Alrcraft Maintenanc 74 - . T4
Police Technology 210 210
Child Care 92 <92
Special Care(Educ.) 68 205 273
Social Science 86 86
C.R.L.T. 95 95
Documentation Tech. U7 u7
Business Admin. 201 179 58 219 238 895
Bus. Admin.-

Marketing 6 68 T4
Finance 3 80 - 24 107
Secretarial Science 84 56 112 80 137 136 138 739
Data Processing 123 153 270 546
Fine Arts (prof.) 36 37 66 139
Pepular Music 91 : 91
Prof. Theatre 88 39 127
Ceramics 28 / 28
Commercial Art 107 107
Interior Desi 107 107
Graphics _/ 104 104

- 4= e - e e
Total Careers 1212 383° 481 138 2432 917 637 6200

4 continued ...
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>

-

-

¢. Program of Enrolment of the English Public CEGEP Population,
September 1982, compared to the Sample Population.*

| - e P D W T D D WO M WD S SR P el e D D B Y e T W S s Yt D ) S e AP b D EeD e D e T S TP S G St AR i S D T P T S T D qp M T O T -

Program 4 in Population % in Sample
i Male Female  Total

. D D R T - D B e D = D T S T o D U Y D G D O Wl e U D e ey WD e et D 4 G Bl S e S D 8 B S A S e 8 e S T D Y T o > D T B WP T

| Pre-University Sciences:

Pure and Applied 12.6 24 .4 6.5 15.1
Health Sciences 7.6 9.4 21.7 15.8
All Science Programs 21.0 33.8 28.2 30.9

- D R A ey S S D Y o T T S T s T Y D A il kD Tt i o Y D el B A R O e S G D P Tt W B P W W T - -

Social Science 28.5 22.0 26.1 24.2
Commerce 13.6 29.1 11.6 20.0
Creative Arts 3.9 0.8 1.4 1.1
Language & Literature 3.0 1.6 0.7 1.1
Retailing 0.5 0.8 0 0.4
All Arts Programs 51.2 54.3 39.8 46.8
Career:

Business Administration . 4.0 8.7 0.7 4.5
‘ . Nursing 3.3 0.8 10.1 5.7
) Secretarial Science 3.3 p 0 16.7 8.7
Data Processing 2.4 0 0.7 0.4
Fine Arts 0.6 0 0.7 0.4
Commercial Arts 0.5 0 0.7 0.4

Graphics 0.5 2.4 2.2 2.3 .

- e e e e ————— B e e e e e e et 2 e e e o e e

All Career Programs 27.8 11.9 31.8 22.4
Total 100.0 100.0 99.8 100.1
Number of cases 22307 127 138 265

- G T P > s S i T T T D s T D D P S D S WD . G S S T N D e B T Y kS

* programs listed in the table are those drawn in the survey probability
sample.
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APPENDIX E Appendices
o | :
1. Percent Correct Responses to Consusmer Knowledge Questions
Question # % correct Question # ¢ correct Question # % correct
Consumer Behaviour
1 98.5 15 a 82.4 %5 a 6.9
"2 a 38.4 b 96.6 b 30.1
b 83.2 e 96.3 o] 27.0
c 90.7 d 94.0 d 16.0
d 85.1 e 97.4 e 26.0
e 95.9 r 98.5° 26 . 18.0
f 91.4 Economics Consumer Protection
g 72.9 16 a 79.0 27 T4.0
h 80.6 b 77.0 28 a 73.0
i 79.7 ¢ 82.5 b 92.0
J 65.7 d T4.0 c 28.0
3 a 91.4 e 68.0 30 a 84.0
b 96.7 17 95.5 b 94.0
¢ 98.1 18 17.0 c » 94.0
d 98.1 19 94,0 1 d 72.0
e 83.6 20 a 88.0 31 .a 10.0
5 a 84.4 b 94.0 ' b 35.0
b 43.9 c 83.5 c 20.0
¢ 18.2 d 80.0 ‘ d 4.0
. 6 a 56.7 e 95.0 32 - 33.0
b 88.1 g " 19,0 33 63.0
c 56.9 g 51.0 34 a 67.0 .
7 a 72.9 h 29.0 b 67.0
b 48.5 i 84.0 c 91.0
, e 71.0 Finances d 59.0
/ 8 26.2 21 a | + 86.5 e 51.0
Contracts b 86.0 f 83.0
©13 a 78.0 c 47.0 \ Purchases
b 7.0 d 37.0 3} a ~ 59.0
¢ 94.0 22 a 52.0 b - 79.0
-d 47.0 b 51.0 c g
e 27.0 c 82.0 d 83.0
£ 91.0 d 29.0 e 97.0
g 80.0 23 31.5 f 98.0
h 25,0 24 a 68.5 36 69.0
! i 37.0 b 90.0 37 . 35.0
46.0 e 83.5 38 ) 61.0
d 46.0
e 26.0

