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The oonsumer knowledge, attitudes and behav!our ot' a probabUlty sample 

ot' Engllsh'pub11c CEGEP (Grades XII and XIII) atudents in the province 

ot Quebec la inveatigated to provlde a bas1s for the development of - ( . 
consumer education currlcula. Resul ts Indlcate that consumer knowledge 

and/or self assessment 113 low in the area or personal finances, credit 
4 

usage and consumer prôtect 10n. Language and sex are sl gn1f.lcantly 
1 

asàoclated wl th CQ.rlsumer knowledge scoresi lower scores .are more 11 kely 

it a language other 'than French or >En~l1sh was spoken ln the chl1dhood 

home., and if the student Is Cemale. Prevlous courses taken wlth 

consumer related content slgnitlcantly lmproved consumer know1edge 

Saores. Respondents -are aware of the lr l evel of consumer know 1 edge 

based on self asseasment and knowledge acor~s Ob,talned. Generally. 

respondtmts judge school and the fami1y as the most usefu1 sources of 

consumer know1 edgei the contrlbutio,n ~f the (amUy Is not valued 
1., 

hlghly by respondents who SPOk~ a .lan~age other than FrEm~h or Engllsh 

at home. Support t'or courses ln oonsumer education 115 a1most 

unanlmous. 
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RÉSUKÉ r 

, 

Cette ~de rapporte un sondage sur les connaissances, l'atti tude et le 

comportement d'un échantillonnage a1éa.toire d'étudiants des CEGEPs 

publIcs anglais du Québec en vue de formuler un programme d'éducation-

du consommate~r. Les connaissances et 1 '~va1 ua-tion personne 11 e des 
, ~"', 

connaissances sont faibles sur les sujets suivants: la finance 

personnelle, l'usage du crédit et la protection du consomrnate~r. I..a 
... 

langue et le sexe sont associ~s de mani~re signlficati ve avec ie nombre 

de r~ponses justes: le nombre de points 9btenus étant moins él~vé chez 

les sujets féminins et chez ceux dont la langue maternelle est ,autre 

que le fran<sais ou, l'anglais. I..es sujets ayant suivi des cours 

touchant a l'éducation du co~sommateur obtiennent de' mei'lleurs 

réSUltats. Les sujets sont bon juges de leur;' niveau de connaissances, 

sl on compare leur propre évaluation aux r~sultats obtenus. En 

générâl, les sujets consld?!rent que l'école et la famille sont les 

meilleures sources de connaissances, quoique les sujets de langue autre 

" que ~e fran~aiS et 1 f anglais tlfaccorde.nt pas aU,tant d'importance au 

rSle de la famille. Les cours en éducation du consommateur sont 

-eonSid'rés . comme d~sirabl es presqu'à 1 'unanimi té. 
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CLAIHS TO ORIGINALITY 

\ 
• No prey tOLlS survey has been conducted to investigate the conSJmer 

1 

.... 
knowlêdge, atti tud~s and behav iour of the Engl ish CEGEP population in 

QLlebec. A se~rch of the literature in the public domain in- Canada ~d 

the United States did not reveal any studies with simllar research 

objectives, that is to investigate a target population. as a basis for 

introdueing consumer education into the public school curriculum. 

In Canada, and particularly in the province of Quebec, the needs in 

pub lie education are substant lall y Inf l uenced by the na ture of the 
là 

population. QUE: Is a mUlti-cultural soolety, wlth. substantlàl 

first or second eneratio~ immigrant pOPulati~n. Stadents enrol ;ed in 

English publiO CE sare taught in English, however the language at 

home can-be English, French or of the studen~s' country of origin. 

Therefore, the research is unique to such circumstances and necessary 

if curriculum devJiopm~t 1s- to be cognizant- of the needs of the 

society. 

, 
The_ Quebec questionnaire was designed to de termine Othe general level of 

knowledge, attitudes and behavlour concerning selected topies in 

consumer education. A useful source was found in an extensi ve study 

ot' 17 year-olds conducted by the Education Commission of the States,. 

Denver, Colorado in 1978. A l·arge set of items was developed in the 

_~I 

.. Uni ted States study that could be used ,by others to assess or aid 

planning of consumer edllcation programs. The survey questionnaire 

developed for the research for this thesis was able to select ana adapt 

some of these weIl tested items'for ~se ln Quebec. 

v 
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Using the resul ts obtained, the researcher has developed a short 
. 

questionnaire which can be used to c lassify r ... tJre CEGEP students who 

are disadvantaged concerning consumer \fnowledge, or those stlldents who 

are capable of benefiting from an enrlched consumer education program. 

\ ~ th: 
The investigation ls opportune becau.se of recent l~velo~ments ln 

research in the field, - and an lncreaslng recognition of the '1mportance 

of çonsumer education. Some examples of thls recoBnition are: 

--Level II (Grade VIII) Home Economics, which is nowa .compl.1lsory 

course ln Quebec, emphas izes the consumer education component. 

- the development of new approaches and c lass1flca"tfons for consumer 

edtlcation content has prov ided guidel ines for curr lcul um development. 

- the European Bureau of Consum~r Organizations, w1 th representation 

from the ten member states of the European Economic Commun! ty, reports 
$' 

considerable support for consumer education in member countrles and 

therefore recommends the adopt~on of consumer edu~tion programs ln the 

schools. (CERN, 1982) 

,ç 

- the United Nations, through tt:le Soc)al and Economie Councll, 

started consul tatlons wi th member countrles in 1982 which cufminated in 

the initiai draft of Consumer Protection Guidélines released ln April, 

1985. The draft Incl udes a statement of general prln"ciples and 

guidel1nes in which the provision of consumer education ls put forward 
\ 

as a legitlmate need ln all mèmber countries. The United Nattont:! 
1 

recommends that consumer education become an Integral part or the basic 

curriculum of the educational system. 
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IHTRODUCTION 

The object of this research is to Investigate the knowledge, attitudes 
• 

and behaviour concerning consumer education of a random sample of . ~ 

students attendt"ng English public Coll ~ges d'ense ignemen t généra l et 

professionel (CEGEP) in Quebec. The Engllsh publie CEGEP population is 

a minori ty group wl thin the Qu~bec CEGEP system. Fo! thls reason, the 

stLldy,ls restrlcted in Its scop~ and forms a foundation_for a further 

study within the French CEGEP sector. When the investigation of a 

sample populatIon of'the French CEGEPs 15 completed, the results from 

these two studies will facllitate planning in curriculum development in 

consumer education at the CEGEP level • 

The rese~rch has been motlvated by social, economlc and technological. 

events which, though on-golng for more than a centLlry, have 

accelerated in the past three decades. 

l 
This chaPter~~l l~clude an overview of the philosophy and the' 

circumstances wh1c~e generated the Interest to Incorporate consumer 

education fnto the school curr lcul um, and descr 1 be the spec if le 

objectives and pur pose of thls research. Slnce no studles wlth simllar 

research objecti ves were found in the publie domaln, the li terature 

reviewed ln the second chapter has rocusse~ on other studies wnlch
6

have 

influenced therresearch undertaken and some of the conclusions drawn. 

ThIs non-tradltional approach, 15 descrlbed further in the introductlon 

.. 
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to the revlew of literature. The chapter on methodology descrlbes the 

methods and techniques used to conduct the investlgation. A section 

is Included to explain the Quebec education system ln order to 

facllltate the reader's understanding of specifie circumstances which 

affect curri~ul~m planning in the Eng~ish public CEGEPs. 

The chapter on res~lts and analysis ls a report on the data colleéted 

r and the results qbtained using specified statlstical procedures. The 

c 

data obtained Is préaented with~ut prej~dice and without discussion or 

opini~; Some ful'thér results are p~esented in the Appendices in order 
. 

to slmpllfy the~format of the thesis. The,discussion given ln Chapter , 

v focusses on observatlpns and Interpretations of the data and 

dlscussion of speCifie items of interest. Emphasis is given to those 

results which ma J be of value in planning the introd~ctlon of a 

consumer education program in the Quebec CEGEPs. The signiflcai'lce of 

sex and language as an Indicator of con~umer knowledge la Important and 

educators sho~l~ be aware of such factors. However politlcally it ls 

In~~pedlent to use these characterlstics pedagoglcally, to Identify 

those who are dlsadvantaged, and less controversial methods are ~sed 

based on performance rather than Indep~ndent characteristics. The 

fInal chapter brlefly summarizes major findings and the conclusions, 

reached by cne researcher. 

J~tltloatlon and Ratlonale 

The structur.e of soc1ety and the marketplace has changed from being 

predomlnantly rural and relati vely simple to predomlrtantly ·urban. 
{'~,- ~ 
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This urban socIety ls slgnlficantly more dependent on economic and 

technological infl~ences and less Immedlately controlled by personal 

decisions and actions. The family uni t has shrunk trom the extended 

tamily of the rural communlty to the nuclear family typlcal of urban 

lIte. There ls al so a considerable increase- ln Industrlall zed 

countries in the proportlon of women ln the workforce, one parent 

families and indlviduals chooslng to live alone • 

. 
These fundame,ntal changes in our society hav.e attected the abll i Ues 

requlred by each Indi v idual or tamily uni t to funct10n effecti vely 
f --/ 

withi~ the soclety. The need for consumer education appears 1mpllclt 

in the new environment. Economie democracy and other factors such as 
. , 

protection of the environment, conservatlon and pollution w~lCh 

contrlbute to a natlon's quallty of life are aIl dependent on each 

indi v Idua'1 's awareness and knowl edge of the interaction between 

consumers, producers and government. 

'The changes in our social, economic and technologieal environment are 

the Most slgnlficant to occur since the onset of the Indus trIal 

revolution three centur,les ago. Al vin Toffler in his book "The Third 

Wave" (1980) contends that the new civllIzatlon wlth new 11testyles, 

technologies and values, which is replaclng the industriai society, 

~ needs new classifications and concepts. Toft l er's concep"ts ot 

proau.ers and oonsuaers ls Interestlng and relevant ln the context ot 

considering the hlstorical background and present need for consumer 

education. .. 
, 

. , 
3 
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H1storic'al Background and Developttent 

In the agricul tural and preindustrial society, offler's First Wave, -most members of SOCiety consumed what they rod.lced: Toffler's 

prosumers. The industrial revolution, heralding Toffler's Second Wave, 
1 .... 

separated society into specialized r,?les as prod~c~rs provldlng for 

other consumers: prod~ction was no longer for use but for exchange. -
Tofrler's Thlrd Wave, orten referred to as the'post-industrial SOCiety 

or the in-formation society. has opened ùp the economy to Incl ùde the 

production for use aspect once more. A member of Society is inevitably 

both a pro sumer and a consumer. The prosumer, P);dUC ing for own 11se, 
( 

is recognizable in Canada today in the direct, "~ontribut ion wi thoLlt 
1 

pay" part of the economlc system Le. the dO-ltl-yourself movement. 

The passive consumer b~comes an active p~sLlmer:- uJing self-service ~as 
pumps, the self-service supermarket and electroni ba~king services as 

part Qf typical marketplace behaviour. 

In the Iast two or three decades, production of g90ds and s~c~~~ 

consumption has been revolutionized by new technology and has created a 
\ 

complexity of produ~ts and a distribution system beyond the imagination 

of previous generations. Rational decision-making for the individual 

demands.skillS to seek out sufficient information; also, the knowledge 

and the ability to make-effective use of this information as a guide in 

the m~rketplace. At the same 'time, the consumer's environment has been 

changlng due to such factors as the economic climate: the prevaience of 

credit t.lsage, the effects of inflation, fluctuating interest rates, 

hlgh energy costs, t}.1gher levels of unemployment, declining Il v ing 

4 

\ 

, , 



o 

o 

.. 

Ohapter l Introduction 

standards and growlng ecolog ldal,cQncerns. Members of soc let y ha ve 

Increased expecta ti ons of high quaI1 ty and performance for goodS and 

servlces whilst being more critical and sceptical of business, ind~try 

and government. (Brown, M., 1985; Brown, K., 1984, Bannlster·and 

Monsma, 1982) 

Consumer education is a prerequlsJte for indi viduals if they wish or 

are expected to particlpate and contrlbute ~o the improvement of 

politlcal and economlc planning. Consumer llteracy ls not only 

necessary to a1d the ~eII-bélng and CO~ing skl1ls, but also to, prJ,;ot~ 
a thrlving economlc, soclal and polltical democracy. ~ 

( 

The Future 

Toff~er (1983: 98-9) suggests that the sheer welght of Informatlon, and 
o . ... 

the dlverslty and speed of change in the envlronment will necessitate a 

new framework for declslon-mak!ng; one that moves away from centra1ized 

t9 more Immediate, localized decislo~. Much of the planning will need 
"-

co-operation and 11aison between cltlzens as consûmers, and planning 

agencies at the local, national and transnational level. Torfler 

predicts the need for "resourcefûl, edûcated, lndependept, rlsk-taklng, 

creatl ve worker;" for a Third Wa ve eoonomy to func~ 10n successfull y. 

The concep ts, encompasse~ by consumer'} educat 10n are a deslrabl e 
." 

prerequisl te for a soclety ln whlch local or Indl v Idual autonomy 18 

growlng and Inevltable. Naisbltt (1982) also writes of the rlse of th'8. 

self-help movem~t; a large and growlng movement away from central and 

1nstitutlonal government to per8onàl, neighbourhood and community self- -

5 
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. 
help. Government organizatlc~.s are consldered too remote and 

Inaccess Ible ror the Immedlate problems of everyday lite. 

people everywhere, especl~lly the pOOl' who. have rel1ed 
on government in the past, are acting en JIIasse to secure 
food and supplies, to bl.ll1d and repalr adeQuate houslng, 
to conserve energy, to Increase communi ty and ~onsumer 
activism. 

(Naisbltt, 1982: 151L 

Naisbltt ls an Amerlcan, writing of developments.in hls country, but 
, 

these trends can be seen ln varylng degrees in aIl parts of the world. 

As our civll1zatlon moves from the industrial to the pqst-lndustrlal 
. 

society, the education off-ered has to adjl.lst .to· the changlng needs of 
.. 

people ln the workplace. the marketplac: and the polI tlcal, socIal and 

economlc environment. 

Education tor the Consumer 

Consumer. education has recel ved varied support and Interest dependlng 

!Jn eCOnOmi}! cond1 tions, social influences and educational philosophiês. 
<.> 

Flrst appearlng ln home economlcs: cour,ses for the wlfe .and mother-to-

be, development ot' separate courses. was generated by the needs for 

frugal lire skills during the depresslon years of the thlrti~ (Bymers, 

1983). A concern ror consumer proteqtion emerged ln t~ slxties', 

a tocus gi ven by leading consumer advocates. sllch as the American, Ralph 

Nader who attracted world wlde attention. Development. ~hat has 

occurred in North America has been paralleled in many other areas of 
, ! # ... 

the world and some Qrogress towards Improvlng co~sumer education has 

been m~de. ,. 
.J 

6· 
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" 
Since 1980 a new orientation has gathered academlc support, -An~ 

• • J 

example _~f this new aPP!,oach 1s a classification of conoepts and a . ' 

-conceptual' framework publlshed as a monograph by Bannistér and Monsma 

(1982), The monograph pro'v ides a c lear, succinct derini t ion of 
• ---' 

oonsum.er education and a conceptual framework whlch has stri ven to 

transcend social, cul tural. and economic differences, . Consumer 

education had tènded to appear to be more conoerned with the mlddle­
'0 

cla~s consumer in western society, posslbly a"s a resul t of the-lmpetus 

gl ven to the consumer movement by thls better ~ducated and more. 

artlculate group in the 1960's, which Influenced consumer educat10n 

l. content. 

Consumer educàt10n is now, more than ever before, recognlzed.as a 

basic requlrement by political agencles at provincial, national and 
011 • 

international levels. 0, 

The Field 0' Study 

l, ... 
Bannlster . and Monsma 0982: 5) conaider that "consumer education Is 

enter1ng a,s1gnlflcant period ot growth and change ln the 1980'8". 

" . 
This change 15 marked by an increasJ.ng e~Vhasls on the r01e of the,-, 

~ 

consumer-ci t1zen in soclal, poli tlcal and economia 'deci8ians. rather 
o 

than a more excl usl ve rocus 'o~ money mana~~nt and buymanship whlch 

has been customary in consumer education. . . 

Consumer eduBation 18 by nature interd1sclpl.lnary drawing on oontent 

shêtred by eoonomics, mathematics. 8001"'1081, psycholo$1, pOlltical 

7 
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science, marketing, business eduoation and home economlcs. Bannister 

and Monsma (1982: 6) consider the unique element in comparing consumer 

edueat 10n to other f 1 e Ids ôr study Is the "focus on the consumer ...-, 

decisions whlch relate to Interactions between consumers and producers 

. in the economlc syst~mlf. , 

Kro 11 and Hunt (1980: ,284), in a conceptua l ana l ysi s of ..the emerg1 ng 
, 

discIpl,ine, conctude that consum_er Interest study can be appropriately 

titled- conaumer sci@ncc. Consumer scienc~ is presently at the int,er-

dlsclpl inary stage wlth the ~otential of emerging as a distinct uni-

-diSCipline. The unique focus of the discipline on consumer inter-

actions is eonducive to improving performance of individual consumera, 

consumer representati ves and consumer educators. Kroll and Hl.lnt (1980: 

276-77) analyze and c lassi fy the scope of the tiel d uSlng the 

-ba~lc/appl1ed, macro/micro, pri vate/publ1c (BAMMPP) model. 

. ' 
"Polltlca1 Recogn~tion of' Consumer Education. ... 

..... e::: 

The growing recognition of the n~eé1 for conSllmer edllcation expressed b,Y • 

cOn9llmèr groups,' pol1ticlans and educators la strengthened and aasisted 

by the development of the supporting discipline and a clearer consensus 

or consumer education "'content. 

In the United States of America, ,in 1962, President J. F. Kennedy 
1 '. , ,~ 
introduced a Consumer Bill of Rlghts. President Ford subsequentl y added 

the right to consumer education. TlJe. United, States governmènt has ainee 
. . 

g1 ven suppor,t to further consumer programs and education. Green, Beek, 

8 
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and Creech (1982) draw attention to the t'act that over 40 State boards 

of Education or Leglslatures ln the Uni ted States encourage or require 
~ 

consumer education content. 

In Europe (C.E.R.N., 1982: 2-3). the European Bureau of Consllmer 

Organlzations encourages the development of consumer education programs 
J .., 

in schools ln the European Economlc Community countries, and further 

'reports a hlgh level of support for consumer education ln the nlne 

member countries. 

IP 

In Canada consumer Interest acti v 1 ty of partieu 1 ar import occurred in 

the late 60'5 and-éarly 70'S, notably with the esta~lishment ot' the 

Federal Department" of Consllmer and Corporate Affairs ln 1961. The 

Quebec Minlstry of Education included the concept of consumer education 

as, part of the compulsory Sec:ondary II Home Economies CI.JrricullJm 

introduced over the last few years ln Quebec tfigh sehools (Gol.lvernement 

du QueGec, 1981). Seven other Canad i an pro vinees offer conSllrner 

studles in sorne form at the senior high school l evel (Peterat, 198~). 

In April, 1985, the United Natlons released the initial draft of 

Conau.er Protection Guldellne8 produced after consultation wl·et: member 

countrles and Incorporating rec'ommendations into a working document. 

Further input and modifications suggested by member countr lei. and 

Included in the release, show considerable general agreement wi th 

obJect! ves, general princlples and guide I1nes recommendations. One ot 

the "legltimate tl needs deflned as part of the general princlpl~s 18 

conSLlmer educat ion (Uni ted Nations re 1 ease, April 1985: 599). The 

9 
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Introduction 

, , . ..­
should, where 

appropr1ate, become an Integral part of the basic curricul um of the '. 

educational system - - _If. 

Sim!l arly the International Organlzation of Consumers Unions CIocu) 

"believes th~t consumer education shoul'd be an Integral part of the· 

formal education system, troin the kindergarten to uni v'ersi ty~ (Hellnian-
.. 

Tuitert, 1985:1). However despite considerable interest shown by many 
, 

countries to include consumer education in th.e school curriculum, a 

survey, conducted by IOCU ln 1980 among member 'organizations in some 50 

-countries, seldom tound consumer education as part of formal education. 

\ 
ObJect! ves of Investl-gation and Research Hypotheses 

There 18 presently no formaI, post-secondary program ln consumer 

education at the CEGEP level in the province of Quebec. If an etfectLve 

program is to be introduced i t i5 advantageol.ls to seek out more 

information abol1t the target population in order to answer the 

followlng questIons: 

, 
Wh,at 15 the level of knowledge and expertise of CEGEP students in 

this area? 

Is any relevant content taught ln other C,?Ur5eS as measured by 

the effect of such courses on respondents' knowledge scores. in 

the survey questionnaire? 

What type of courses presently contribute to consumer knowledg~? 

. 10 
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Do respondents acquire any knowledge or expertise fr'om sources 

other than, schoo l ? 

IsW the need for this subject validated by the leve l of 

achievement, and ia a need percei ved by reapondents ln their own 

assessment of their abl1ities? 

Are there any reapondenta whQ, for whatever reason. are 

disadvantaged in their knowledge and abilities relative to 

others? If ao;-can these reasons be identified? 

Do CEGEP students consider there is a need for consumer education 

in school as part of their academlc program? 

\, 

Theae observa~ions can asaist in examinlng the research hypothesis that 

the student's level of,: consumer knowledge la atfected ,by the typé and 

quallty of the sources of consumer Info ... mation available to the 

student. 

Students who have not taken formal courses whlch 1nc l ude consumer 

information, and'students whase so~ial environment d1minishes the 

avallabillty of <;>ther informaI sources of information, are l1kely to 

obtai'n lower scores ort a test for consumer knowledge than others who 

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

to the level of consumer knowledge • 

11 
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Statement of' purpose 

The long term overall objec~i ve is to prov ide a basic st..ldy ta assist ln 

the i ntroduct ion of a formaI program 1 n conSLlmer éduca tion 1 n, post- \._. 
. '. 

secondary education ln Quebec. The object! ves ln vol ved in pursulng this 

goal are summarized as: 

1. To assess the knowledge, attitudes and behaviour of Engl1sh" p'ubllc 

CEGEP students concerning consumer education using a sample survey. 

2. To describe the charactérlstics of the Engl1sh publié CEGEP , 

population and Identity factors' which can be shown to affect knowledge, , 

attitudes and behaviour of the population. 

3. To develop' an instrument capable of simple ra'pid assessment of the 

" level of knowledge of the CEGEP populatlon. 

The Engllsh fEGEP population forms a minority group wi thin the Quebec 

CEGEP system. Following an in vestlgation of an equi valent group of 

the French .CEGEPs, findings will be related to .f~ture plans for 

curriculum content and accepted curri-cular approaches. 

The Researcb Model 

The research model (figure 1) -ls used only to 1l1ustrate possible 

influences and interrelationshlps which may have an effect on 

\ . 
curriculum needs. The model was created speclfically for thls research , 

r 
study ta represen~ schema t lcall y the var ious factors invest 19ated. 

) 12 
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S1nce no prey loua studles had been undertaken, and consllmer edllcat10n 

had not prey l~usl y existed as part- of the educ~ tion curricu l um, the 

study éncompasses a comprehensiv-e approach to Invest1,gate the target 

popul a.t ion. 

Figure 1 ') 
Research model or the investigation or knovledg8, attitudes and 
behavlour or students attending EngI ish public CEGEPs in Quebec 

r---- --, 
.' 1 PREFERRED CURRICULUM 

L APPROAC~ ___ J 

CURRICULUM NEEDS 

~. : Qllick Survey _ __ -=--~ Assessment 
Instrument 

Questionnaire _< _____ _ 

ASSESSHENT: 
Score and Self Assessment 

-'''"--------------' 

KNOVLEDGE 

BEllAYlOUR 

13 

-( 



~~----.. --------------------------------.~~---

o 

~' 

e 

Chapter II Rev iew o~ L1 ter a ture 

. -

\ .. 

q 

. J' 

RB'fIEV OF LZTERATURB- '- . 
" .\ 

lntroduotl-an 

~ 

A thorough search ot literature ln the public doma1n produced no 

stud1es w1 th similar researcl) object1 ves. These object! ve.s ~re to 
- -

Investlgate present consumer knowledge, at ti tudes and beha v lour of a 
1 
\ 

target population as a basis tor plannlng the introduction of j. 
l 

.' 

oonsumer e,ducat!on currlculum. A recent publication, Promotin~ 

) . '\ 
- Consumer Education in Schools (Hellman-Tultert., 1~85) reports a "dearth j 
tO~ material" on how to Integrate consumer eduoation into the school , 

~ . 
. ourrioulum. 

S1nce th1s ~evlew ot literature cannpt examine research sharlng 

oomparatlle objectives, I1teràture is e:ttamlned whlch will· facilltate the 

understandlng ot the problems Inv~l ved, and the discussion and 

oonclusions that may be drawn trom the study. Prevlous studles are 

examlned ~rom the tollowlng approaches: 

A. Aaaeasment ot knowledge, attitudes and behavlour in oonsumer' 

eduoation. 

'-
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, 
J • B .. Evaluation research or oonsumer_ education oourses Inoludlng 

teacher competency and the speoit le academio background ot 

" 

'< - -"'" ,'" 
teaèbér~ -or consumer education. 

/ 
D 

C. Assessment or attitudes. 
, . 

D. Consumer education, ite oontent. and the emerglng ~isclpline: 

consumer science. 

E. Types ot curr 1 cu 1 um approacn. 

, 
The orientation 'of the new discipline, consumer science is examlned in 

thls-11terature review bec au se the last tew yeare have marked a period 

of signit1cant development' in this' tield or study. Polltlcal 
( 

recogni tion and support ls being. demonstrated for the need for consumer 

education ln suoh documents as the UnHed Nations Guidel1nes (1985). \ 

. Aoademics ln thi! field, come ,trom diverse academic backgrounds, 
" . 

theretore it 19 important to ~each a consensus to detlne the concepts, 

" ~ 
soope, role and protile ot oonsumer science in order to achlève a 

coordlnated eftort ln reséarch, curriculum development and teacher 

competency.· The new tramework and classifioations are an important 

part ot this research that has the long term objecti ves ot Introduolng 

'a formal program ln consumer education in Quebec CEG~P's. 

\ 
,', 
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A. cona ... r Eclucatlont ~alng ICDowleclse. Attitudes and BebavlOur 

A nationwlde sample sur~ey was conducted ln the United States by the 

. Instl tu te tOI' the Natlonal Assessment of Educational Progress (1918) to 

asse.ss consumer s~ills and attitudes among 17-year old high school 

students ln the Uni ted 'states. The Intent was to provide a set of 

items whlch would enable other i~erested groups ta assess levels of, 

'oonsumer knowledge and ~d4.nt'î\~ development ot consumer education 
, 

programs. AIl the resul ts reported are llmi ted to percentage responses 
" 

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

1979). Resul ts are gi ven for all the 17-year-olds ln the national 

sample and also tor subpopulations by sex. for 17-year-old students in 

the llth grade, an~ t'Or 11-year-old 11th graders by sex. The publ1shed 

reports of the survey Include ,a collection of consumer 1 tems covering 1a 

" ' range of tmsumer topics (Appendlx A)., which were used ln the stud'y. 

/ . 
~anada, a pilot project was conducted .. by the Mlnlstry of Consumer 

and _ Commerclal Relations, Ontario (1971) to determlne the effects of a 

oonsumer education program on a whol e communl ty. Ques t ionna ires were 
\ , 
.'. ' ... 

admlnistered to the publio to Investlgate knowledge of consumer 
, ' 

protection legls1ation, souroes of consumer information," purchasing 

lnrha v iour, att1.tudes and oonsumer relations wi th business, and 

attitUdes towards governm~nt and the school system and the·ir 

responslbl11tles concerning consumer education. 

-The proj.eo' also.lncluded a separate questionnaire survey of all Grade 
, 

X high school students in the community to Investigate general consumer 
t ' ~ ~ 
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,--
knowledge and awareness ot oon~umer laws, shopping and budgeting 

habits, and attitudes towards credit, business and consumer eduoation. 

Ninety-tour percent ot' respondents spoke English ln the home, 30 

percent spoke French and 9 peroent spoke another language; no 

Information was g1 ven to. Indicate the language most frequently spoken 

in the home, al though one ot the high schools ln the study was French -

speaklng. Resul ts showed that student confIdence in their ablli ty to 

obtain satisfaction it they had ~ purchasing problem was nct baoked by 

thelr oonsumer knowledge. Questions on shopping habits were abou,t 

specUle lo~al cond1tions and inapproprlate to thls review. Féimlly 

budget records were kept by about a tl'ilrd of students' families, whlle 

a thlrd dld not and a thlrd dld not kno)l- if their taml1y kept wri tten 

records: Students were judged in general to be "f~lrly realistic ln 

their atti tude toward borrowlng" (Ontario M Inlstry of Consumer and 

Business Relations, 1977: '54) though 43 percent or the students sa Id , ' 
-

the y did not know how to comparison shop for credIt. Attitudes towards 

_ business varied from general sàtIstact,ion for the provision ot goods 

and services to dlssatlsfaction generally concernlng value tor money, 

consumer relat10ns and honesty. A general lack of knowledge was also 

shown by students about the amount of profit made by businesses'. 

The research findings of the project indicate: 

f 

.. 

the overwhelming majorlty ot adults and studènts teel that 
oonsumâr eduoation should be taught -in the -'8ohoola..--. 
Educators should act on this response, and make a greater 
effort to develop and of ter courses which will prepare 
students to make intel1igen~ consumer dec1s1ons". 

Ontario Hinlstry ot Consumer and Commercial Relations 
1977 ... pp.4-5 
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B. Evaluation Research ln Consumer \ucatlon 

Evaluation research can be used as a summative method to jJdge the 

benef i ts and et' fect i veness of consumer educat ion programs.' Several 

studies have been car'ried out to determine whether courses in consumer 

education can imJ;rove stlldent competencies and also' to examine the 

texts and the te,lchers invol ved (Herrmann, 1982; Langrehr, 1979; 

Hawkins, 1977; Lloyd, 1983; Garman, 1979; Lofgren and S;Jzuki, 1979). 
'( 

The problems found in this type ~ research are three'fold: 

, 
1. The content included in consumer education courses offerE~d. 

2. The nature of the sample Le. are those being assessed, who 

ha ve not taken courses in consumer educatIon, \omparab 1 e in 

abll!ty to those who have t.ken courses? \. • 

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

academic background. 'i 

1. Consumer Edupatlon Content. , Herrmann (1982). in his study of the 

cohtent of hlgh school texts on Qonsumer education, 1938 to 1978, 

concluded that content ls nei ther comprehensive nor adequate and that , , 

changing needs of the social and economic systems have ndt been met. 

Such t"act<;>rs as 1) a preference for the more eas 1 ~ taught co.ncrete 

topies sueh as "buymanship" information, and il) periods wh en 
v, 

contl"ovel"sla ( toples have been a voided. have resul ted in s 1 ower 

evolutlon ln sorne areas '3.g. pUblic goods. He considel"ed the problem . 
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.' 

of a "lack of creativlty, scholarship and leadership in the· t'ield" and 

the lack of a developed knowledge [se as the most important reasons 

for the Many inadequacies and' omissions of consumer educat ion texts . 

.. 
'\' 

2. Eva! uatioD: Comparabil.i ty oC the Samples. Langreh'r (1979) 

investlgated the effect of consumer education on students' competencles 

a~d attitudes in a ~tudy completed ~n 1975 using sttldents from Illinois 

and Alabama. NO,ne of the students from Alabama who formed ··the control 

group had taken consumer education or economics COtlrses. His researctT 

consldered the effect of the spe~1flc type of cOllrse oft'ered on 

consumer competency and atti tudes to business. A course w.1 th spec !fic .. 
consumer education abject! ves was round, ta improve competency and 

develop more positive attitudes to business. He concl~ded tbat 
, 

economlcs courses are not a stlbsti tu te .for consumer ,courses since no 

s igni(1 cant di fference in competency' was round between those who had 
l , 

taken economics courses and those who had taken nei ther economics nor 

consumer courses. ,Hawkins (19t7) CÙd not find that constlmer courses 

Slg~if1cantlY ,-affec~ed èompe~y of high school graduates conce,rning 

money'" management and p!lrchaslng beha-v lour. 

, ~ Langr.br (1979) a<>knowledged prey 10us studles dlecountlng the . ) '~ 
slgniflcant effect of ha v lng taken re lev:an.t cotJr~es, and poin ts OLit 

factors whlch May aCCOtlnt for the discrepancies in resul ts obtalned in 

other studles. For example, when consLlmer education ls not compulsory, 

there may be a tendeRcf for a restricted popu1aUon, olten ot less able' 
\ F 

students to be taklng consumer edLicatlon. He .also points to the ·tact 
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. 
that few studies have controlled for such factors as prevlous relevant 

courses or level of intelligence. This could be a signlficant facuor 

. espacially ir eX'acerbat~.d by tJf P~SSlbllity that pre-university 

programs-allow few options ~o the more able students intendlng to 
" 

continue thelr education. 

Lloyd (1983: 163-5). addresslng educatIon pollcy-makers. emphaslzed the 

inadequacy of much of the research attempts to evaluate consumer 

educatIon programs "both as a weakness in evaluat·1ng program 

effecti veness, and as a drawback ln' promoting the value of expanded 

programs". 

3. Coapeténcy ot Teaebii18 in Consumer Education. Garman (1979) 

reported an average score ot below 60% on a Test of Consumer 
~ 

Competencles administered in a natIonwlcl'e assessment of prospe"ctl ve 

teachers in the United States of America, which "does not seem to 

Indlcate a high level of comprehension of cognitive consumer education 

o 

concepts." He noted that those prospect! ve teachers who had taken any , 
, . 

consumer related courses scored signitlcantly hlgher than thoae who had 

note 

Lotg~e~ and Stizukl (1979) ihvestigat$d the competency of consumer 

educat1'on tea-chers' ln secondary schoole ln Oregon.. A comparison ls 

made between teachers of oonsumer educatIon whose aoademic baokgrounds 
~ 

varled trom -home economlcs, business educatlon, sooial studies tO\ 

mathematlcs (Table 1). 
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(> 

Table 1 

\ 
\ 

CoosUll8r education co.petency scores aoh1eved by teaobers 

~~-~~-~~~~-~~~~~~~:~~~-~~~-~~~-
SUbject-Matter Total Te t Mean Score 

Speciality (max. score 50) 
" _______ ~ __________ ~--------J---------~----------------___ _ 

Home Econo91ics 
(50) 

Social Studles 
-t3~n-

Business 'Education 
(52) 

Mathematics 
(45) 

38.85 

33.45 

32.-62 

32.44 -
, . , 

---~-------------~---------~--~----~--~--------------------
AH Teachers 

( 185) 
311.34 

--------------"---------------------------~----------------, ' 

Adapted from 'table 1, 13.2.3~4. Lotgren et al. 1979. 

Théy round no signi! ica'nt difference betwèen the scores obtained by 

teachers in d1frerent subject areas and conc~~~hat, 

The data seem to suggest that 'teachers ln home economies f 

business educatlon'osoclal studies and mathematics are 
equall y prepared to teach comprehensi ve courses ln 
consumer education/economies/personal finance even tbough . 
certain deficlenoles in preparation exist. 

(Lotgren et ,8.1.1979: 383) 

The contribution of, research in recent years has opened up a ne~ 

approach to consumer education; notably the w~rk ot Bannlst&r and 

,Monama (1982) ln providing a hew 'classifioation and tramework or 
l '" 

concepts,_and also Kroll and Hunt (1980) in the1r eonceptual analys1s 

and useful discussion or the tocus ot an emerg1ng discipliné.' Ii 'is 

dittilul t to assess present ~ompe~enc ies tor teachlng consumer 

eduoation, unt11 tne new approaches detined by these authors attect the ,. , 

curricul~ content and the assessment Instruments. 
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r, 

c. The stfeet of Consumer ,Education 'on Attitudes. 