Responses to Questions 10 and 46 (Price as an
1ity and Record Keeping Behaviour) )

o ] #10:  Always [0.7%] Usually [30.9%] Sometimes [51.7%]
Seldom [14.1%) Never [2.6%]

#46: Yes [26.6%]

No [73.4%]

e
{

b

&
!
W

1m

Indication of

N=269
N=267
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Appendix F ) Append{ces

Appendix F

Definition of Zones Used to Describe the Location of
English Public CEGEPs in the Quebec Survey

The following text is directly quoted from the reference listed at the
end of this appendix and is part of the section on study zone
morphology and definitions.

Census Metropolitan Area (C.M.A.): The Census Metropolitan Area
encompasses the main labour market area of a continuous built-up area
having 100.000 or more population. Each C.M.A. has an urbanized core
consisting of the continous built-up area, a rural-urban fringe and
other municipalities and rural areas within the malin labour market
area.

-Zone 1 - Central Business District

The Central Business District {s the major focus for much of a city's
soclal and economic¢ interaction. It 1is characterized by high
concentrations of office employment and retail trade and service
outlets, and by small numbers of permanent residents.

Zone 2 - ‘rhe -Inner City

The Inner city is the transition zone of mixed -and unstable land uses
separating the Central Business District from more durable, mature
neighbourhoods.

Zoné>3 - Mature Suburbs
The Mature Suburbs encompass an extensive and varied sector of urban
residential development. This area displays a wide range of social,
economic and physical conditions reflected in a diversity of neighbour-
hood charadteristics and housing quality and design.




" Appendix F* \ : . Appendices

\, ’ Y
Zone 4 - New Suburbs |

The, concept of "urban sprawl" (s inevitably associated with suburban
development that took place when the private autombbile became the
dominant form of transport. . . .,. These néy suburbs were
characterized by mags-produced, essentially simi la\r single family
dwellings, bungalows and split levels, which becahe the dominant
features of the urban landscape.

Zone 5 - Exgrbia

Exurbia . .. can be described as the remainder of the Census
Metropolitan Area outside the continuously built-up area. It generally
covers a great expanse of the C.M.A. and has a‘low population density.
This zone embraces rural farm land, including market gardening and
orchards, along with non-farm uses such as regional parks, quarries,
auto wreckers, riding stables, dog kennels, drive-in theatres, and golf
courses. The most important facet of this zone, however, may be the
villages and towns which serve the immediate rural areas and act as
dormitories for commuters seeking the tranquility of "country" life. »

~

Rural: includes all parts of 1ncor‘porated‘rura1 municipalities,
unorganized territories, and Indian Reserves having a population
density of less than 1.000 per square mile. Typical characteristics are
low population density, land in agricul tural use, and tracts of
undeveloped and wooded land. '

-

Authort's Note: Since 1977, the population of Sherbrooke has increased
to more than 100.000, thus putting the Lennoxville Campus of Champlain
in an urban zone.

Reference: Statistics .Canada, Perspective Canada II, A Compend{um of —
Social Statistices 1977. Ministry of Supply and Services Canada. 1977:
189-196. ‘
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Appendix G Appendices

. s APPENDIX G

[

Summary of Courses Taken, as Reported by Respondents, Which Included
Consumer Education or Related Content.