Summers (1970:2) con tends that an "attitude has a directional qualitr", 

and that a tendency to behave ln a certaln way may be !ndicated by an 

attitude expressed ln a response. Fishbeln and Ajze~ (1975:382) whilst 

recognizlng the danger in assu~l~g_ ~hat an expressed attitude results 

in correspondlng behaviour, cQnslder that accurate prediction of 

behavlour can be appropriately measured br an expressed intente 

Stone et al. (undated publication) develo"ped a theory of attitudes and 

events '-'hlch they sugsested can be adapted as a conceptual gui de in 

.-o.ther---studles. }-4Stone et al. emphasl ze that atti tudes are linked wi th 

• human behavlour; the ,behavlour or response can be expressed as an 

answer, wri tten or oral to a question. The survey investigated' 

attl'tlldes as a subs'et of behaviour using data based largely on 
.& 

responses ,t~ a survey questionnaire. Guttmann contributed a deflnition 

of an attitude item: 
, 

An Item belongs to the univer6~of Attitude items lf and 
only if its domain asks about behaviour in a 

[cogn1tl ve] 
[affective] 'modality 'towards an object, and its 
[instrumental] 

range ls ordered from 
\ 

[very 
[ 
[very 

positive] 
to ] 
negative] . 

towards that objecte 

~ 

(Stone et al.: 62) 

This deflnition emphasizes two important factors: 

1. - an attitude has an ordered range of responses from very 

positive to very negative towarijs an object in question. 

ii. - attitudes though a subset of human behaviour can be 

dirferentiated 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 explore studènt attitudes as affected by consumer 
/ 

education. The results of his research suggest that courses ln 

consumer education had a positi ve effect on student atti tudes towards 

business. 

D. Consumer Education, its Content ,and the New Discipline: Consumer 
Science i f 

Curriculum Neéds. There is an his.torical and somewhat persistent 

emphasls on "buymanship" skills found ln education ~aterials (Wlllett 

1979). Herrmann (1982) adds that within the concept of buymanshlp 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 ~nd the ease of using such material in 

teaching rather than some of the more abstract concepts. 

Bannister and Monsma (1982) developed a comprehensivt gulae which 

provldes a framework for content for program pla~nlng and curriculum 
, 1 

development. This tramework has been welcomed by ether academlcs 

(Bymers, 1983; Green et aL, 1982) as a signlficant attempt to organize . 
the concepts and the body of knowledge; It provides a tool to plan and 

standardlze consumer education curriculum content. Bannlster and 

Monsma (1982) con tend that consumer needa are now and will continue to 

be in a broader range of consumer beha v iour modes (1982). Consume~ 

education could affect behavlour on a continuum aa illustrated in 

tigut'e 2. 
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, Figure 2 
COIlSUller education: potentlal lQlpact on consumer behavlour 

• 1 

". 

Indlviduals and groups actlvely partlcipatlng 
ln con.uœ~am •••. 

CONSUMER EDUCATION CONTINUUM 
�--------------r------------~----I 

Limited Extensive 

~I 

••• should gain competence 
ln the knowledge and 

sk1l1s needed.; • 

••• to make decisions'and 
take actions as consumers • 

• CONSUMER BEHAVIOURS 

C!~~~;-----I------;~'~~~~~;----I------;~~~~~I ~;~~,~;-------I 
Questionlng purchasing as Citlzens Influenclng 

Conserving Change 
1 • 

Source: adapted from Bannister & Monsma, 1982: 9. fig.2. 
(by permission) 

~ 

Bannister and' Monsma's classification of concepts (Appendlx B) Is cited 

as a gulde:!Or consumer ~ducat~on content in the rocu publication, 

Promotlng Consumer Education ln Séhools (Hellman-Tultert, '1985). 

Bannister- and Monsma def Ine consumer educat Ion as "the prO,cess Qf 
\ 

gaining the knowledge and skl1ls needed ln managtng consumer resources 

and taklng actions to influence the factors which affect consumer 

decisions~ (1982:5). Their classification suggests thr~e key copcepts: 
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decision making, resource management and citizen particip!tlon_ The 
~ 

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

cross references occurring between sUb-concepts throug.hout the 

classification. .. -'" 

Hellman-Tuitert (198S) cites two other guides to consumer education 

content: one suggested by the Council of Europe (1981), and one 

pub!ished in Denmark which rocusses on four aspects or consumer 

education (Jensen, 1980) (Appendlx B). The Counci! of Europe guide Is 
" 

s?If' more subject oriented than that of Bannis'ter and Monsma and specifies 

r 

rourteen major content areas. Bannister and Monsma extract 

commonalitles across subjects as concepts, for example: thè poli~lcal 

system as an external factor affecting consumer decisions unâer the key 

concept of decision making, compared to the Councn of Europe guide ln 
, 

which no single topic rocusseS.on the concept of the politi~al system • . 
Jensen (1980) suggests~that consumer education has four ,aspects on 

which to rocus: the society, the producer, the consumer and polichs. 
l , 

Consume~ education can provlde an understandl~g of the role or th' 
o 1 

consumer ln society and also of the production system. Consumer 

education shou1d a1so enab!e the consumer to acquire the necessary 

skiiis to tunctlon efrectively and to recognize other influences, 

c~nsumer motivations, consumer rights and responsibilitles. The fourth 

toous on polloies emphaslzes questionlng the way ln whioh a consumer 

functions withln sooiety. ~ensen encompasses the concerns for the 
1 

oonsumer and notes the need to understand the producer/consumer 

relationship, acqulre eftectlve consumer skll1s and to explore consumer 
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behaviour and the influence of consumer actions. Jensep's approach to 

consumer education, though generalized, is less comprehensive and 
- . 

succinct th an the classificatton of concepts developed by Bannister and 

Monsma. 

Rice and Tucker (1986: 7-24), describing an ecosystems approach to 

!amily lité management, demonstrate several parallele with the 

Bannister and 'Monsma model. The individual and the famlly are 

Interdependent and furthermore they must participate in other 

ecosystems: the communlty, the nation and the world. 

Paoluc'cl, Hall, and Axinn (1977: v) also reflect the thrust of the 

Bannister and Monema apJ)roach when they emphasi ze the importance of 

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

ten. years as they are today" 0 

Consumer Science. Two publications have contributed signiflcantly to 

def1ning and organizing -the body of knowledge of the discipline. 

Bannister and Monsma's classification of concepts in consumer education 

(1982) has been reviewed previously; the noteworthy contribution of 
. 

the classification is its aim to provide universality of concepts which 
.'<. ,. , 

transcends social, cultural and economic differences. Kroll and Hunt 
. . 

(1980) in their conceptual analysis of an emerging discipline developed 
" . 

a model: the Baslc/Applled; Macro/Micro; Private/Publlc, whlèh provldes . ' 
l ' 

an analysis and defini tion of the important elements of the field of 

study and further 's,uggest that Othe ter~ "consumer science" most 

adequately describes the new discipline which is emerging as a result 

oC previous contributions from ~everal disciplines. 
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. 
Since 1982, several papers have beel) publ1shed (Kroll 1982; Monsma. 

1983; Chenoweth, Eigstl and Stampfl, 1984; Morse, 1984) to address 

the prob)em of clarlfylng and deflnlng t~~ ~isçlPllne of "c9nsumer 
,. 

science". Chenoweth, Elgst 1 and Stampf l (1984), anal yzad responses 

from program audltors ln the fleld and suggest that there ls agreement 

that the term consumer science ls comprehensive, appropriate 'ln 
, 

coverlng the broad field of study and include~'consumer economlcs, 
, ' . 

family economics and consumption. Kroll (1982) emphaslzes the 

importance of ,clearly focuslng t~e efforts of research~~s, policy 
\ 

ma.kers and -teachers ln the fie l d. 'Gr 1 bschaw, Hayes a'nd Swartzlande'r 
, , 

(1984) j oln those who e~dor se th~ Bann1:s t er_, and Mon sma (1982) 

classUlcatlon as· fulfllling the need for well-defined comprehensi ve 

:classlfication scheme whlch ls requ1red to assist ln planning and 

practice ln research anp development. 

Morse 0984) summarized participants" opinions expressed at a Natlonal 

-
Invltatlonal Symposlu.m: If Consumer Science in Institutions of Hlgher 

Education". He,suggests that tl1ere is a distt'nct role for consumer 
, -

science as a discipline. Other disciptines aré reql:lired to contribute . , 
to consumer sqlence content but ~re not congruent. Home economics ls , , 

complementary in Many aspects to' constlmer science, sharing the "Kroll 

to'cus and scope ••• particularly .•• consumer - consumption, - family 

economics" • He recommends that home economists should seek new leader-
l , ' . 

,ship to strengthen 'their idÉmtiflcat ion and support for consum'er 

science for the mutual beneflt of both. 
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Cl. 

!. Currlcul_ Approaches 

Wong (1981) contends that cons~er ,topics can be taught in high school 
~ l 

through three dirferent ~reas: busIness education, mathematics and home 
, 

economics. She,points out that consumer studies reqùlres a façility to 

teach social 'and economiC! cqncepts, which are more appropria,te to the 

academic training of teachers of business education and home economics 

rather than mathemat1cs. , 

Pasch and Bannister (1982) based on indep'endent studies of high school' 

curriculum rerorm suggest" that three currIculum approaches CQuld prove 

to be relevant to future planning: 

cultivation of the intellect. 

- interdisclpl1nary clusters of 'knowledge. 

- the competency approach .• 

Pasch and Bannister consider th~t consumer education content.can De 
l ' , , 

adapted to each of these approaches •. The first ~heme, the cu!tivation 

or the 1ntellect, would be able to utilize a framework of disc1plinary 
'. 

knowledge. The second approach of interdisclplinary clusters o~ 

knowledge can be satisfied since aIl consumer' scientists recogn1ze the 

interdiscipllnary nature of the subject which draws on many other 
. . 

disciplines '- for contênt - such as, econom1cs, poli t~cal science, 

mathematlqs, soc1010gy and pyséhology. The third ~heme of competency 
, 

re~lects the tr~nd that teachers should be accountable for student 
. 

performance. The emphaS1s of this last approach must be to present· 

curriculum content in the form of performance objectives. 
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. 
breen et al. (1~82) summarlzed curricul~m approaches to consumer 

e~ucation in three ways: 

- a multldlscipllnary te am of,teachers, 

- a single course'and tèacher 

- integratlon into other courses 

The aultldlsclpllnary approach ~ses several teaèhers each wlth 
" 

, 
specialized knowledge who rotate between gro~ps of students as part of 

a single course. The course is thus offered to a large body ~f 

students dlvlded into groups, each of which at any given point ln the 
. ' 

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

A sl~gle Course wlth one teacher responsible for all the content is 

probably the MOst common method of teaching consumer education. This 
.. . 
approach 15 more dependent on the l imi ts of the teacher's expertise, 

J 

al though there are a growing number of comprehensi ve guiders to suah 

courses ln consumer education. 

..... 
Inte$ration lnto other courses of consumer education content reQuires 

etfectlv~ administration and coordination to be s~ccessful. Green et 

al. (1982) summarize the general problem ln provlding consùmer 

education as lack of pre-~ervice training whlch in turn results trpm 
~ 

prevlous lack ot clear identlty of 'consumer programs ln higher 

education. 

Hellman-Tuitert (1985) examined three alternatives. 
'\. 

Two ot_ ~hese 
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new subJect area tallght by a single specialist' teacher, or integr'aeed 
'" 

into several othfr sub~~ct areas. The third, al ternàt1 ve suggested by 

Hellman-Tui tert examines the possibil i ty of incorpora~ing consume-r­

education into one specifie subJect. The Canadian speech (IOCU, 1984) 

drew attention to the problem that this third_alternatlve would 

restrict content to one aspect of consum~r edücation, for example in 

social studies the mathematical skills requir~d might not be covered. 

'The incor~oratlon of consumer education into home economics as in the 

Quebeo secondary level 2 (grade VIII) course, a course whioh already 

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

Various approaches are preferred and have been tried by diff~rent 

·countriesu Hellman-Tuitert (1985) notes that the choice of the ~ethod 

chosen to incorporate consumer education into a curriculum is often one 

of practlcality rather than preference. Such factors as an overcrowded 

curriculum and a lack of quallfied teachers May make it easier to 

Incorporate consumer education into exlsting subjects. However, If 

consumer education ls to avold being fragmented andQlack an overall 

approa~h or phllosophy thls multisubject "~pproaeh has to be Integrated 

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

\ 

, Cœ.olualon 

The I1mited number or previous studies found to be directly useful to 

the current research has necessltated a different approach to this 

revlew of I1terature. Llterature has been reviewed to consider several 
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relevant approaches which may,have an influence on the research 

objectives. 

~he content of the emerging discipline, consumer science is mbre 

clearly defined. This clarification of content ot the emerging 

academic: Interest field can be a contr'1buting factor to improving th~ 

compet,er;tcy of future consumer educators and the content of consumer . 
education courses. Consumer education has received international 

attention which has resulted ln an Increased consensus on the concepts 

and objectives of consumer educatipn. 

J 

o 
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CHAPTER III 

, ' 
# 

METHODOLOGY , 

THE QUESTIONNAIRE ." 

Introduction 

The resea'rch method used to coll ect da ta on English pub lle CEGEP 

stùdents is a questionnaire survey (Appendlx C) . .:file q~estionnaire 
• used 1n an Un1ted States ~urvey (Education Commission of the States, 

1978) was a source of i teros for the questJonna1re used in the Quebec 

surv~y and therefore the background to its development 15 briefly 

descr i bed. Items wh i ch were ùsed from the Uni ted Sta tes survey were 

modified for differenees 4n culture, praqtice or leg1slation in Canada 

a~d Quebec. The population for the survey ls defined, a1so the choice 

of sample size and sampling procedure used. r 

The section on the analysis of data inc1ûdes a description of aIl the 

variables measured and categorizes them into four areas: population 

~harac~eristics, consumer knowledge, self assessment ot consùmer . " 

knowledge and the contribution of specifie sources, and attitudes and 

behaviour. A final section describes the objectives of the survey, the 

" 

. , 
hypotheses examined and procedures and methods of analysis uS.ed. ~-
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... 
The Oni ted states SUryey 

, A computer search conducted through the McGill University Library using 

the Educational Resource Information centèr' (ERIC) prôduced several 

references associated wl th' an extensi ve research program first 

Inltlated ln 1975 by' Natlonal Assessment of Educational Progresse In 

1977 a s'eries of questions was developè'd,- as part of a nationwide 

assessment of basic life skl11s of 17-y~ar-olds, to~valuate consumer . , ; 

sklll:s specifically concerning personal finance and consumer 

protection. 
/) 

1 

Publie concern and profes~ional interest generated by the survey 

resulted !n a more comprehensiv~ survey of consumer skll1s of 17-year 

alds ln 1978. Items Included in thls extensive study .ere developed and 
. 

"rev1ewed by 36 interested protessionals:w1th appropria te backgrounds in 
! 

eduoation, research, relevan~ conten~~ consumer or~anizations and 

government. Over 100 items were developed r o~e item o~ten consisted of 

a number of questi.ons on the same subject~ No respondents were glven . 
the 'entlre questionnaIre. A list of the topics covèred, Incl udihg an 

assoc1ated Math Assessment, ls giv~n in Appendix A. 

Problems were encountered ln developing questions in some areas such as 
q ~" " , 
onsumer behaviour and economics, wh1ch accord1ng to the National 

ment of Eduoational Progress (NAEP), had never been assessed 

before. NAEP report (1978) concerning" . 
development nd rev1ew of questionnaire items can be summarlzed,) into 

there was, a tack of preY ious experlence l,n assessins 
L 

tour ar_as. F,rat 

~----~. ~ 
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eome areae, notably co~sumer behavlour. Also d1fflcult1~s were 

experlenced in déveloping pencll and paper instruments that ,assess 
. 

respondents beha v 10ur and/or thelr percept Ion of the mot i vat ion and 

beh'avlour of ottrers. Thlrdly, the inevita'bil1ty of overlapping of 

content, between toplcs had to be accepted e.g. purchasing' betlav lour, and 
~ ,. 

consumer pro'tection. Finally ~lfficultles oc~red wlth the levei of 
/ 

read1ng and vocabulary. 

, 1 

Some dec 1s10ns and .. ev 1s10ns were made to reso Ive these prob lems. 

Every effort was made to simplity language except wher~ language was 
} ..... " 

intrlnsic to the area e.g. Installment contract, warrantles,etc. lt 

was accepted that Sorne questions could be concerned with concepts , . , 

important in severaI consumer areas. Items concèrp.( ng consumer , . 
behaviour were 1nciuded to assess both the respondent's behavlour and 

recognition of other behaviour patterns. In the latter çase, NAep ... . 
(1978:4) reports "the developers (of' the qùestlonnaire) include<1 only 

thoee. 1 tems where the corr'ect responses ~were based on gen&:all y 

accepted research or oonsumer beha v i our". 

The Quebec Survey 

, 
The questionnaire used in the Quabec survey consists of 46 questLons 

( 

concerning consumer' education pl us quest 10ns about 'respondents', <, 

personal background. the questio,tmalre was modelled on .the NAEP 

questionna1re and extensi v.ely modified to reflect Canadian and Quebec , ' 

consumer. law._ and the research obJecti ves. The NAEP set of l'tems . 
1 
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'. / 

covered a very wlde range of topies (Appendlx A) and totalled several . 

hundred questions. Thé relatively small scale of the Ql.lebee survey 

made i t essential that eaeh respondent should answer the sarne set of 

questions. Thé researcher chose to omit two subject areas cornpletely: 

Basic Math Ass,essment and Energy. Quest ions for the
0 

remai n i rg 5 i x 

sections were examined, selected and adapted ln orqer tO~ieve a 

questionnaire appropr iate In length which represented as adequately as 

poss i blE:l the subj eet area. Si nce the long term obj ect 1 ve ,of the 
. ) 
resèarch survey ls to prov ide a 7amew-crk ,for the introduct ion of a 

formal progrflm ln consumer education at the CEGEP leve 1, some 

. assUmption's were mad~ as to the possi bl e content of an introductory 
; 

~ 

cotlrse and the thrGst of the questionnaire was directed at q';lestions 

Jqdged to be representat1 vè of key concepts in such a eOt1rse. 

q 

The se~ected items (see questionnaire Ap-pendix C) a1so reflect the key 
u 

concepts u~ed by Bannister and Monsma (1982) (Appendl X B)." Several 

concepts coüld be included in one question. A- general analysis of 
~ . 

question content c1assit'ied the items acc,ordlng to Bannlster and 

Mon~ma's key concepts . .. . 
. 1. Decision-Making:. 24 items 

: Q Scored questions' 1,2,3,5,6,7,8,1 3,16,17; 1 8,19,20,24,35,37,36,36 

Unscored questions 4,9,10,11,12,40,41 
, < 

2. Resource Management: 22 items 

Scored questions{' .J,5,6,~13, 14, 15,21 ,~3 ,24,25,26,35,36 
~ 

J 
Unscored questions 4.9,10,11,1'2,42.45 
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3. Cl tlzen "'participation: 15 items 

Scored questions 13,14,15.27,28,30.31,32.33,34,.35.36 

" Unscored questions 9." , 12,43,44 

Some 1 tems can be categorl zed .. mder more than one concept eitner 

because of the nàture of the question or because there are several 

parts to the quest ion cover Ing more than one concept. For exampl e, 

Question 21 is concerned wi th resource management (tinanclal services) 

but can also be categori zed un~er citi zen part icipa t ion (consumer 

prQtectlon ~nd effect1 ve performance). 