-

Type of course \ Course titles as listed by respondents.
Consumer Orih@tion: Consumer credit e

Consumer economics
Consumer education
Consumer behaviour
Consumer chemistry
Nutrition
Family 1iving(High School)
Intro to consumer activities
. (High School)
Economics Orientation: Econonics
Microeconomics
- Macroeconomics
Economic geography
Initiation de la vie economique
Business Orientation: Business dynamics
Fundamentals of business
Marketing
Intro to Canadian business
Promotidn
Retalling
Sales management
Customer services
\ Business law
Intro to Quebec law
Market research
Advertising
Business English(High SBhool)
———————————————————————— oo s o = o - e A s e o e
Miscellaneous ’ n"Info. hours (University)"
Social problems
Chenistry
Mass media
Chemistry of the world(902)
Information analysis
Chemistry III
P . " " Sociology of the family

- — e b S . D St D s D W W = W
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APPENDIX H

Appendices

Tables 40 to 63 as Referenced in Results and Analysis

Table 40 .
' N

Males and.females:

group differences between means

Male Female
Topic (129) (140)
(max.pts.) Mean sd Mean sd
Consumer '
Behaviour 19.4 2.3 18.8 2.6
(26)
Contracts 11.1 2.3 10.7 2.3
(16) .
Consumer
Protection  12.4 2.6 11.9 2.5
(»205) ‘
Purchases 6.4 1.7 6.4 1.5
(9) .
Total 72.7 9.3 67.8! 10.7
(108)

90 0 D e S e et B G S e e P P S e S S B A D s i R D D WD P T S b e Bl A S

* :
Note: raw scores

Table 41 —

-

descriptive statistics for mean scores and t-test on

- o v S " . -y A G G S ettt W P . v WP N S A — e - -

Language spoken in the‘chndhood home ind its effect on scorea:
descriptive statistics for mean scores and t-test on group

differences between means

‘

(
Language
Topic Qther bngl. or French F T dar 2-tail
(max. (133 (203
score) Mean sd « Mean sd value value prob
Contracts 10.3 2.5 1.1 2.2 1.27 -2.51 100.5 0.014

(16) -

- -

*
Note: raw scores
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Table ¥2

Enrolmsent in pre-university arts or science programs and its effect
on scores: descriptive statistics for mean scores® and t~test on

group differences between means

. O
Program of Enrolment
Topic Science . - Arts F T dr 2=tail
(max. (82) (124)
score) Mean sd Mean sd .value value prob
Consumer .
Behaviour 18.9 2.6 19.3 2.3 1.30 ~-1.07 157.5 0.28
(26) .
. _Contracts 10.8 2.1 11,1 2.4 1.27 =1.01 187.3 0.3
_(16) ’
Economics  12.0 2.8 12.6 2.5 1.25 -1.57 159.7 0.12
. an ' ’ )
Finances 9.2 4.0 10.0 3.2 1.51 -1.52 148.6  0.13
(20) .
Conaumer *
(20) : ‘
Purchases 6.5 1.6 6.3 1.5 1.09 0.72 168.5 0.47
(9) > ‘ .
, Total 69.6 10.6  T71.5 9.5  1.24 .-1.34 160.3  0.18
(108) ‘ )

a .

-
) e o -

»
Note: raw scores : 1
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Table 43 .

Enrolment in career or pre-:univérsity programs and its effect on scores:
‘. + descriptive statistics for mean scores and t-test on group differences
between means )

et s v e e e e s e 2 2 e e o o —— g 20 o 0 2 s i S o o e T o 0 i b a0 € 2 R S o e i 9
=

x Proggam of Enrofu?ent Separate Variance Est;
i Topic Career - Science & Arts F T dr __2-tall
(max (59) (206) ' -
score) Mean sd . Mean sd value | value prob
. Consumer ’ ! '
' Behaviour 18.9 2.5 19.2 2.4 1.09 -0.82 90.7 0.42
(26)
Contracts 10.7 2.5 10.9 2.3  1.23 -0.56  86.9  0.58
(16) . ,
Economics 11:4 3.3 12.3 2.6 1.53 -2.11  81.0  0.04
(17) . *
) Finances 9.1 3.7 -9.7 . 3.6 1.10 -=1.13 90.5 0.26
\ d (20) )
Consumer 7 '
| . " Protection 11.7 2.6 12.2 2.5 1.12 -1.27 89.8 0.2
| ‘ (20) »
Purchases 6.4 1.7 6.4 1.5 1.1 0.09 -89.3 093
(9)
Total 68.2 11.2 708 © 10.0 1.25 -1.59 86.4 "0.12
(108) - . . '

- — -~ - — R G = R GuD e St WP S B P > T B - — - - . - -

* -
Note: raw scores °
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Table 44 : .-

Analysis of variance between means of subgroups based-on total mnber
of consumer education or re].ated courses taken and -ean scord’ for topic

mtion on contracts -
&

-

Criterion variable - Mean score on section on contracts -

Descript ion of subpopulat ions -

Total # - N Mean SD
courses taken )

0 131, 67.2 14.8

o R £ 66.2 15.5

A I 3 75.2 8.5

- 3 21 70.0 10.8

’ 4 3 79.2 3.6

Total . 269 68.1 14.3

ANALYSIS OF VARIANCE .
Variance ss . d MS F significance

Between groups  2416.20 4 604,05  3.04 0179 #»
Within groups  52485.63 264 198.81 - -

** The null hypothesis is accepted at p =.01 level,

N
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A

Table 45

Analysis of variance between means of subgroups based on total number

Appendices

a

of consumer education or related courses ta,ken and mean acore for the
topic section on rinancea

Description of subpopular:ions

- -

—— et e

- .
Criterion variable - Mean score on section on finances

# courses N Mean SD
» taken
[ - SRS - e e e
0 137 44,6 18.7
1 a 46.8 15
2 31 57.1 13.4
3 21 55.0 20.2
y . 3 53,3 22.5
Total i 269 47.6 17.9
x-- - heieid SImemme e —“----
ANALYSIS.OF VARIANCE
Variance SS . de MS F
Between groups  5355.56 4 1338.89 . 43T
Within groups 808245 264 306.15
- - It et -

L

#% The null hypothesis is rejected.
population means is significant at the p

‘.

179
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S8ignificance

0019 #*%

The difference between
= ,01 level.

- -

the subgroup
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Table 46

- < E ; ' .
Analysis of variance { t\;leen means oﬁ subgroups based on total number
of consumer education related cour@es taken and mean score for the

topic section on “pm-c}:uea M

1%

t

}

Criterion variable - Mean score on section on purchases

Des.\cription of subpopulations "
# ) courses N Mean SD
taken - - ’
0 o® 137 68.5 17.8 i
] M 70.9 , 17.3
2 3 7_6J, 15.5
3 .2 77.8 = 14,5
4 3 92.6 6.4
———— et e e ———e- . .
Total’ 269 714 17.4 . o

- 205 W T L S = 8 = e -

ANALYSIS OF VARIANCE

Yariance Ss ar * MS — F Significance
Between groups 4203.27 - ] " 1050.82 . 3.59 ' L0072 *% A
Within groups 8082455 264 306.15 .

%% The null hypothesis is rejected. The difference between the subgroup

. population means is significant at the p = .01 level.

-
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Table 47

e A

Analysis of variance between means of subgroups based on total number
of consumer education or related courses takep and total mean score for
the consumer knowledge questions - \

¥

M o
.Criterion variable - Total mean score on the consumer knowl edge .questions

Description of suppopulations

—— ) s oo - _‘-_--:. _________ et o e G e D s o et
o # courases N Mean SD
taken - .
———————— Hn-——-.~-.——-—-—n—-“---———-e.—————————-——.——-—-———————
0 1} 63.8 10.7
- 1 17 64.5 8.7 *
2 v 31 7.0 5.2
3 21 68.9 9.8
‘ y 3 76.9 2.6
Total 269 65.4 9.9 -