, Early contacts wl th the Engllsh 'CEGEPs indicated that the questionnaire 
\ .-

would need to be suitable for self administrat10n and take-"about 45 

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

length to be a thorough an~lysis of respondent's knowledge, attitudes 

and behaviour concernlng the many facets of tamlly econom1cs and 

con~umer education, but it can prov ide a base for curriqulum planning. 

A pilot test of the questionnaire was completed using a olass ot 18 

students enrol'led in the Facul ty of Agrlcul ture at IHacdonald College of 

HcG1l1 University. The average age of the students was 20 years, none 

was ~nrolled in the consumer ser vices program offered. wi thin the 
l 

racul ty, ôr had prior knowl edge of the questionnaire' s content. The 

followlng day the stu\lents were asked to' discuss, cr1ticlze and comment 
;, 
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on the questionnaire for clarity. format. aM senera~pre."i~n •. As .a 

reS\ll-t of this discussion, several changes werdto the format to 

improve and clarify but the contept was not ohanged. The final version 

of the questionnaire is divided into elght sections. A copy oC the 

questionnaire is inoluded ln Append1x c. , 

The first six sections of the questionnaire are coneerned w1 th selected 

topies; each section has a brier introduction e~pla1n1ng what the 
, , 

questions are about, how many there are, and àn e~timate of the time 

needed to complete the sectlon. Toples covered the t'ollowlng: 

A. - The behavlour of consumers in the marketplaee. 

Questions 1-12 Advertls1ng, dee1s1on-making, shopping. 

• _.--.---------.~.-~.---A, 
----.--------

-----------CredttCârds, paymenta by Installments. 

B. Contracta. 

Ques t1 ons l 3': t 5 

C. Eoonomics and the marketplace. 

- Questions 16-20 Consumer understand1ng ot th1a relat1onshlp. 

D. Personal Finance. 
J, 

Questions 21-26 -.~klng, credit and insurance. 

E. Consumer protection • 
. 

Questions 21-34 Product satety, purchasès, consumer aotions. 

'F. Purohases: oonsumer purohasing behaviour. 

Questions 35-38 
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a_pondent's Selt Assea88Bnt and Background. In a fInal sectIon of the 
1 

questionnaire, respondents are asked to gi ve a selt-assessment of the1r 

own knowledge and ab1l1tles ln six speo1tied are as of tamlly eoonomlos 

and oonsumer educat10n (QuestIons 39-55). They are also asked to 

assess the amount ot help thèy have reoe! ved trom sohool, the tamlly, 

frl$nds and the media as sources of oonsumer knowledge ln each of the 

six areas specltled. Other Quest10ns Investigate the respond~nt's 

'background: consumer eduoation or related oourses taken; record-

keeping practices and the personal charaoteristlos ot eaoh respondent. 

The oollege ot enrolment was marked on eaoh questionnaire on Ha return 
• • 

from each coll ege or campus. 

The Quebec EducatIon System. 

In Quebec, high school students graduate on completing secondary level 

5 (Grade XI). post-secondary publ1c education is provided tor students 
f .. .. + 

who successfull y graduate trom hlgh sohoo 1 by the CEGEPs (Coll èges 

d'enseignement genGral et professionel). The CEGEPs offer two yea~ 

pre-uni versl ty programs in the Arts and the Soiences and a three year 

career program ln a wldé range ot subjeots (Appendlx 0). CEGEPs have 

\ some slmilarltles to communlty colleges elsewhere in Canada. 

Reg1stratlon ln the Engiish ed~oatlonal system at the ele~entary and ... 

hlgh school levels 115 restrloted to those whose parents attended 

Engllsh schools ln Canada. Note: tor a number ot years attendance was 
'1' 

restrloted to thoBe whose parents attended Engl1sh schools ln Quebec. 
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These restrictions do not apply at CEGEPs. Consequently three lan8ua~ 
( 

.0;\ ~ • • 

groups are identlfiable and need to be eonsidered ln the Engllah CEGEP 

population: French, Engllsh and' a thlrd gr~up who se mother ton gue la 

. other than the t~o offlclal languages. The criterion ùsed' for 
_1 

asslgnment· ta a language group in thl s Bür vey was the 1 anguage most 

frequently used ln the chl1dhood home. 

THE SAMPLE 

The Population 

The population for thls research inclùdes all stlldents enroll ed at-

"Engllsh public CEGEPs in the province of Quebee. Popùlatlon statistics 

llsed 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 surve.y ls from a11 seven English pllblle 
, 

colleges or campllses ln Quebec: John Abbot t, Lennoxvl1 le, St-Lamb,ert-' 

Longu,eüll, St-Lawrence (Qu~bec cl ty), Dawson, Ste-Croi"x and Snowdon. 
, ( 

These co lleges or campllsès are grouped under four separa te co llege 

administrative complexes: John Abbott, Champlain, Dawson and Van1er • 

which are described below. The speclfie college attended by students 

ts affected by their pr.eference and the ehoice of programs ort'ered, not 

necessarll:y by the proximity of the éollege ta where they live. 

39 -1 
.,. 



" 

o 

" 

Chapter III' Methodology 

John Abbott College.18 a single campus (Fall 1982: 4623 -students) 

sltuated ln Ste. Anne de Bellevue, on the western end of the l~land of' 

Montreal. Al though ste.' Anne de Be llevue 1 tse Iris an old hi storie J. the West Island catchment area for the college 18 predomlnantly 

new suburbs and not urban. 

Champlaln College conslsts of three campuses' wldely separa.ted 
-

geographlcally. The lal"gest campus of Champlaln College ls St-Lambert-

Longueuil (Fall 1982: 2222 students) wh_loh is'part of a l_arge suburban 

communi ty to the east, or Montreal across the St. Lawrence waterway and 
.l 

ls l1nked to Montreal by the Metro and suburban public transport. The 

-
second largest campus of Champlain College 15 Lennoxvllle (Fall 1982: 

1285 stude~ ts), 51 tuated close to. the cl ty of Sherbrooke about 160 

kllometres east of Montreal. The Lennoxville campus provides Engl1sh 

post secondary edllcation for the region.' The smallest campus of 

Champlaln is St-Lawrence (Fall 1982: 694 students) situated close to 

Quebec ait y, the provincial capital. 

Vanler Coll ege ls div lded lnto two campuses: Ste-Croi x and Snowdon 

(Fall 1982: 3947 and 2"67 ~tudents respectl vel y), the former ls ln a 

dense urban communlty; the latter is sltLlated ln a mature suburb. Both 

campuses are wl thln easy reach of downto~ Montreal. 

Dawson College, by far the largest coll ege ln the survey (Fall 1982: 

7369 students) is unique (n i ts admlnistratl ve and academlc structure. 

The col: le8e consists of several campusès~ of. dUferent slze and smaller 

satellite unlt~ scattered quite wldely in the downtown urban area of' 
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MontreaL Lafontaine is the maln administrative and'largest campus, 
• 

Selby is the second largest fol~owed by Viger. There are other smaller 

satelltt.e campuses and unlts off'erlng specialized courses for" prograrns , 
) ~ v' 

based in one of the three largest campuses. However, the structure, 

administration and enrolment sta'Ustlcs avall able for Dawson Coll ege 

necessitated some modifications in sampl ing techniques whllst using the 

same principles appl1ed for the other colleges Included ln the survey. 

Thus, to maintaln the principle of selection to that of probabllity 

proportionate to si~e, the percentage distribution of student enrolment 

in the col~ege programs offered at these three campuses was taken into 

account when the Dawson College subsampl e was drawn. 

AIl the co~leges are wlthill the census rnetropolitan area of Montreal, 

wi th the exception of the St-Lawrence, Quebec and Lennoxvlll e campus es 

of Champlain ~egional College. 

Sample Slze 

A conservative sample size was Ilsed since no estimates were made 

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

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

leve~ of 95% assumes a 50% distribution ot any sampled attribute, whlch 
, 

maximizes the sample size. These criteria were used:--

Sample size for reliabllity of + or - 5% for a 

population of 20,000 - 377 

population of 50,000 ~ 381 

(Arkin and Colton, 1968: 22, 145 -152) 
"<. 

41 

.. 



o 

o 

Cha"ter III He t hodol ogy 

- . 
The population ot Eng1ishpub11cCEGEPs (~a11'1982) was r'ëoorded as 

22;-307; 483 Questionnaire were distrlbuted, about 20% in exoess of the 

number required. 

SaIIlpllng Procedure 

. 
The sampllng method used ls one of probabll1 ty proportlonate to size 

(PPS); thls ia a more sophlstioated form of cluster sampllng (Babble, 

19.83: 171 and Klsh, 1965: 82). The sampl ing sequence and des 1 gn, 

developed for the survey ls il1 ustrated in figure 3: 

Flsure 3 
The sampUng design 

Total Engl1sh Publio 
CEGEP Population 

Colleges and/or 
Campus es (pPS) 

program of 
Enrolment (pPS) 

Random selection 0 

program 
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Collage Sa_pllng. Each college or CNlPus ls proportlonately 

represented ln the sample. Thus, the subsamples drawn from John 

Abbott, Ste-Croix (V anier). Snowdon (Vanter), St-Lambert-Longueuil, , 

(Champ laln), 'Lennox v 111 e (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 sampllng of programs, also 

uslng the method of probabillty proportionate to sl~e, was created by 

listing alphabetically aIl programs offered by the Engl1sh publ ic CEGEP 

system. However, unlike college representation in the sample, where 

each college ls represented, program representation i5 by random 

"selection, theretore a11 programs are not represented ln the sample. 

Probabil1ty of selection ls proportionate to size. 

Rando .. Selection or Programs. program enro lmen t was 1 ndica ted as a , , 

ctlmlllati ve percentage of the Engllsh publlc CEGEP population. crhis 

list created a three number code range for all programs, the range 

being proportionate tQ the slze of each program (Appendlx 0)," Uslng a 

random number table, three-dlgit numbers were drawn for selectlon of 

programs to be) Included in each subsample; the probabil1 ty of' selection 

being proportlonate to the size of program enrolment. Each program 

drawn was to be represented by one class; an assumpt 10n of twenty 

students par class was made and numbers were drawn for each subsample 

untll the total requlred was reached ~eserve num'bers were drawn to 

covet: insufficient class enrolment). 
l, 
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An attempt to 11S.t and draw at random particul~r classes w~~~~ 
programs proved logistica11y imposs i b le, s ince few courses are 

exc l Llsi ve to one program. A method of emphas izing the predominant-

program of enro1ment 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 • 

.1 ' 

Adllinistration ot the Questionnaire 

AU the CEGEPs were approached initially by 1etter in December, 1983, , . 
to fbtain permission to conduct the questionnaire survey. 

,1.-

Vanier, Quebec and Lennoxv1l1e colleges, pref~rred to administer the 

survey themse Ives. Administrati ve ·and teaching staff of these colleges 

consul ted wi th the researcher and used the guide lines prov ided Z ' ~ 
(Appendlx 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 prov ided the 11a ison wi th St-Lambert-

Longueuil, asked for the questionnaire to be admlnistered wi th one 

olass and personally adminlstered the questionnaire to a second class. 
, ' 

Dawson and Johp Abbott colleges allowed the questionnaire to be briefly 

introduced at the beglnnlng of a class, artel' whlch the questionnaires' 

were oompleted ln the stu.dent's own time. • 
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Only one group. the class at St-Lambert-Longoeuil, completed the 

\ questionnaire in class to the researcher's knowledge. All 

questionnaires were distributed and collected durlng the winter 

semester, 1'984. 

It must be noted tnat the impossibility of controll1ng the 

;*rcumstances uncier whlch the questionnaire was completed. by 

respondents is a weakness of the survey. However t}1e lntroduction and 

instructions for completing the questionnaire emphas1zed that the 

questionnaire was not a test. The opportunl ty ta answer "1 don't know" 

and the effort to make questions - 1nterestlng, personal 'and non-

threatenlng was designed to optimize val1dity. 

Rate or Return of Questionnaires' 

The number of questionnaires given out was 483, r-epresenting 2.2% of 

the' tota l popu lat 10n. Two hundred and seventy-three (273) 

questionnaires were returned representing a rate of, returE ot' 57J~ FOlJr , 
Incomplete or spoil t questionnaires were discarded leav lng 269 (56%) of 

• 
the sample population included 1n the data analys1s. Babbie (1983: 

225) suggests that a response rate of at least 50% is adequate and one 

of at least 60% ls gOOd. __ l 
smaller c~ses located off the Island of Montreal In the sample, the 

achleved the highest rates or return and thus repre~e.nt 29J or the 

sample compared to 19% or the population (September 1982). Fllrther 

detalls of Lndi vidual college/campus rates of return are recorded in 
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Appendlx D. Fotlr of the smaller campuses are slightly overl'epresented; 

two underrepresented. No weightings were Jsed in the analysis for 

severa l l'easons. The obj ecti ve was to Sllr v ey the whol e CEGEP. 

population, and the Indi vidual college population did not necessarlly 

ref'lect the regional populat ion. All programs are not offered at all 

colleges, thus weighting to improve college representaùon migfh 
c 

distort program representation. There was considerable homogenel ty Of 

the population for age and education which reduc~d problems of bias 
l , 

that might have ex1sted. 

OBJECTIVEs 

- The objecti ves of the survèy are to: 

obtain a meas\Jre to determine respondents' levei of knowledge on 

,the qtlestionnaire 1 tems. 

evalltate' the contribution to knowledge ,of' rèlevant coùrs'es 

prey iously taken, and other sources of knowledge. 

determine if ,scores on the questionnaire are associated with' . 

specifie respondent cha~a.c_ter1stlcs and/or student profiles. 

student profiles utili zed are those determined by sex and language. 

The 

assess students' perception of their own level of knowledge, 

sources of knowl·edg~ and attitudes concerning the need for constlmer 

education. 
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'. 

I~ 15 predicted that scores obtained for.each sectLon of the 
, 

ques t ionna 1re are not re la ted to: 

1 • the ~ex of the respondent 
" 

2 .. th~ language s~oken in the childhood home 
o 

3. the program of enrolmènt 

1. pre-univer'Slty arts or pre-,.uriiversJ.ty science; 

Il. pre~university arts ~nd science or career 

4. -other relevant courses prevlOualy taken 

\ 
d\ 

1 • 

Also 

to: 

that the t.otal 'score obtained for the quéstionn<\ire i13 nct rel a ~ed 

/ 
. the rèspondent r 1. sex of the '. 1 

! 

2. l' the language spoken in' the ,childti-oodihome 
'. ' . 

, 
3. the program o~ enro}.mertt 1 

~, 

i. :pre-univers~ty arts or pre-univer~lty science;' , 
'1 ' 

ii. pre-university ar~s and science pl'" ca~e~r , ; 

4. o~her relevant courses-prevlotlsly taken , 
,. " 

5. re,spondents' se 1 f assessmerits of thé ir Leve l 0'( consumer, . ( \ .. ' 

< ' 
.., 

, , 

AlfALYSIS OF DATA 

The responses of 269 compiete· questionnaires .were coded and enter:ed <?n 

'the fo?cGU 1 MUSIC aystem uslng, the Statlstical Package for the SO'e,lal 

Sciences (SPSSx version, 1983), 

-(l 
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~iptlon ot Variables 
\, .' 

A total ot 188 variables were coded and enterad as data tor' each 
, , 

questionnaire returned~ The, variables can be' subdl vlded lnto tour 

. general categories: 
-, 

1. Characteristics of the sample population - 20 variables. 

2. Questions measuring consumer knOW,le"dge ,.,108 variables. 
1 

, 
3. QQestions ot selt as~es.sment ot consumer knowledge and the 

contribution ot 1 specitled sources ta that "knowledge- 30 

,var.tables • \ 
, " 

• 
4 •. Questh>ns~asseSSing attitudes an~/or behaviour -' 30 

• , J 
variables. 

J 

1. SaIIple eDpulat:.lon Cbaracterlat:.lcs 

The tOllowl,ng variables obtained Invest-lgate ~ampl,.e populat Ion 
, 

charaoterlstlo8: 

, Program of enrolment 

. Sax ' . 
•• 

Àge 

Marit,al status 
\, 

LangUage Most trequently used ln chllclbood home envlronment 

. Length ot "resldance in Canada 
, , 

# 

48 
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, . 
Current year of study 

011; 
1/ _ 

Plans after leav1ng college 
l ' 

'Î' 

Amount or paid work in previolls year 
. 

Degree of responslbility for.houaehold expanses 

Full or part-tlme study 

Relevant courses prel1ousl! :aken by reapondants (Appendlx E) 

Customàry bahav10ur ln kee~g a written record of expenses. 
• "'-- j . , 

2. Consumer InoVledge Meaauree 

The 108 variablès used to measure consumer knowledge are dl~rlbuted 

Into six topie araas: 

A. Consumer betlavlour: . advert1S1ng, decision-maklng, shopping. 
26 variables 

B~ Contracts: credl t cards, payments by Installments. 
- 16, varlabl'es 

c. Economies and the marketplace: consumer understandlng of thls 
relationshlp •. 