ANALYSIS OF VARIANCE

LY . . .
Variance SS (dr Ms F Significance
Between groups 2040.16 | 510.04 5.55 0003 **
Within groups 24263.83 264 91.91
\‘ ———tee
‘ *%* The null hypethesis is rejected. ' The difference between the subgroup
o population means is significant at the p = .01 level. )
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—_—

Table A8

Analysis of variance between means og subgroups based on the number of
buainosﬁ courses taken and mean score for the topicsection on+

'
&

Criterion variable’'- Mean score on section on economics
hY

——

Description of subpopulations

# courses N Mean sh

taken
T ETEETR 16.8°

1 26 79.6 8.8

N 20 72.9 19.4 |

3 . 1 82.4 .0 )
rotal T —
Missing cases 5 ‘ \‘\‘

- - o -

ANALYSIS OF }Ahmcs‘

Vari{ance Ss .df MS F S{gﬁi\\ficance
Between groupsy 2281.84 3 . 763.6;- 2.83 ““r:;;;_;;“
Within groups 52u85.63 < 264 198.81

** The null hypothesis is accepted at the p = .01 level.
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Table A9 ' \ v

-1

Analysis of variance between means of subgroups based on the number of '
business courses taken and mean score for the topic section on finances

- o

~ & . v

priterion variable - Mean score on section on finances

Description. of subpopulations 8"
"8 cowses o Moan 8
taken C
""" A T
1 26 55.2 ' 13.9
2 2(3” 60.0 17.8 -
3 1 30.0 s <0
" Tetar 264 a6 180
Missing cases . . 3 e :
ANALYSIS OF VARIANCE !
Varla}nce SS dar MS ‘ F Significance
e ————— - e e e e e e o e e e e e e e P,
Bef?_f;een groups  5722.11 . 3 1924.04 6.27 L0004 ¥
Within groups  52485.63 264 198.81

[}

- -

#% The null hypothesis is rejected. The difference between the subgroup
population means s significant at the p.s .01 level. Lo~

|
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Table 50 ’

Analysis of variancé between means of subgroups based.on the number of busines
courses taken and mean score for the topic section on purchases -

-

Criterion variable - Mean score on section on purchases

Description of subpopulations .

~ . C# courses N Mean ’ SD
§ taken N .
0 ° 5.7 69.8 17.5
- 1 21 79.1 15.5
2 , * 20 16,7 14,8
3 1 88.9 .0
Total 264 71.3 17.4
Missing cases 5

-
-

ANALYSIS OF VARIANCE _

Variance - 88 _dr MS F Significance
= > = - =
Between groups 2945.71 ° 3 981.90 3.33 0200 * ’
- Within groups  76581.03 260 294,54

~

-

184 ‘ .
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Table 51

Appendices

Analysis of variance between means of aubgroup§ based on the number of
business courses taken and total sean score for the consumér knowledge

questions
- A

'
——

Criterion variable - Total mean score on tne‘consqmer knowledge questions

. A

Description of subpopulations

Signiriqgﬂse
Q04T ##

"t courses N Mem s
taken
0 217 '"""EICII" N 10.5 ------
1 21 69.1 ) 7.7
2 & 20 70.7 9.0
3 1 75.8 .0
" rotal , 60 - 654 < 99
Missiﬁg cases 5 ‘
ANALYSIS OF VARIANCE | . .
Variance ‘ Ss dr ,HS F
Between gro;ps Jaeb2n 3 w2t w2z w0 0
Within groups 2477246 260 95.28 ™

#% The null hypothesis is rejected. The difference between the subgroup '

population means s significant at the p = .01 level.

! - 185
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Table 52

*

p—_———

Self assessment of' knowledge of physical and psychological influences
on decisions by me score for consumer knowledge questions and by sex

Question # 40A
"How would you rate .your knowledge of the physical and psychological
“’:5;7 conditions which can influenge consumer decisions in what to buy?"

Respondents
&
Self Assessment Male ' Female Total | -
N ﬂ ‘ 128 139 . 267
er Good . 70.1 1 69.4% 69.8¢
- 6202 37'8 . 100.0
21.93 12.2 16.9
Good 68.0 66.0 67.0 .
50.7 49.3 - 100.0
S4.7 48.9 51.7
. Fair 65.1 59.4 61.5
- 37.3 62.7 100.0
) 21.9 33.8 . 28.1
. . ) ) v
Poor ' 62.6 49.8 52.7
22.2 77.8 100.0
N 1.6 5.0 3.4
-t 2 ot g s i o 2 e 0 e e A e e s e o e 1 e s B i S 0 0 o e 0 e D e X e e o
Total 67.7 63.4 ‘ 65.4
47.9 52.1 100.1
o 100.1 R 99.9 100.0
Missing cases 1 1 2 ‘

Totals may not equal 100% due to rounding

- ~ 4

1 Percent mean score for the questionnaire
Row percentages
3 Column percentages

-
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Table 53

Self assessment of respondents' understanding of the interrelationship
between economic conditions and consumer decisions by mean score for
consumer knowledge questions and by sex

T e w8 - S T U B0 Y U s e - - S B ) R D ot S S e e D Ut S D T s o T e W

Question # U1A -
"How would you rate your understanding of the effect economic
conditions and consumer decisions may have on each other?"

s S D YD D D it A D D WD 09 B T S U U D SR s i D S Ly Wb W A S S W T G G W= =S = D D e W " P T o

Respondents
Self Assessment Male Female Total
N 126 140 266
Very Good 72.3‘,11 63.9% 70.0% —
72.2 27.8 100.0 ¢
20.63 7.0 135
Good 68.1 65.8 66.9
48.1 51.9 100.0
51.6 50-0 SOQ8 N
Fair - 645  © 61.9 ) 62.9 v ‘
36.7 63.3 100.0
2300 3507 2957
Poor 60.8 52.1 55.4 ’
37.5 62.5 100.0
una . 701 6.0
Total . 67.8 63.3 65.4
47.4 52.6 100.0
100.0 99.9 100.0
Missing*cases . 3 . 0 . 3 .

-l -

Totals may not equal 100% due to rounding

1 Percent mean score for the questionnaire c .
Row percentages ® -
by , Vi
Column percentages : | v

a
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Table 54

Self asseasment of knowledge of credit by nean score ror consumer
knowledge questions and by sex

_____________ [y Feyen - -

Question # 42A
"How much do you know about how to establish and use credit?"

—————— e ot s o e - - - e - - - - - a n y ps

/ ' Respondents ~
Self Assesspent Male Female Total
N 129 wo ) 269
A great/deal 211 73 3% 71.9%
72 7 27 3 100.0
12.43 4.3 8.2
© Some 70.0 67.7 68.4
. 54.5 45.5 100.0
> — §t.9 32.1 36.8 .
‘Little 67.2 62.4 64.3
40.4 59.6 100.0
35.7 48.6 42.4 )
_Notning © . 58,8 54.0 , 55.9 ~
38 2 61.8 - 100.0 -
10.1 15.0 12.6
Total ¥ 67.6 63.3 " 65.4
48.0 52.0 100.0
100.1 100.0 ' 100.0

Totals may not _équal 100% due to rounding

Q

\ﬁ_

1 Percent mean score for the questionnaire
2 Row percentages ‘ .
Caolumn percentages
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Table 55

-

Self assessment of knowledge to avoid being misled gr cheated
by mean score for consumer knowledge questions and by sex

s

1
- -

Question # u43A

"Do you feel that you know enough to avoid being misled or
cheated buying goods and services?"

- - . 0 > -

- -

- oy — - -

G i e o . - s s Y T -

- - 2 4 = -~ .