D. Personal rlnallce: 

S 

- 17 variables 

banklng, credit and Insurance. 
~ 20 variables 

E. Consumer proteotion: product satety, purohases, consumer ,actions. 
, - 20 variables l ) 

F., Purohases: oonsumers purchasing behav1our. 
') - 9 variables ,. 

", 
,f 

'-
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Th~ question tormat tor measuring these variables demanded chooslng a 

single response, usually with the option or responding "1 don't know". 

In calculatlng a score tor consumer ~nôwledg9,only a correct respons9 

~cored a point. 

Example :Questlon 13d 

"Some ,companles May lega11y issue oredit cards to people who have not ., 

applled tor them" 

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

the al ternati ve responses ot "true" and "1 dontt knoW" were j udged not 

correct and scored zero. 

C 
. Scores tOI" respondents tOI" each ot the six sections are expressed as a 

percentage unless otherwlse Inê11cated. The total kno"ledge soore ls 

g1 ven as the me an ot the percent correct scores for the sIx secti.ons, 

each section. ls thus gi ven equal welght. ' 

3. Selt AaaesaaeDt ot CODauaer Knovledse and the Contribution or 

Specifie SOUrces 

"Thirty 'variables (questions 40-45) aJ"e directed at Investigatlng two 

areae. 'First, respondents' se1t-assessment' ot their knowladge and 

ab1lity in six araas included ln the questionnaire. Four possible 
,J-

re8pons~s ar~ gr~~d trom high Indlcatln~ satis~~ctlon vith thelr. 

knowledge or ab~lty to lov indlQating an inadequacy ot knowledge or 

abll1ty.· Secondly, respondents' assessment ot the help given by 
\ \ 

r"./ 
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school, family, friends and the media for consumer informatipn or 

educa\ion 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 economlc and consumer 
decisions may have on each other. 

- knowledge to establish and use credit. 

- knowledge to avold being misled or cheated when buying 
goods and services. 

1 

~ knowledge to be capable Of protectlng rights if goods or 
services are uns~tisfactory. 

- ability to Judge the quality and priees of goods and 
services. 

4. Atti tudes 0 and Behavlour 

Some of the questions investigating attitudes and behavlour are 

Included among those quèstions which measure consumer knowledge. 

Twenty-eight (28) of the 31 variables measurlng attItûdes and behavlour 

are in the first section ~f the quest Ionnaire on consumer beha v l;t:r. 
Questions are concerned with attitudes, that may affect actual consumer 

Q 

behaviour and the type of action a respondent is likely to take in 

specifie circumstances. The degree of importance Is investigated t'or 

specifie reasons to save money, and for the priee of a good or service 

as an indication of quallty. Respondents were asked to identit'y thelr 

probable-shopping behavlour in specifie cir.cumstances. Respondents' 

opinions were req~ested on the t'easibillty and usetulnes5 ot' providini 
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éourses !n consumer education ln their school program, or whether such 

courses would have no effect and were unnecessary. o 

The SPSSx (1983) multiple ~esponse procedure was used to examine 

respondents' self-assessment of knowledge by sex, language in the 

chlldhood home, and actual knowledge scores obtalned on the 

q~estionnalre. Analysis of variance and t tests were used to test null 
"," 

hypotheses. , 

" 

Data Reduction Analys1s 

Two methods were used to Investlgate the accuracy of IlsI~g a reduced 

amount of data to predict similar resul ts to those obtained using the 

full "questionnaire. 

1. Scallng Analys1s. 

Scalogram analysis or Guttmann scaling has usually been used on 

qualitative attributes such as prejudice or aggres~ion. However, it . 
has been applied in food stl.ldles based on the frequency of intake of 

specified foode. This quantitative measure can be given a cumulativ~ 

order descrlbing the quality of nutritional intake. Herzler and Owen 

(1976 :377) review the use of thls soclologI~method in a study of food 

Intake patterns. The food item scale created the possibility of a quick 

assessment of a person's probable nutritional statua by a, simple 
.,--

determlnation of the fre~uency of intake of certain foods. 

SlJlce no, acaling procedure ia a vall able on SPSSx (1983), a factor 
_/ \ 

/ 
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analysis and a correlation matrlx of items were first used to assist in 

c~oosing items to -"inclüde in a Guttmann scale as good indlcators of 

oonsumer knowledge. ' The SPSSx Sort procedure was then used to list 

respondents in rank or der for percent correct scoras wi th each 

res~ondentts responses to the previously 'selected items listed in 

co l umns. It was then possible to determlne the accuracy of the ranklng 

~ uSing a reduced set of items compared to the ranking us1ng the complete 

'f' 

instrument. 

> 
2. ltea Analys1s,: Development or the Short Questionnaire 

A shortened version of the questionnaire was tested Cor internal 

consistency, rellability and the abi11ty to classify respondents 

successfully into groups based o,n levels ot consumer knowledge • 

Pl'ocedur~s used included discriminant and reliabllity analys1s, and 

factor analysis available on SPSSx (1983). 

'. 
Fort y of the 108 items used to obtain a consumer knowledge score on the 

Quèstionnaire were selêcted as listed in Table 31 (Chapter IV, 

Results). Each of these itèms met the criteria detined below and 

fell between reasonable limita generally accepted for dichotomous 

variables as 'effect1 ve measures of discrimination ln education. 

(Marshall and Hales, 1971 :89) 

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

2. ~ discrimination index equal to or more than .20 . 
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. 
eorr,latlon Hatrlx and Factor AnalYS18 

Pearson correlation coefficients were examined and used as a guide to 

,Investigate the possibilit1es of further r~ducing the number of items 

requlred to aohleve effectl ve dlscr lmlnatlon. These anal ys es were 
\ 
l' 

completed in or der to determine flrst, lf there was any ,strong 

correlatlon between scores obtalned in the six toplc areas of the 

oonsumer knowledge questions; and how ea~ topic oorrelated wlth the 

t~tal score r~r consumer knowledge. Second, the analyses would 

indicate if any of the ~O items selected by dltf~culty and 

discrimination index criterIa were so highly correlated as to be 

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

knowledge. , 

. ' 

A factor analys1s was used to determine if there were particular apd 

identiflable dimensions being measured. 

lte. YaJ.ldlty 

The discrimination index or the dlscriminating power of valid1ty 

(Harshall et al., 1971: 81) ot the item measures the suooess or tailure 

of the item to indicate the possession-of the trait or achlevement 

being measured. Marshall et al. o( 1971: 87) consider this to be 

relatively good wlth samples or 100 or more. The criterion used in this 
, 

study to test item validlty is the total consumer knowledge score. 

T~e validlty of the questionnaire as an internaI ~riterion testlng 

rellability and conslstenoy, and the abllity to dlscrlminate and 
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~ 

classify students must .be considered. This, tact has bearing on the 
- \ justification of the short version of the questionnaire whlch has been 

developed as a qüick method of classitying students accordlng to the 

level of their knowledge. 

t 
No standardized method has been developed and accepted as a measure ot 

consumer skills or knowledge. The level ot consumer knowledge 
~ 

, necessary tor any indi vidual to tunction ettectl vely ln the soc10-. 

economlc envlronment ls a r.elati ve ,and subjecti ve judgement'. The 

choice ot criteria itselt is open to considerable debate: Is solvency 

or rational decision makl~g paramount? Alternatlvely should quality of 

lite and the abl11ty to partlcipate tully ln an economic democracy be a 

part of a person's goal? There is no simple answer and consumer 

educatlon ls more lik~y to atfect consumer ~ehaviour on a tull , . 

continuum ranglng trom coplng to Influ~ncing change (Bannlster.and 

Monsma, 1982: 8). 

Using the premlse that the questionnaire measures a multi-dimensional 

concept-called "consumer knowledge", can It be justified that lacklng 

an external cr 1 terion, the questionnaire 'score resul ts obtained tor 
tI, 

this samplè can be used as an internaI cri terion? The procedure ot 
" 1 

using the internal criterlon tor the item analysis can Improve the 

questionnaire as a measure of the same dimenslons ot "consumer 
1 

knowledge". The only advantage of uSin8jan external criterion would be 

if It Is consldered as a better mèasure of "consumer knowledge". 

Since no external cr 1 ter ion ls a val1able and the questlonnaJre and 
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samp1e s1ze are large, the internaI crlterion Is accepted as valid and ., 
appropria te. Scores are a measure of consumer know1edge and are used 

in testing the consistency and reliability to discriminate and c1assify 

students in the sample. It is a1so accepted therefore as a means of 

comparison among sUb-population groups. 

Test tor InternaI Conslstency and Rellabl11ty 

In the case of dichotomous variables, as are a1l the responses, to items 

used to measure consumer knowledge in the survey questionnaire, the 

same criteria may be used to test re1iabllity and internaI consistency. 

(Ebel, 1979 : 279 - 280). 

.. 

Ebel notes: 

-One limitation of K-R Kuder-Richardson) 21 is that it a1ways 
gi ves an Ilnde,restima e of the rel iabi li ty coerf iclent when 
items vary widely in difricul ty - - -1 • - - - If most of 
the items have average scores of more than 30 percent but 
less than 70 percent of the maximum p06Sible score, the 
underestimate Is much smaller. 

Q)=bel 's' . reference above to average score is concerned wi th the 

dltticul ty of each item or the 

particular item. 

proportion of correct responses for a 

/""\ 
,(- "--!lfti.. 

hi ' 

The SPSSx (1983) rel iabili ty coefticient Alpha is, equi val ent to the 

Kuder Richardson Formula 21 re1iability coefficient for d!chotomous 

variables. The coefficient of reliabillty for constructed educatjonal 

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

Ebel, 1979). 
~~ 
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\ 

Dlsorlalnaot ADalySls 

Th.e groups used ln the discriminant analysis di vided the sample into 
~ , 

three levels ot consumer knowledge based on respondents' total consumer 

knowledge sc~re. The tirst group included the upper 27~ by rank, the 

second group 1ncluded the next 46~ by rank, and the lower 27~ formed 

the third group. The criterlon groups chosen are those which a~e 
l , 

commonly used ln e4ucation s1nce they prov1de a compromise between the 

$im ot maximizing the size ot ~xtreme g~oups, and at the same time 

'havlng the extreme groups as d1tterent às possible (Ebel, 1979 260) • 
... 

/ 

, . , 

. ' 
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CBAPTEJf IV, 

RESULTS AND ANALYSIS 

Introduction 

Results obtained are presented ~lthout prejudice. Al1 comments, 

opinlon$, ,Interpretations and conc1~slons a~e given in subsequent 

chapters of the thesis. In genera1, on1y those resu1ts whlch are 

statistlcally significant are reported. Some resul ta are included 

beca~se they form part of a sequence of analyses whlch led to a 

research objective. Addltional results are referred to and included' ln 

the appendices. 

Consumer knowledge, attitudes and behaviour of a probability samp1e of 

English publio- CEGEP student's in the province of Quebec wera 

investlgated. The study examines: the level of Consumer knowledge as 

measured by corr,ect responses. the courses w1th consumer education or 

related content respondents report ~av1pg prev10usly taken; 

of the1r kriowled,e, ,'and also t~elr 

assessment of the contribution of the speclfiJd sources of thls 

respondents' personal assessments 

knowledge. 

Respondent profiles, partlcularly as defined by sex and language used 

most frequentll ln th~ chlldhood home, are examlned ln assoc1ation with 

the level of oonsumer knowledge, and reported attitudes and behavlour. 
~ 
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The null hypcttheses- tested are tha t the scores ot correct responses 
. 

obtai:ned are unrelated to the variables ot sex; language used in the 

childhood home; consumer ed~catlon or related courses 'prevlously taken 

and CEGEP program ot enrolment, 1.e. pre-uni versi ty arts and/or pre-

uni vers! ty science or career programs. 

Flnally the use or data reductlon analysis, to develop a method or 

rapld assessment ot the level or consumer kn?Wledge, Is descrlbed. 

Tests tor the rel1abl11ty and valldlty or questions selected tor the 

~apid assessment Instrument are reported. 

Order ot Reaults' sa Reported in Anal,,8es 

Reaütts ln each analysis ar:-e reported wh&-"l..approprl~te ln the tollowlng 

sequence: 

. 
1. to~-the whole sample 

and as artected by: 

2. sex 

, 3. language, or language and sex' 

./' 

4. program or enrolment 1.e. pre-uni verslty arts, 

pre-university sciences and ~areer 

~ other consumer education or related oourses 

prev!Ously taken. 
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( 

PART 1 

Cbaracteriatlcsr-),r the SUple Population 

The Collepa 

\ ~ 
, . 

The comm~nity colleges ot general a~d protes~ional training were 

introduoed in, Quebec in 1967 and are oommonly called by their acronym, 

"CEGEP". The ~olleges proVi,de postsecondary, pr~unl verslt~ yduèatiOI'\.· 

tor those who havé graduated trom seoondary level 5 or the equivalent, 
, ' 

, . , 

tor, seleoted Cllso1.pllnes ,~d careérs. In 1984, 51 CEGEPs proV'ded ~r~e 

publie education ot whlch six were anglophone institutions, and ?9 

were private. The sample tor this researoh was drawn fro~ the six 

Engllsh languéJge· publ!o CEGEPs. 

The sa_pIe drawn trom the population oonsist,S ot 269 CEGEP students: 

129 males,."and 1110 temales trom t~e six Engli·sh ;ansuage CEGEP ~ollages "" 

in the province ot Quobao. The collages and campusas are located in 
" 

varioua regions ot Quebec, however about 90J of the totar pu~lic 

Engllsh language CEGEP student population is on the Island of Montreal 

or vlthin oommutlng distance • 

, 
Tabl,_ 2 shovs the representation in the sampl:e ot each college or, 

. " 
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.. 
campus compared to the population. The proportion of males and re~ales 

- " 
ln the sample, ~ a1so g1ven for each c011,ege, t~ough no detailed 

statis.tics were available for the po~ation. 

Table 2 , 

Breakdown bJ' collage of the saaPle' population (19811) cœpared to the 
total Engl1sh public CEGEP population (Sep~e.ber 1982 statlstica). 
Breakdown by sex of 88Jlpl e . 

-------~----------------------------------------------------------------
College Population2 Sample 

Total 
, Sample 

Mal e Femal e 
-------------------------------------------------------------------------on Montreal Island 

Dawson Inner City 
Vanier Mature Suburbs 
John Abbott Exurbia 

Montreal C.M.A. 

*St-Lambert Mature & 
new suburos 

. 
'Reat of Province 

33.0% 
27 •. 4 
20.7 

10.0 

\ 

25.9~· 
29.'0 
16.4, 

15.2 

12.6% 
6.3 

12.3 

10.4 

13.3% 
22.7 

11.1 

4.8 

*Lennoxville UrbanC100,OOO+) 5.8 8.6 4.5 4.1 
*Quebec UrbanC100,000+T 3.1 ',11.9 1.9 3.0 ' . . \ . 

--------------._------------------~--"-~---------~-~---------------------
Total 100.0 100.'0 118.0' 52.0 

-;~~;~-~;-~~~~~~~~-----~--,---~---~-;;;~~-----~--~;6~~-~f-~;~~--- .. ~~~--
--------------------------------------------------~r--------------~ 

* under common administration of Champlain Regional College 

. ' 2 

zone defini tian i""Q,ference: 
Perspectives Canada II. A Compendium of Social Statistics 1977. 

189-193. Statistics Canada. CAppendix F) 
statistics bae.ed on full time enrqlment, September '1982. unavailab1e 
for male and temale enrolment. . 
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Demographic.Characteristics of ~he Sample 
c 

:1-' 
Slxty-four" (611) percent of the respondents use Engl1sh 'as thelr first 

langùa.ge; 13% are French speaklng and the -remaining 23% used a language 

other than F'rench or Engl'ish in thelr childhood home. This latter 
. 

group will henceforth be referred to as "otherll when definlng language. . ' 
\ ~ 

Seventy percent of jthe ma l es in the s~mpl e and 58% of the fema les ln 
1 

~ 
the sample are Engl iSh. "Other" females const! tuted 28% of the females 

ln th~ ,sample comparéd to "other" males who constituted 19% of the 
. 

males (Tabl/e 3). 

The m~dllan age"fo'r' both males i;lnd females iri the s'àmple ls 19 years . " 
. wl th 81 % be tween 18 an~ 20 y~ars, and ten (10) percen \:. qnder 18 years. 

.. 

ElghtY-o'I1~7 (8) PerGent of • ~hé sample were born in Canada an~ only' two . . . 
~2} per.cent had' 11 ved ln Canada' for less than 5, years (Tables' 4 '. and 5--}. 

o ' 

, 4 

S~x and ~age Most ~requently\used during chl1dhood 
r , 
").... . 
--~----------------~---~---~-~----~-----------------~-------", , .... ' 

.. L.anguage" Mal~ Femafe Tota). 
-.,---,:.----------'----~~---&4-.,---------------------------:------ ~ 

"En~lish ", 69.5%, 58.4% 6,3.8% .. 
f • 

'F~:ench ' 11. 7' 
1 

13.9 12.8 
, 9' 

" 'Other* ~. " 18.8 27y 23.~ 
Total . " 100.0' 100.0 100.0 .. 
-1-----.=-.--- .... :--------.. --.. ----------.:.-.. ---------..:.------______ ::.'-
Numberl of cases 
Mlss1ng cases 

128 .... 1 ~7 
1 3 

265 
4 

-,--------~----------------~-~--~-------------------------~-~, 
.... 1 ~).., • (1, ,t "." \l 

" . . . 

1 _ \. \ • 

* ,,' Other lqpguages recorded inclU<1ed:. !tallan, Greek. Portuguese,' 
. Chinese, p'pab,ic, Hina 1, Span1sh, Rumanlan, Li thuanian, Inukti t ' 

and V letnamesè • 
~ 

. 
e.' , r-
~ J 0 

6~ /' 

~-
1 , .... 
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'. 

Table .. 

Age 8Qd sex distribution of respoadents in the 88IIple 
\ ' -
. '- . . 