Respondents
! - ) wn - - o > - - L e = v W WD T M e - -
Self Assessment Male Female
N 129 140
Yes ' 69.5%1 67.1%
62.9 ¢ 374
43.43 23.6
Some, byt not enough  66.6 63.7°
. 43 .1 56.9 ¢
53.5 65‘0
Little 60.2 53.4
: 15.8 84.2
- 2.3 1.4
Yothing 59.9 -
. 100.0 -
© 0.7 - *
Total 67.6 63.3
8.0 52.0
i 99.9 100.0

Totals may not equal 100% due to rounding

\

Y

! Percent mean score for the questionnaire

Row percentages
3 column percentages

-~
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]

Table 56

14 A :
Self assessment of knowledge and ability to protect rights when
disatisfied by mean score for consumer knowledge questions and by sex

2 ~
) - -

Queation # hyp . ’ /
- "Do you feel that you know enough to be capable of protecting your
interests if you receive goods or services that are unsatisfactory?"

—————— 5 o e e e o e o o v e e 1 i s 0 -
Resporidents
. - e -
Self Assessment Male Femaie Total
N ' 129 138 267
__________________________ - e e e e e e e e e e - -
Yes, a grgat deal * 69. 1 . 66.8% 68.1%
85.7 4y .3 100.0
26.43 19.6 22.8
Some, but not enough'’ " 6T.2. 64.6 ' %5.9
49.7 . 50.3 100.0
i 6"03 60.9 62-5
Little - . 66.3 57.2 ° 574 -
‘ : 32.4 67.6  y 100.0
s . 8.5 16.7 12.7
Nothing 61.6 §56.4 57.4
: 20.0 80.0 100.0
a 0.8 2.9 1.9
. y
Total > 67.6 63.5 65.5
: 48.3 51.7 100.0
] 100.0 100.1 99.9
Missing cases 0 2 2

- 4y o wn W

Totals may not equal 100% due to rounding

! percent ‘mean score for the quest.ionnaire
Row percentages
3 COlumn percentages :
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%

Table 57

»

Self assessment of ébility to judge quality and prices by mean score
for consumer knowlegge questions and by sex

.
i et ot o e o e e 0 0 e e

Question # U5A
"How Jwould you assess your ability to judge ‘the qual ity and
prlees of goods and servicea?"

~

11
Self Assessment Male Female , Total
A Y
N 126 140 , 266 .
Very good 69.1.%1 67.0% . 68.0%
6“.0 3600 100|.0
. - 24.83 12.9 18.7 - ;
Good , 67.9 165.0 66.4 é
50.0 50.0 100.0
61.2 56.1 . 58.6
Fair ~ 6.0 59.4 60,8 .
N 3106_ 680,“ ! 100:0 o
1“.0 ~ 28.1 21 ..3 .
.Poor - . 523 52.3
M - 100.0 100.0 , -
- 2.9 - 1.5 . \
Total . 67.6 63.5 65.5
48.1 51.9 . ~100.0
. 100.0 100.0 - 100.1
Missing cases . 3, 0 .. 3
A — - ol - - - - o - PP
Totals may not equal 100% due t:o rounding -
1 Percent mean score for the questionnaire - - X

Row percentages . -
3 COJ.umn percentages

-
.
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Table 58

"Analysis of variance between means of subgroups based on self assessment
of knowledge about physical and psychological influences on decision .

making

Criterion variable - ‘Mean score for consumer knowledge questions

a
3

Description of subpopulations

e - ———— e o e o e e e o -
Assessment value N Mean SD
Very Good 45 69.83;“ 9.33
Good 138 67.00 8.u8
Fair 75 61.54 9,93 -
l:oor' ~ 9, 52.66 - 12.58
. Missing 2 54,73 3.80
At - - ST
Total 269 | 65.3? i 9.91
" ANALYSIS OF VARIANCE -,
Variance ss dr MS F_ ' Significance
’ Betweeh. -groups ‘J;gll!.QS 4 1010.49 1‘1-.';;“ .0600 R4
!‘uthm groups ~© 22262.04 ?_613 : .§u.33 B

% The null hypothesis is rejected. The difference between the subgroup
population means is.significant at.the p = .01 level.

£ 4
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N\

Table 59
Anaiyai.s .of variance between means .aof .subgroups .based .on .self
assessment of understanding of the interrelationship between economic
conditions and .consumer .declisions
Criterion variable - Mean score for consumer knowl\ng'é questions
Description of subpopulations

Assessment value N . Mean SD

Very Good 36 69.98% 9.12

Good . 135 66.94 9.34 ’

Fair - 79 62.85 9.10

Poor 16 55.40 11.03

Missink 3 59.44 7.80

Total 269 - 6538 - 9.91 i
ANALYSIS OF VARIANCE

Variance ~ _ Ss dr MS F Significance
Between groups 3291.30 4 822.83 9.44 - .0000 #%
Within groups 23012.69 - 264 87.16

g -7 T -
#% The null hypothesis is rejected. The difference between the subgroup
population means is significant at the p = .01 level. -
. .
s : .
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.
a

Table 60

-

Analysis of variance between means .of subgroups based.on.saelf .asseasment
of knowledge about using and establishing credit\

Criterion variable - Mean score for consumer knowledge questions

Description of subpopulations

- s o M

——

Assessment value N Mean SD .
“A great—;;-al “22 71.89% 7.87 N .
Some 99 68.41 8.05 B
Little 114 ] 64.33 9.39
Nothing 34 55.86 1050 |
rotar T 269 65.38 So91 :
" ANALYSIS OF VARIANCE —
! Variance “ SS dr MS ‘F Significance
;atwg,en groups 5051.33 i 3 1683.78 -21.00 -5800 *a
Within groups 21252.67 265 80.20 -

4 D

A

%% The null hypothesis is rejected. The difference between the “subgroup
population-means is.significant at the p = .01 level.

- r
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Table 61

' Analysis of variance between means of subgroups.based.on.self.assessment
.of knowledge to avoid being misled.or.cheated ‘

Criterion variable - Mean score for consumer knowledge questions

Description of subpopulations .

- - - s D D P e D D T D T T S S U Y gt G B S A P D S LS G i D Y D P D G S A P S

Assessment value N Mean SD
A great deal ¢ 89 6asTs ¢ 857 -
‘ Some ' 160 64.94¢ 9.50
N Little 19 _ 54.45 11.19
Nothing _ 59.90 .00
Total 269 6538 ¢ 9.91

0 - -

ANALYSIS OF VARIANCE

Variance SS . dr MS : F Significance
Between groups 3237.26 3 1079.09 12.40 0000 *#
Within groups 23066.74 265 87.04

#* The null hypothesis i{s rejected. The difference ketween'the subgroup
population means is significant at the p = .01 level.

\
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Table 62 | .

Qpp‘endfces

Analysis of variance between means of subgroups based on self assessment
of ability to protect rights when disatisfied with goods or services

received

-

Criterion variable - Mean score for consumer knowledge questiofs

Description of subpopulations
X

= A

* Assessment Jva_;lue N Mean / SD
” ; great de;l 61 \68.11% i 9.1 o
" Some 167 65.89 9.41 .
Little oo 60.15 10.30
Nothing 5 57.42 7.32 .
Missing 2 47,94 23.78 :
" rotal 269 6538 9.91 k
ANALYSIS OF VARIANCE J
Varfance .  SS dar MS o Significance
Between groups , 2354.91 4 58873  6.49 0000 **

23949.08 264 90.72

Within groups

4

-~

#* The null hypothesis is rejected. The difference between the subgroup
population means is significant at the p = .01 level.

o ——
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Table 63 . '
Analysis of variance between means of aubgroups based on selr assessaent
of ability to judge quality and prices

Criterion variable - Mean score t'or' consumer knowledge questions

Description of subpopulations
Assessment value N Mean s :
very good 50 ¢ 68.301 1056
Good 157 66.44 9.11
. Fatr 57 60.82 " 9.70 ‘
Podr 4 5231 7.8 N
- Missing 1 6u.76 .00 )
Total 269 65.38 9914 .
i -
ANALYSIS OF VARIANCE
Var@ance SS dr MS F ’gi.wgvr{i-r‘lcanée
Between -g;'oups 2470.60 4 617.65 6.84 ‘ .00;(-)- o

Within groups 23833.39 264 90.28

/ ' A
#% The null hypothesis is rejected. The difference between the subgroup
population means is significant at the p = .01 level.
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