---------~--------------------~---------------------------------Age Hale Female Total 
,-~--------------------~-----------------------------~----------
!1nder 18 7.0% 13.7% 10.4% 
18 years 41.1 33.1 36.9 
19 years 30.2 37.4 34.0 
20 years ' 13.2 7.2 10.1 
Over 20 8.5 8.6 8.6 

Total 100.0 100.0 , OQ.O ___________ w ____________ • _________ ~ __________________ ~ _________ _ 

- . 
Number of cases 
Misslng cases 

129 
o 

139 
1 

268 
1 

-------------------------------------~--------------------------

Table 5 

) 

Distribution or reapondents by femsth or resl~ence in Cana~a and sex 
__ .... ..=._ ... ____ ... ____________ ..t ________ .. _ ... ..: ... _____ ! _________________ _ . - " . 

Male Female . Total 
, , .... ~ , " .. 

----------------------------~--------------------~-----------
Born in Canada 81.31 81.2% . - 8'1.2J 
L1ved in C$nada more than 50 yrs. 11.2 15.9 16.5 
Lived in Canada less than 5 yre. 1.6 ~ 2;9 2.3 ' -_ ... 
Total 100.1 100.0 100.0 . . ... _--_ .. _-\-_ . ..,.-----------_ ... _--_ .. _-,.------------~--_ ... _-----------
Number of ~ases ,\ -128" 138 . 266 
Missing cases ';1 '- . 2 3 

• f - .. t-----------f-----------.. -----------I-..... ----..... ··---.. ----.. - ... _-.. ' 
fotals may not equal 100% ding •. 

, . ~ 
• 
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IIIployment Statua and Houaehold Expenaea 
\ 

Results and Analyals 

Elghty (80) percent of the l'espondents had worked for wages at some 

. time durlng the prey lous year. However a hlgher proportlon or females 

in the s,amp l e had not worked at ~ll: 25% compared to 16% of the mal es 

in the sample (Table 6). 

Forty-rour (44) percent of the sample reported taklng at least shared 

respona1b1l1 ty for h~usehold expenses; the rema1n1ng 56~ were 'rfendent 

on thelr parents for paylng housêhold ex~enses (Table 7). 

Table 6 

Distribution or the reapondents b7 paid work in prev10us year and sex 
_________ w _______ ... ____________ ... __________________________ _ 

Amount of Pald wprk Male Female Total 

Full time &/or part 
tlme durlng summer 

54.5$~ and achoo l year 60.5J 48.9J 

'Summers only 24.0 • 25.9 25.0 
~ 

" None 'at all 15.5 25.2 20.5 ' 

Total 100.0 100.0 100.0 
-------------------------------------_ ... --------------------

Humber of cases 
Mlss1ng cases 

- 129 
o 

139 
f 

268 
1 ------... _-------------,..--------------------------------_ ... _-

\~ 
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Table 1 

Distribution ot tbe respon .... enta by responaibil1ty ror p&JID8nt 
of' bowsebold expenaea and 8eX 

j-

--.-.;:-----1----------------------.. -------------------------
Responsl-bie tor Expenses Male > Female Total, -------.. --------------------------------------------------
Parents 52.7% 59.3J 56.1 % 

Selt wlth parentIs help 37.2 30.1 33.8 

Selt with spouse or 1.6 6.4 4.1 
t'rlends 

Selt alone 8.5 3.6 6.0 

Total 100.0 100.0 100.0 

-------------~-~------------------------------------------
Humber o~ cases 129 140 269 
----------... _-------------------pte--------------------------

EnrolJleDt -Characterlstlcs or" the 5aIIple' \ 
, \ 

m \ 
~ 

The CEGE~ program provides two k~dS' of pO$.~-secondary education 
, '-, 

1. apre-uni verslty program in Arts or Sclences! normally taklng 2 
y:ears to complete. 

, 
2. a selection of terminal care-er programs whlch may take 3 years 

to complete. 

In the sample, 47% are enroll ed in pre-uni versi ty arts, abou~ rour 

peroent less than in the population. Fitty-ri ve (55) per.ceilt ot thoee 
(1 

enrolled, ln pre-university arts are male. Sixt y-one (61) peroènt ot 

Engl1sh males are enrolled ln pre-uni vers! ty arts, French males are 

least l1kely to be in thls program wlth 33% so enrolled. Thlrty-one 

(31) percent are enrolled in pre-univerSity sciences compared to 211 of 

) . 
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the popula tlon. Fltty-two (52) percent or tho.e enroll ed ln the pre-( . 

university sciences are males. Almost half of "other" males and French 

temales are enrolled ln pre-university sciences, however only 13% of 

"other" temales are in pre-uni versi ty sciences. Twenty-two (22) 

percent of respondents are enrolled in career programs compared to 28% , . 
in the population. Thirty (30) percent of the females are enrolled in 

career programs c,ompared to 13% of the males. Fully half of "other" 

temales ln the ~ample are enrolled in career programs representing 33% 

of the total career program enrolment. Twenty-eight (28) percent of 

. the Engllsh females are enrolled ln the career program represent1ng 38% 
. . 

ot tl1e total career program enrolment in the sample (Tables 8 and 9). 

, ,",'~ 

-' Table 8 

Distribut10n in saœple bJ prosr~ (198-> CQlpared to English public 
CEGEP population (Septe.ber 1982 statlstloà) and bJ sex for s~.ple 
population 

, 
------------------------------------------------------------------------
program 

Pre-Uni versi ty 
Science 

% in CEGEP 
population 

21.0 

% ln sample 
Total Male Female 

31.2 52.4 47.6 
-------------~--------------------------~-------------------------------
Pre-Uni vers! ty 
Arts 

Career 

Total 
No. of cases 

51.2 

27.8 

100.0 
22307 

46.8 

22.1 

100.1 
263 

55.3 44.7 

27.6 72.4 

127 136 
---~--------------------------------------------------------------------,-" 

Miss1ng cases • 6 
Totals May not equal 100% due to rounding. 
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Table 9 

Distribution or the respondenta bJ program, sex and lànsuage l 

----------------------------------------------------------------------~-~---program Male Female Total , 
--------------------------------------------------------------

English French Other English, French Other 

----------------------------------------------------------------------------
Pre-Univ. 
Saience 

26
' 

6 11 
31:72 7.3 13.4 

25 
30.5 

9,_ 
11 .0 

5 
6.1 

82 
100.0 

3 29.2 40.0 47.8 31.6 47.4 13.2 31.2 
------~------------------------------~---------~----~----------------~/-----

Pre-Uni v • 511 5 9 32 9 14 123 
Arts q 43.9 4 • 1 1 • 3 26 .9 1 • 3 1 le 11 • 1 00 • 0 

60.7 33.0 39.1 40.~ 41.4 36.9 46.8 
---~------------------------------------------------------------------------Career 9 

15.5 
10.1 

4 
6.9 

21.0 

. 3 
5.2 

13.0 

22 
37.9' 
28.0 

1 

1 
1.7 
5.3 

19 
2.8 

~O.O 

58 
100.0 

22.1 
----------------------.----------------------------------~-------------------
TotaJ,. 89 

33.8 
100.0 

15 
5.7 

100.0 

23 
8.7 

99.9 

79 
30.0 

100.1 

19 
1.2 

100.1 

38 
14.4 

100.1 

263 
99.8 

100.1 

----------------------~------~-----------------------------------------------
. Mlssing cases - 6 ~ 

Totals may not equal 100~ due to rounding, ' 

c 1 Number of respondents 
2 Row percent 
3 Column percent • 

Future Plans 

Students' plans for the future would seem to confirm pre-unIversity and 
, a 

career progràm enrolment figures reflectlng future intentions sinee 1~~ 

of the sample Intend to continue their studies and 708~ of the sample 

are enrolled in pre-uni versi ty programs. The larger proportion of 
1 

females in career ,programs is also matched by a larger proportion of 

fema~es reporting their t:,uture plans are to "get a Job" (Table 1 0). 
b 

-----------------------------------------------~-----------------------* Details-br all programs offered and enrolment figures for the 
population and the sample are Included in Appendix D. 
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Table 10 

Distribution ot the reaponclenta bJ' plans attar leaylns college and sex 

--------------------------------------------------~-
Plans Male Female Total 

a 
I---------~---------------------------------~--------

Uni versity or 83.6J 73.2% 78.2J 
more training 

Get a Job 8.6 20.3 14.7 

Undecided 7.8 6.5 7.1 
l'J 

1 

Total 100.0 100.0 100;0 

----------------------------------------~~----------

\ 
"'t 
:; Cona .... !., ~u~t~on and Related Courses Taken 

... , \ ".} 

. " }... . .. 
• 8Pond~t8 were asked to spec~t'y a~y consumer education courses they 

l '\ \ ... ~ '>. • 
had taken or courses which they considered contained considerable 

consumer information. The responses to this op~n-ended question (11 39a 
) 

and b) liere c1assltied and grouped subjecti vely by the researcher to 

provlde categories as useful as possible for subsequent analyses. The 

responses cou1d not be dlfferentlated as orlg1na11y Intended between 

consumer educatj.on courses and those considered to Include consumer 
c 

information because slmllar or identlcal cour'ses were viewed 
o 

dltterently by dltferent respondents. Fltty (50) percent reported they 

had taken one or more courses prey lously. 
ho. 

classltled into 4 groups: 

68 
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1 • 

2. 

,-
oonsumer related oourses 

eoonomlcs courses 

- 3.. business courses 

Reaul ta and Analyala 

\ 

11. courses repor~d other than those l1ated above 

\ 
~event~n (17) percent t9Ported taklng one or lIi<:>re oonsumer related 

courses; 22J had taken eoonomlcB oourses and 18% had taken business 

coùrses (Table"'). 

Table 11 

ReS~dents' ~ecord o~ consumer education or related courses taken by 
the number and type taken _ f 

---~-------------------------------------------------------------------

,Type of course Proportion of sample Courses taken' 

No. of courses taken Sex 

'\ 2 3 4 Hale Female Total 
-----------------------------:----------------------,...----------,..---------

--Consumer 16.3 0.8 15.2% 23.7% 17.0% 

Economies 17.8 3.0 1 .1 19.2 2~.5 22.0 

- Business 9.8 7.~ .... 0.4 25.6 10.8 17.8 
1> 

Other 3:8 1.1 0.7 3.2 7.9 5.7 
Misoellaneous • -------------------------------------------------------------------~---

--------------------------------------------------~--------------------
*Total of any 

, type taken 

N • 264 
Mlssing cases • 5 

28.6 11.5 7.8 1.1 48.8 51.1 50.0 

-----... -----------------------------------------------------------------
, ' 

-----------------------------------------------------------------------* Column totals are not relevant slnoe respondents may take more than 
one type or course. The computation. for totals is independent of those 

'tor eaoh particular type. 
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• 

Record KeeplDg 

Seventy three (73) percent or the sample did not keep a written record. 

ot thelr, expenses. Details ot the responses to the question (Question 

46) concernlng record keeplng behavlour are available in Appendix E). 

Layelot COIUSUEr Kno1l1eclge 

'nie oalculation ot scores 

l 
",-1 

o 

,!,he level of consumer knowledge was measured and eomputed as the number 

ot oorrect responses for the six' topic areas or the questionnaire. By 
1 

this method each respondent)Was given a score for eaeh topie section 

and a combined total score. The toplcs are: 

, 
Maximum raw score possible 

a. consumer behav iour 26 

b. contracts 16 

o. economics 17 

d. tinances 20 

e. consjumer proteotion 20 II? 

t. purchases 9 o ------
A~l topics 108 

10 
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Th, scores tor e,Qh 

were calculated ~ 
\ 

score. 

Results ,and Analysie 

topic and the total' score tor all tapies combined 

a raw score and as a standardlzed percent correct 

The mean score for the sample populatlon on t~ questlonnalre Is 65.4J. 

The hlghest mean score Is 73.5% for the topic on consumer beha v lour. 
~ 

Three topies have mean scores below 70%: tlnélnces with the lowest mean 

score of 47.6%, and consumer protect 10n and contraots wl th Mean scores 

of 60.6% and 08. U respecti vely (Table t 2). 

The dispersion of scores obtalned for eaoh sectlon (Table 13) and 

for the three lowest scoring sections on tinances. consumer protection 
~ 

and contracts (Table 14), indiclite ln partlcular the general paor leve1 

of performance among respondents ln finances. ThÛ·ty (30) percent of 

the skmple scored less than 40%. more than halt the sample population 

scored below 50%, and on1y 28% of 'the sample scored more than 60% on 

this toplc. For the other low scoring topies, consumer protection and 
. _. 

contracts, 39~ and 22% respeotlvely of the sample scored less than 60%, 

and more tt;lan haif ot the respondents scored between 50 and 70%. 

\ 
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1 

Table 12 

0. 

H~ acores rœ co~ knovledp toplca b7 sex"and topl0 

------~--~-----~----------------------------------------------Hean Score 
Topie ----.--------------------------------[raw s,corel] Hale Female ~ll 

-----------~--------------------------------------------------a. Consumer Behaviour 74.7% 72.4% 73'.5% 
[26] [t9.lI ] [18.8 ] [ 1 9.1 ] 

b. Contracts 69.3 67.1 68.1 
[1~ [11\1] [10.7] [10.9] 

c. Economies 76.7 . 66.5 .71.4 
, 

(17) , [13.0] [11.3] [1 2.1 ] 

d. Finances 51.9 43.6 47.6 
[20] [10.4J [8.7] [9.5] 

e. èonsumer Protection 6,'.9 59.3 60.6 
120) [12.4J [11.91 [12.1 J 

.l-

r. Purohases 71.3 71~ 71.1 
[9] [6.4] [6.4] [6 .. 4] 

-~î~--;~~~;---~----- ------~--6;~-------63~--------~65~4-~----
[108] . [73.0] [68.4J [70.6] 

-. No. or cases 129 140 

-----------~~-----------~-----------------------------~-------

________________ ~ ___________________ w ___ • __________________________ ~ ___ _ 

1 Raw soorès are g1ven in brackets under S score 
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Table 13 
". 

DlspepsloD 'ot respondentfs by percent correot score leyels and the 
~taDdard deylatlon tor conjsu.er knovledge toplos ,_ ' 

-----------------~--------t---------------------------------~-------~~----, . No. ot Respondent;s , 

--~:~~~----------:------;!Fv~:::::---:~~--;:~;;;ï~:;~~~;~~î~:~::--:::---
-----------------------~---~--------------------~-------------------------
a. Consumer 269 9.5 2 97 166 4 

Behavlour 

b. Contracta 269 14.3 14 140 106 ~9 

c. Economics 269 16.5 30 58 • 165 16 

d. Finances .269 11.9 131 96 32 " ~ 

e. Consumer 269 lj..7 48 136 80' S 
Protectldn 

f. Purchasea 269 11.4 29 ,101 112 21 

0\> , , ' 

------~---~~-------~-------------------_._~---------------~--~------------

. All Topics 
i' 1 

269 9.6 22 
\. 

112 75 o 
. , 

------------------------~-----------------~~--------------------~---------" .... -...... . \ 
• 

, , 

\ 

13 
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" 

Table 1Ji 
s 

,Dispersion of reapoadenta br percent correct.scores ln the topie 
aeotlona OD contraota.l'lnancea and OOMUller protection 

---~-~-----------------------------------~-------------------
No. of Respondents 

----------------------------------~-----~-----------~--------

Mean score 
Contraots 

68.1 ~ 
F1nano~s 

. '47.6% 
Consumer' .,...ote tion 

60.6J 
----------------------~--------------------------~- -------~-4 • 

% oorreot 

--------------------------------------------------
Above 90% 9 4 l, 

80 - 90% 48 9 13 

10 - 19.9% 58 23 67 

60 - 69.9% 94 40 , 78, 
, 1 
1 

~O .. 59.9~ , 46 56 
1 

58 

40 - "49,.9% 
1· i' <' 

4 51 38 . 
30 - 39.9~ .. 6, 

' A4" 

41 10 

20 .. 29.9% . 1 28' 0 

Below 20% 3 " t l' 1 0 
f 

~--------------------------------------~r--~----~-~---------- ' 

Ho. ot' oases 269 i 269 '269 J 

, .' 

---------------~---~---------~------------~----~---------~---\ 

" , 
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C'hapter IV Results and Analys1s 

, ' 

Breakdown or SCOres by Sex 

Males have a hlgher m~an score ln every topic. Males have the hlghest 

me an score (771) for the section on economics. Females have the 
. . 

hlghest· mean score (72%) for the section on consumer beha v iour. 
Q 

The greatest dlsparlty between male and female scores is for the topies 

\ economi c. lnd n nance. ,wl tll di ;rer enee. of ton (t 0) per ce~ t and 01811 t 

(8) percent respectlvely. The ot!'ter topics on conSLlmer behaviour, 

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

percept difference between males and females. 

" 
'Femâle scores for the topic economics are more wldely dispersed wi th a 

standard deviation·or 11 .. 1 compared to 14.1 for the male sample. 

Seventy (10) percent of males score between 70 to 90% on this topic, 

~hereas 62~ of females score between 60 ·and 90~. Thirty-t'our (3~) 
. 

percent of the females score below 60% compared té) 13% of, the males. 

/ ~ 

Alth~ugh females' have a ·much lqwer mèàn score for the section on 

t~ances, the disperslon o~ scores ls siml1ar for males and females" ln 

the sample. (Table 15) 

" 

, 1 

l '. 
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/ 

Table 15 

Dispersion or male and ra.ale respondents br percent çorrect scores 'ror 
the topies econOllics and rlnances 

------------~------------------------------------------------
Economies 
M F 

Mean score 76.71- 66.5% 

Finances 
M F 

51.9% 43.6% 
-----------------------------~---------------~---------------
S correct 

Above 90 11 S Il 0 

80 89.9 52 25 5 4 

70 - 79.9 38 50 17 6 

60 - 69.9 1 1 12 18 22 

50 - 59.9 10 25 33 23 

40 - 49.9 4 13 211 33 

30 - 39.9 2 18 23 

20 - 29.9 6 8 20 

Below 20 0 3 2 9 
-----~------------------~------------------------------------
Standard deviation 14.1 17.1 17.5 17.5 
No. of cases 129 140 129 140 

-------------------------------------------------------------

16 
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Consumer Knowledge Scores as Af'fected by Language and Sex 
• 

. 
Mean scores are exami ned for the combined effect of lang.lage ot.and sex. 

Six profiles are created as given below wlth the mean scores obtalned 

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 ln each lang.lage 

group. The disparity betwee~ Engllsh male and female scores of three 

(3) percent is the least. "Other" males while havlng the next ta 

lowest mean score are a fJll rlve (5) percent ahead of "other" females . . 
French males have a mean score almost seven (7) percent more than 

French rema les. 

French ma 1 es score part iCLllar l y we Il cornpared ta other sclb-groups in 

the tapie areas of econom-i-e-s and r Inance. Among the fema les, the 

Engllsh females have hlgher Mean scores than French ferna les ln the 

topic areas on conSLlrner oehaviour, econornics, finances and conS.lmer 

protection. "Other" females have the lowest score in each topic wlth 

the exception of purchasing. The mean score of "other" fe,ales lS six 

(6) percent below .the me an for aIl females and ten 10) percent below 

the rnean for aIl males. The Mean score of "other" males is six (6) 

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

Mealrscorea o~ respondents ~or consumer knowledge by consumer topic, 
sex and language or tbe chUdhood ha.e 

--~------------------------------------------------------------------------
Mean scores by language and sex 

English French Other Total 
Topic M F M 'F , M F M F 

------------------------------~--~-----------------------------------------
Consumer Beha v 10ur 75.8% 73.6% 73.8% 72.51 71.6% 69.21 714.7% 72.2% 

Contracts 70.4 68.2 69.2 70.7 65.4 63.0 , 69.3 67. , 

Economies 76.9 69.9 180 .0 65.6 73.3 65.6 76.6 66.4 

Finances 53.0 148.7 5"9.3 40.8 , 43.8 33.9 52.0 14 3.5 

Consumer Protection 63.0 61.2 64.7 57.9 56.7 54.3 62.0 58.8 

Purchases 73.4 73.2 74.1 73.7 62.5 63.2 71.11 70.5 . 
----------------r------~-------------------------------------------------~-
AIl Topics 

No or cases 
Missing cases 

68.8 

89 

65.8 70.2 

80 15 19 

63.5 62.2 57.2 67.7 63.1 

24 38 128 137 
1 3 

------------------~--------------~-----------~-----------------------------
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Analysls or' SUbpopulatlon Dltterences: Testlng Hypotbeaea 

The slgnlflcance of the associatIon between percent correct scores and 

selected charaé~erlst!cs and profiles for the sample was examlned using 

analysls ot variance and t-test procedures. Subpopulatlons examined 

lnclude ditterentlatlons based on: 

- sex 

- language 

courses prevlously taken wl th consumetp-educat Ion content 

- program ot enrolment 

Scores were examlned separately for each tapie and comblned as a tot~l 

score. 

The null hypothesl's, that group means are unrelated ta the respondent 

prOfile i8 tested for each topic score and the total score for the 

~stlonnalre. Results reported ln thls ohapter are restrlcted to 

those round to be slgnlflcant. Other results are glven ln Appendlx H. 

Sax 

The null hypotheala Is that-sex of the respondent has no effect on 

consumer knowledge scores. The null hypotheeis' ls rejected for the 
-': 

total score and for toplc areas economles and flnances. The dlfference • 
between the subgroup population means for the topies on economlcs, 

finanoes and the total score le slgnlflcant at the p •• 01 level (Table 

17). The null hypotheela ls aooepted for the toplc areas consumer 

behaviour, oontracta, oonsumer protection and purohaees. 

T-
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'" Table 11 

Males and te.alea: deacrlptl"e statlstics tor .san scorea~ and t-teat 
on group dltterences betveen .sana 

---------------------------------------------------------------------------
Tapie 
(max.pts.) 

Male 
( 129) 

Mean sd 

Female 
(140 ) 

Mean sd 
F T 

value value 
dt 2-tall 

prob. 
---~----------------------------------------------------------~-----------

Economies 
(17 ) 

Finances 
(20) 

Total 
(108 ) 

13.0 2.4 

10.4 

72.7 

11.3 2.9 • 1 .57 5.30 261 .8 O. 000 ~ 

8.7 1.01 3.87 264.9 0.000 

67.8 . 1 .31 3.98 266.2 0.000 

---------~---------------------------------------------------------------

* Note: raw scores 

f.aD8Ua88 
.\ 

The null hypothesls ls tested that respondent8 who spoke a language 

oth~r than the two official languages in their childhood hQme are 
, 

unaftected in their test performance. The null hypothesis is accepted 

ln the tapie area of contracts. The null hypothesis i8 rejected for 

the total score and tor every tapie section score other than contracta; 
\ 

the dltterence between the subgroup population means is 8ignltlcant at 
"\ 

the p - .01 level (Table 18). 
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Table 18 
~ 

Lanauqe "pokan ln tbe chlldhood hOM pd lta etfect on acores: 
deecrlptl yi statlat1~s tor lI88Il scores and t-teat on group 
dlrterenoea batveen _ana 

-------------------------------------------------------------~------------

Topic 
(max. 
score) 

Language 
Other Engl. or French F T 
(66) (203) 

Mean ad Mean sd value value 

dt 2-taU 

prob 
-------------~---------------------------~---------------~----------------
Consumer 
Behav10ur 
(26) 

Economies 
(17 ) 

Finances 
(20) 

Consumer 
Proteotion 
(20) 

~ Purohases 
(9) 

18.3 

11 • i 

7.6 

11.3 

5.8 

4 

2.5 19.4 

3.3 12.5 

3.7 10.1 

2.6 12.4 

1.5 6.6 

2.4 1.01 -3.00 109.8 0.003 

2.5 1.69 -2.98 91.4 0.004 

. 3.3 1.22 -4.86 101.8 O~OOO 

2.5 1.09 -3. t 4 10"6.6 0.002 

1.5 1.01 -3.85 110.7 0.000 

---------------------------~----------------------------------------------
Total 64.4 10.9 72.1 9.4 1.35 -5.12 98.3 0.000 
(108) 

--------~-------~-~-----------------~-------------------------------------

;-~-----~~---~----------~-------~-----~-----~_._--~~----~--------------
Note: l'av soores . 
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Prosr- or EDrolllent .. 
1 

Three general types of programs were examlned: pre-university" 

sClenees, pre-univers1 ty arts and eareer programs. Since the career 
, 

programs are planned as terminal programs, and therefore dlfterent tram· 

pre-uni versi ty programe two distinct null hypotheses were examlned 

uslng the t-test procedure. 

The null hypothesls was examlned that enrolment in pre-uni versl ty art~ 

as opposed to pre-university science has no effeot on mean scores 
j)"" 

achieved for each tople area and tota l score for the consumer 

knowledge. Results Indicate that thls null hypothesls 18 accepte~·ror 

the total score and for every topic section score. The ditference 
\ 

between the subgroup population means 15 not slgn1flcant at the p • .01 

leveI. (Table 41 ln Appendix in 

•. The null hypothesls was examlned that enrolment ln pre-uni verslty 

programs as opposed to eareer programs has no effect on mean scores 

achleved for each tople area and total score tor the questionnalre. 

Results 1ndlcate that thls null hypothesls la accepted tor the total 

score. and for every toplc section score; the d1tference between the 

subgroup,populatlon means ls not slgnltlcant at the p • .01 leve!. 

_'-Table 42 ln Append1x H) 

87J)Otbeaea ~rnlns Cona.-r EduCation or Relatecl Couraea Preyloualy 
TaJceQ 

Analyses or varianoe were used to determlne whether the number or 

oourses and/or the type or oourse taken atteoted soores obtalned ln . 
82 
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1 
eaeh tople ,area a~\d ln the total scores aehleved. Thls Invol ved a 

1 

large numb~r of eo,rutatlons: on1y those for whleh the null hypothesls 

Is reJected at p • .01 level are reported ln the summary Table 19. 

/ 

Table 19 

Sl11l1tlcant dU'fe .. encea betweeD the subpopulatloD lIeanB by the number 
and type ot courH~ taen 

-----~-----------------.-----------------------------------------------
1. Courses taken of any type 2. Business courses taken 
._----------------------------------~----------------------------------
Topie prdbabill ty Topie Probablllty 
-~---------------------------------------------------------------------

Flnancefl 

Pur'chases 

Total Score tor 
All Sect 10ns 

0.002 

0.007 

0.000 

Flnances 

Total Score tor 
All Sections 

0.000 

0.005 

---------~---------~-------~-------------------------------------------

, c 

Full tables whlch l.nolude mean scores by the number of oourses taken 

are gl ven in Tables 44 to 51 ln Appendix H. 

1be Itt'eot 01' ADJ TJpe ot ReleY8Dt COIraea Taken on COIlSUMr IDovledae 
SoàNi-

_-----lR~e!n!smtrlts Indloate that taklng any consumer educatIon and related courses 
1 

doee atteot total scores and ln partleular scores tor 'the toplcs on 
3 

tinanoes and purohases. The mean score on tinanoes for those who had 

not taken any relevant oourses was 45J; thos8 who had" taken one course 

aohleved a mean soore two (2) peroent hlgher; ,8 seoond relevant course 
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-

ra1.Sed the mean score a turther ten (10) percent. Subsequent 

additional courses did not cont1nue to increase scores although t~ose 

who had taken three or tour courses still had a mean score ot at least 

six (6) percent h1gher than those who had On,l( taken one relevant 

course. (Table 45 in Append1x H) 

fi F~r the topic on purchases the mean score cons1stently lrtcreased w1 th 
..., 

the n~mber ot courses taken. The mean for those who had taken no 

, courses Is 69%; tor 21 raspondents who had taken'three courses the mean 

reach~d 78%; flnally for three respondents who had taken tour courses 

• the mean 'ls 93J. (Table 46 ln Appendlx H) ,. 
The mean score tor the comblned toplc areas ls 64S tor those who had 

taken no relevant course; one course taken Improved the mean score by 

one percen t: two courses taken Improved mean scores by a turther s 1 x 

(6) p~cent ta 71 S. Respondents who had taken three relevant courses 

scored a mean ot 69S, which Is lower than for those who had taken two 
, 

courses, though still tour (4) percent hlgher than those who had taken 

only a slngle course. The small number (3) of respondents who had 
< 

taken tour relevant courses scored the hlghest mean of 771. (Table 47 

in Appendix H) 

The Ettect ot Bualneaa Com-aea Tak811 aD COlIS.... IDovleclp scores 

Business courses had a signitlcant etfect on total score and the score 

tor the top1c on tinances. PQrty-seven (47) respondents had taken one 

or more bus1nesS courses previously. The mean score on flnances tor 
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respondents who had not taken Any bus1ness courses ls 46%; for those 
, 

who had taken one business course the lIJean score increased by nine ,",9) 

percent and for those who had taken two business courses the mean score 

"" increased a further fl ve (5) percent to 60%. Business courses also 

increased mean scores for the topics on pure hases and economic~ though 

leee coneietently thus falling to reject the null hypothesls at the .01 

level. (Tables ~8 to 50 in Appendix H) 

The mean score for the combined topic areas for those respondents who 
• 

had taken one business course increased live (5) percent over the score 

of those who had not taken any relevant courses. Two business courses 

taken P;~dt-, ed a lurther two 

(Table 51 Appendlx H) 
" 

(2) percent Increase ln the mean score. 

PART 3 

self b ...... t of lÀyel or Conau.er bovl_: 

Respondents were asked to assess on a scale of tour possible reeponses 

the levei or their own knowledge on six areas concernlng consumer 

knowledge (Appendix A: questions 40a to 45a). An examination of the 

resulte 1nvest1gates how respondents viewed thelr own capab.11It~es and 

level of knowledge 'when coping wlth the complexities of the market­

plaoe. A composIte eeir-assessment, representing how respondents_ 

assesaed their level of consumer know1edge overall was computed based 

on the reaponaea for aIl sIx ~ueatlons. Self aseesement reeponees were 

a1so examlned for profilea based on aex and language. 
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Cœposl te Self' Aaaea8118nt or CODaWD8l" Knovledse 

Nlneteen (19) percent of all reSPOI1~ents consldered thelr overal] level 

. * of knowledge ta be very good/a great deal. More than a quarter (28~) 

of t..pe sample population judged tllelr overall level ot consumer 

knowledge to be fair/little or poor/nothing. 

~ 

However, considerable dltferences were found when sex and language are 

used to dlfferentlate groups. Hale respondents were nearly twlce as 

l1kely as females to assess their knowledge as very g~od. French males 

had the hlghest self assessment ot thelr consumer knowledge, while 

Engllsh and "other" males assessed themselves only sl1ghtly lower: 

cHose to a quarter of all mal es rated ·themse~l ves as very good. 

However, French males were also less llkely than Engl1sh or "other" 

males to assess their knowledge as fair or poor. More than a thlrd of , 
temale respondents reported thelr level ot consumer knowledge to be 

1 

! 

falr/llttle or poor/nothlng. Engllsh fema1es assessed themselves 

hlgher than French or "other" female profiles and quite slmllarly to 

tl'\e Engllsh males. French and "other" temales had the poorest 

assessment of their abl11tYi a1mos{ half ot them consldered themselves 

to have on1y a falr or 'poor leve1 of knowledge. (·Tabl~ 20) 

----------------~-------~-~-------ft-------------------------~----------* . Terms for assessment are those used ln the questionnaire. 
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". 

A oc.poa1te or selt' UH8SMnt reaponaea bued -011 the s1x quest10ns 
ooaoernlq OOIl8UMr knovleclge by 88X anel lauauace ot chlldbood ho.e 

---------------------------------------------------------------~------------
Language 

and 
sex 

Se l t assesement 
---~---------------------------------------

N V.good/Gt.deal Good/Some Fair/Poor Total 
---------------------------------------------------------------------~------
English 

211.91 Male 89 5~.2$ 20.9% 100$ 
Female 80 16.3 55.2 28.6 100.1 

Frenoh 
-Male 15 26.7 60.0 13.3 100 
Female -19 8.8 46.0 lI5.1 99.9 

Other ~ 
Male 24 25.0 52.8 22.3 100.1 

---_:~~:~--~-------~~:_~---------~~~~-----------~~~~------------~~~~~----
Al! Males 128 24.9 54.5 20.5 99.9 
Hlsslng 1 

AU Females 1 37 
H1ss1ng 3 

Total 265 

13.3 52.2 

18.9 53.3 

Totals may not .equal 100% due to round1!!B. 

/ 

34.6 

27.8 

Self' .laau.Bat or eona.er IIlovleclp and SoCIrea Obtalned 

. 100.1 

100 

The reaponaee., to eaoh ot th~ six 'Questions asked were exam1ned tor the 

whole sampla. and as att'ected by sax anel score, levels. The ~estions 

oo'Vered the topies llsted: 

81 



0 

o 

" 
F 

Chapter IV Resulto and Analys1e 

\ ' ' 

1. Knowledge of the physical and psychologlcal condi tions which can 

influence.consumer decisions in what· to buy. 

li. Understanding of the effect economic conditions and consumer 

decisions May have on each other. 

11i. Knowledge about ~stablishing and using credit. 

Iv. Knowledge to avold being misled or cheated buying goods and 

services. 

~ 

v. Knowledge to be capable of protecting interests if unsatisfactory 

goods or services are reeeived . 

. 
vi. Ability to Judge- the qual1ty and priees of goods and servicee. 

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

5redlt: fully 55J of the -sample juttged they knew l1ttle or nothlng 

about establishlng and us1ng eredi t. Th1rty-six (36) percent rated 

thelr knowledge about the effect economic conditions and consumer 

declslons may have on each other as (air or poor. Respondents also 

felt a need for more knowledge eoneerning the physieal and 

psychologieal influences on consumer decislons wlth 32J of the sample 

assessing thelr knowledge as fair or poor. 

However respondents were more confIdent in the other three areas, 

espeola.lJ.y ooncernlng knawledge about avoldlng being cheated or mls1ed 

when~buylng gooda or services. Thlrty-three (33) peroent of the sample 
, 

telt they knew a great ~l and only elght (8) percent as~essed they 

l 
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knew little or nothlng. Seventy-seven (11) percent assesse~ the!r 

p 
ability to judge Qual1ty and priees of goods and services to be very 

), 
gootf)1\" good. 

Twenty-three (23) percent were confident they knew a great deal about 

protecting their interest if ünsat1sfactory goods or services were 

~ece1v~d, and 63% felt more cautiously that the y had sorne knowledg~ of 

thls area but not enough. 

The relat1onsh1p between the way respondents assess'thelr level of 

knowledge and the1r actual levei of per~ormance on the consumer 

knowlédge quèstlonnaire la investigated to determine whether 

respondents are able to percei ve wi th any accuracy the level of their <f 

consumer knowledge. (Table 21) ) 
Respondents' ratings of'thelr abI11t1es and knowiedge levels are in 

\ 

step wlth the percent correct scores on the QuestIonnaire: the higher 
( 

they rate themselves the higher the mean for percent correct scores and 
, 

vice versa. ThIrt.y":flve (35) percent of the responses of stùdents in 

the sample who have a cor~ect score of more than 80% on the 

questionnaire assessèd thèir knowledge as very good. The converse, a 

low self-assessment associate~:Lwith a low score level, ls even more 

11kely with 56% of the responses of ~tudents in the sample scoring 

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

, 
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Table 21 

Selt aasessment ot level ot knovledge tor sIx questions on consumer 
knovledge and aa:soclated lDean scores. 

---------------------------------------------------------.----------------
Selt assessment 

---------------------------------------------
Question N Very Good/ Good/ Fair/ Poor/ 

A great deal Some Little Nothing T,otal 
---~----------------~-----------------------------------------------------
Influences 267 16.91 51.8 28.0 3.4' 100.1 
on decislons 69.82 67 ;0 61.5 5~,,7 65.4 

Economies & 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 42.4 12.6 100.0 
71.9 68.9 64.3 55.9 65.4 

, 
~eing misled 269 33.1 . 59.5 7.1 0.4 100.1 

" or cheated 68.6 68.6 54.4 59.9 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 priee 267 18.7 58.6 21.3 1 .5 100.1 
and quality 68.0 66.4 60.8 52.3 65.5 
--------------------------------------~-----------------------------------

1 Percent of sample 
2 Percent Mean score tor censumer kno~ledge 

l, 
~ 

"'t, • " i 
--------~~---------------------------------_.--------------~-----------, 

1 analyses ot specifie questions asked are, gl ven in Tables 151 to 56 in 
Appendix H. 1 
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Table 22 

~ Consumerî<nowledge: a comparlson of self assessment responses 
wlth scores obtalned 

-----------------------------~-----------------------------------------

Percent 
scores 

Self assessment 

V. good Good Fair/Poor 

as percent of responses 

Row totals 
as 

% of popJlation 
------------------------------------------------------~----------------

80 and above 

70 - 79.99 

60 - 69.99 

50 - 59.99 

Be low 50 

Colùmn Totals 
% of Responses 
fi responses 

34.7 

26.5 

15.4 

14.4 

7.0 

18.9 
303 

58.3 

57.4 

55.9 

4&;6-

37.1 

53.3 
856 

... 

7.0 

16.0 

28.6 

39.1 

56.0 

27.8 
447-

4.5, 

30.3 

38.3 

19.9 

7.0 

100.0 
1606 

# Possible Responses ___ ~ ,1614 
---------------------------~ ----------~----------------------------

... 

A composite of responses for aIl six self assessment qL1e!?tI~n) was 

examined uslng the multiple response procedure by specified score 
~ 

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

whà had high scores and those who had lower scores and how'they 

assessed their knowledge. Considerable differences between male and 

female assessment of theIr knowled~e and ability were found. Althou~h 

the same trends are apparent for males and females in each topic area, 

females have a much lower estimation of their knowledge and abil ity. 

In' concordance w~ th lower scores obtained, fema 1 es v iewed the ir 

consumer know 1 edge as 1 ess adequate than ma l,es. (Tab 1 e 23, further 

detal1s Tables 51-56 ln Appendix H) 
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/' 
Male respondents rated themsel ves eonsistently higher but al so had 

hlgher mean scores. However both male and temale re8pondents assessed 

their knowledge as poorest concerning the question about credit usage, 

a topie which also had the lowest Mean correct score on the 

questIonnaIre. 

Table 23 

The proportion ot males and te_ales who assess their knowledse. 
understandlng or abl1ttJ ta be high or lov and .aan scores tor oonsu.er 
knovledge questions 

Assessment of consumer knowledge 

Topic of knowledge HIGH* LOW· 

Male Female Male Female 
---------------------------------------------------------------
Being misled or cheated 113.11 % 23.6% 3.0% 11 .11 % 
% Mean score 69.11 67.1 60.1 53.~ 

Protection ot rights 26.4 19.6 9.3 19.6 
% Mean scor.e 69.2 66.8 65.9 57.1 

Judge quality and priee 211.8 12.9 1 ~.O 31.0 
~ Mean score 69." 67.0 64.0 58.7 

Influences on decisions 21.9 12.2 23.5_ 38.8 
~ Mean score 70.1 69.11 64.9 58.2 

Economies and consumers 20.6 7.1 27.8 42.8 
~ Mean score 72.3 63.9 63.9 60.3 

Credl t usage 12.4 4.3 45.8 63.6 
~ Mean score 11.4 13.3 65.3 60.~ 

----------------------~---------------------------------------

----------------------------------------------------------------~-----~ * high 
low 

"very good" or "a great deal" 
"talr/little" or "poor/nothlng" 
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Analysis ot Variance ot SUbpopllat1on Dittlrencea: Test1ng Hypotheses 
• 

The association between selt assessment and scores ia consIstent; 

reepondents appear to have an accurate perception ot the level of thelr 
/ 

ability at leaat compared to their peers. The slgniricance or thls 
a 

association was exam1ned us1ng analys1s or variance. 

Th, null hypothesl~, that group meaos are unafrected by the 

respondents' ,selr-a,sssssment of their consumfZ; knowledge' was tested ror 

each of the six questions. In every question the null hypothes1s ls 

reJected at t~e p - .01 leveI. 

Tables 57 to 62 ln Appendix H. 

Tables of these results appear in 

-, 

J 

.PART " 

cl 
Perce1 veel Sources ,or <tPUu.er ICDovledp: Scbool, Faaily. rrleDc18 and 

the Meclia br Sex and Languase 

Respondents were asked the amount they Judged that school, faml1y. 

friends and the media had contrlbuted to their consumer knowledge. A 

composite frequency distribution~ based on all of the responses for the 

six queàtions. indicatas overall the contribution responden~s judged 

that they ~eoelved trom these tour souroes. (Table 24) 
',' 
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In general, the sources of knowledge considered by the greatest 

proportion of the sample population to have contributed a lot are the 

fam1ly and school (33% for each source). Attitudes to the role of the 

school are divergent with 28% assessing the school as of no help at 
<1 

aIl. Twenty-eight (28) percent felt the media also contrlbuted a lot 

to thelr level of consumer knowledge. ~nly 12% considered that friends , 

contrlbuted a lot whilst 361 of respo'ndents felt that friends .. 
\ 

- con tr i buted nothlng. 

-
In general, females are more likely than males tp consider that the 

fam1ly contributed a lot. However, fewer females than males considered -. -
that the other sources listed, school, friends and the med·la, made a 

, 

major contribution to their consumer knowledge. "Other" males (261) 

and "other" females (22%) were less likely to regard the family as 
-

contrlbut!ng a lot of help than either French or Engllsh language 

• groups. The proportion of "other" females who felt that they received 

no help at aIl from school (37%) and the media (27%) ia the highest for 
1 

any sex/language profile group. Contrary to tb-1s, "other" males :are 

among the MOst likely to'consider that school (38% compared to 251 of 

"other" Cemales) and the media (361 compared to 22~ of "other" famales) 

were a lot of help. 

> 

Fre~ch males (391) and French females (41%) are the most likely ~o 

cons1der that the family made a major contribution to th~ir consumer . 
knowledge. Thlrty-slx (3q) percent of French males regard school as a 

o ~ot of help, a much hlgher pro~ortlon than the 22 percent of French 

,females who are the least likely of any sex/langu~ge group to feel t~t 
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o 
school contrlbuted a lot. French males show strong support tor the 

media' as a source ot consumer knowledge: more French males v lew the 

medIa as the best source ot knowledge (~8%) than any other sex/language 

group a~d ~or,any other source • 
.. .. 

English temales (39%) are more l1kely than Engl1sh males <32~) to rind 

that the tamily contrlbuted a lot to thelr level or consumer ~nowledge. 

This perspective Is almoet exactly reversed tor their view ot the 

school as a major oontrlbutor (Table 24). 

, 

-' 

" 

o 
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Table 21J 

Assess.ent ot help recelved br respondents t'rœ school. tally. frlends 
and the .ed!a br sex and lanlu.ae. Percenta and totala baaed on 
reaponaea 

;~~;~~---------------------------~~~~;~------------~-----------------
and help Engllsh French --Other Engllsh French Other 
rece1ved Male Female Total 
--------------------------------------------~-------------------------
SCHOOL 

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. , 37.4 41.1 
None 22.6 21 .1 18.8 . 26.4 28.9 37.4 25.9 

l 
Total 33.7 5.7 9.1 30.3 7.2 13.9 99.9 

[530] [90] [144] [477] [114 ] [219J [1574] 
---------------------------------------------~--------------------------
FAM!LY 

A Lot 32.1 38.9 25.7 38.9 41.2 21.8 32.9 
Some 49.5 42.2 51.4 49.2 44.7 57.7 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] [478] [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 40.9 27.2 35.0 35.8 

Total 33.7 5.7 8.9 30.4 7.3 14.0 100.0 
[529] [90] [140] [477] [114 ) [220] [1570] 

---------~---------~----------------------------------------------------
MEDIA 

A Lot 30.4 47.8 36.1 24.4 22.8 22.4 28.4 
Some 51.0 38.9 47.9 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.' 99.9 
[529] [90) [144] [476] [114 ] [223] [1576] 

-~----~--------------------------------------~~-------------------------
No. ot Cases 89 15 24 80 19 38 265 
No. Possible 
Responses 534 90 144 480 114 228 1590 
--------"----------------~----------------------------------------------M!sslng Cases 3 4 

---------~------------------------------------------------~-------------

Totals may not equal 'OO~ due ta round1ng 
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Table 25 oompares sex/language profiles' peroeption by souroes that 
, 

"he1ped a l?t". The table ranks the four sources of knowl'edge tor each 

profile from the highest to the lowest by percent of responses. School 

and/or the tami1y occurs in the first two ranklng pbsi tions tor aIl 
'\ 

profil es. Fr iends are consistent ly ranked the lowest. 

"Other" and French females have lower percent responses supportlng any 

of the sources as helping a lot with one exception. The French female 

ranks the family as highest with 41%. a percent of responses only 

equalled by the French male. The French male ranks school ~hird as a 

source ot help wlth a percent ot responses higher than two profiles: 

English and "other" temales. who rank school tirst or second. The 

tami1y ranks lower for "oth~r" males and fema1es both in ranking ~nd in 

percent ot responses compared to the English and French profiles. 

Table 25 

Aaaeaa_ant of halp recelyed: a oo_parlson betveen sex/lanluage 
protlles bJ aourcea tbat "belped a lot" 

. -~-------------------~-------------------------------------------------
Sources that "helped a lot" [percent responses] 

-----~--------------------------------------------------------------~--
PROFILE HIGHES~ % < - - - - - - - - ~ - - - - > L~WEST ~ 

-------------------------------~-------------------------------~-------
ENGLISH male School 39 FamUy 32 Media 30 Friends 14 

temale Famlly 39 School 31 Media 24 Friends 10 

FRENCH male Media 118 FamUy 41 School 36 Friends 11 

temale Famlly 41 Media 23 Schoo1 22 Fr:iends 10 

OTHER male School 38 Media 36' Faml1y 25 Friends 11 

female School 25 Media 22 Faml1y 21, Friends 9 
-------~-------------------------------------------------------~-------.. .Q 
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PART 5 

/ 
Attitudes and Behavlour 

'. -

Attitudes Tovards SavlngMoneJ 

Education and emergencies 'are the important reasons t'or sav tng. 
1 

Harrlage and "sa v lng because the taml1y expects you ton élI're reasons 

held to be ot' least-importance, though stl~l held by nearly halt and a 

thlrd ot the sample respectiveIy. Reasons tor saving money are listed 

ln order ot importance ln Table 26. 

" 

Table 26 
. 

Percentase ot reapondents who eonslder speoifie reasons for savins 
"DeJ as very or .oderately ilq)Ortant 

Very or moderately 
Reasons N important 

----------~--------------_._-----~-------------------------------------
To pay t'or education 268 93% 

\ Take care or emergencles 268 89 

To buy something not at't'ordable now 268 
\ 65 

To earn Interest on the money 267 64 

To avold using credlt 268 63 

Because you like money ln the bank 268 62 

To get married 266 49 

Because your t'amlly expects you to 266 33 

-~---------------------~--------------------~--~---~-~-----------~-----

1 
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'~lttltudea TOMBrda Priae as an Indication of Quallty 

Thirty-two (32) percent of respondents judged that priee was usual~y or 

always a good lndleator of Qual1ty; 52% that it was sometimes a Jood 
, 

indieator of Quality and 17% that priee was seldom or never a good 

indication of Qual1ty. {Appendix E->-

ShoppIng BebaYlour 

. 
Three Questions (9, 11. and 12) probed the probable behavlour of 

reepondents in specifie elrcumstanees,whl1e shopping. Caution as 

consumers was demonstrated MOSt strongly in three situations. More 

than half the respondents said they would return unsatlsfactory~ 

merehandise; while half of the sample reported they would obtain 

sev~ra1 estima tes before agreeing to expensi ve repairs or sery lees. 

Flna11y, on1y 14S oonsidered seeing a produet advertised on TV was 

u'sually or always an important reason for buying it. It should be 

noted that a oonsiderable proportion oi respondents stated that they 

had had no experienoe with the last four shopping' praotioes l1sted ln 

Table 27. 
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Table 21 

BebaYiour of respondents in specifie shopping situations 

N • 269 
----~---~-?-----------------------------------------~--------------------~ 

Behavlour 

Always or Sometimes No 
Shopping Situation Frequently or Never Experience Total 
-----------------------~---~---------------------------_._-------~--------
Compare label information -on similar products 4U. 57'J 21 1001 

Return unsatisfaotory 
merchandise 57 40 3 100 

Buy brand names even if 
costing more 39 60 100 

Seeing adverti5ed on TV .. , 
i5 an important reason in 
choo,sing to buy ., 14 85 100 

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 41 32 100 

Complain to manager or owner 
It service unsatisfactory 28 49 

~ 
100 

1" .. , 
Obtaln other estimates before 
expensive repairs or service 50 22 28 100 

-------------------------------------------------------------------------~ 

Responses about shopping behaviour when buying a stereo Indlcated that 

861 would not buy the tirst stereo they llk,d; 971 would detinltely or 

probably check out difterent stores and almost as many (931) would-ask 

a friend's advice. Far tewer (411) would be Intereated in a 

\ 

100 , .. 
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\ 

, 
saI esperson's ad vIce. Seventy-four (74) percent ot the responden ts 

would detlnltely or probably check consumer magazines before buying. 

Fort y-tour (44) percent would det ini te ly or probab 1 y "only consider 

buying widely advertised brands. (Table 28) 

-
\ , 

Table 28 

Distribution ot rea~a predictlng sbopplng behaYlour When bUJing a 
stereo 

----------------------~---------------------------------~-~------~--------J 

Action Definitely/Probably Probably/Deflnitely 
Would Would Not Total 

-~--------~-----------------~--------------------------------------------
Buy 1 st you 11 ke 

~ 
Cheok priees & mOdela 

~ at dItt~rent stores 

Ask a triend's advice 

Take ealesperson's 
a"dvice 

Read 'about stereos in 
oonsumer magazines 

Consider only wldely 
advertIséd branda 

14.5 
[39] -

97.0 
[261 ] 

92.9 
(249] 

40.9 
....... [110] 

73.6 
[ 198] 

43.8 
[ 118] 

1 

85.5 
. [230] 

3.0 
[8] 

56.1 
[151] 

100.0 
~69] 

100.0 
[269] 

100.0 
[268] 

100.0 
269] . .....-....---.--
99.9 

[269] 

99.9 
[269] 

----~--------------------------~~------------k----------------------------
Totals may not equal 100J due to roundlng 

• 
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Respondents' Behav 10ur to Protect n.e.&el ves 88 ConsUMrs 

Results are reported for those whose responses Indicated they had had 

the opportun! ty to act to ,protect themsel ves as consumers ln spec tric 

clrcumstances. Those respondents who Ind 1 ca ted tha t the y h,.ad no 

experlence with the actlon descrlbed are' not incll;lded ln the re~ults 

presented ln Table 29. Seventy-rl ve (75) percent of the respondents 

kept sales slips and 87% kept warrantles most of the Ume. Twenty-
.~~ . 

seven (27) percent most of the tlme complalned by returnlng to the 

store if dissatisfied. but 20% stated that they never returned to the 

store with a compla!nt. Only 14% reported that they wrote to the 

company regiona1 or na t iona 1 off lce when rece i vins, ura t lsfactory 

service from the company, whl1e 47% never took such\an actlbn to 

protect themselves as a consumer. On1y ~J stated that they had taken 

complaints 19nored by a business to a federal or provinclal consumer 

affairs department or a consumer asency. 
\, 

Results Indieate that the more effort the consumer actlon requlres and 
,.. . 

the turther a complaint mig~t be taken by the consumer, the fewer th-e 
.. , 

respondents who had any experience. AIl 269 respondents in the sample , 

·ha~ experlenced the oppor~unity of keeplng sales slips, while only 

80 respondents had a complaint that could have been sent to a 

government consumer affaira department or a consumer agency to protect 

thelr consumer Interests. Scores achleved ln the consumer protection 

~ section of the questionnaire were lower than aIl other sections except 
.r .' 

rlnanc~. 
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Table 29 

Conaumer protection bebaylour* 

-------------------~-------------------------------~--~-~---~----------

Behavlour 

Frequency of action ________ ~--J--~-------------
Host 
Times 

Some 
Tim~s 

Hever Row 
Totals 

-------------~------------------~------------------------------~-------

Keep sales slips 74.7% 20.4% 4.8% 99.9% 
[201] [55] [13J [269] 

Keep warranties 88.6 9.5 1.9 100.0 
[234] [25] [5] [264 ] 

Complaln to store 26~7 53.3 20.0 100.0 
if dlsatlsf led [52] [104] , [39] [195] 

.. 
Wrlte to he ad orfice if 

--' 

necessary If service Is 14.0 39.5 46.5 100.0 
unsa tisfac tory (18] [sT] (60] [129] 

" If complaint 19nored, 
send details to govt. 
consumer affaire dept. 15.0 23.8 61.3 100.1 
or consumer agency [t 2] , [ 19] [49] [80] 

----- ... --------------------t..------------!A---------.--------______________ .. 

r 

'J " 
~-~-----------------~---------------~-----~~--------------------------
• reepondente Included in thls table are only those who had experlenced 
the aotions desorlbed 
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.f 

PART 6 

" 

Perception/ot Consuaer Educat'ion 

The Need t'or Consumer Education in tbe School CurriculUII 

'r. t 
Respondents were asked to agree or dlsagree wl th two opposlng arguments 

for and against courses in consumer education being otfered as part pf 

their education program, The responses to the two arguments matched 

almost 100%; those respondents who supported the argument for consumer 

education ln school did not support the argument that consumer 
! 

education is of hO beneflt as part of the school curriéulum.' -The 

refJults clearly indicate that a very large majority feel that consumer 

education could and should be taught. (Table 30) 

Tàble 30 

Distribution or reaponaes supportina consumer education' in the 8Chool 
curricul .. 

_____ ~_-___ ---------------------------------w---"-----_____________ ~--~ 
l 

------------------~------------~--------
Response N Percent 

----------------------------------------
Support 

Does not -t8upport 

Undeclded 

249 

10 

9 

92.9 

3.1 

3.4 
-------~----------~-----------~------~--
Total 268 100.0 

--------------------------------------~­. 
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. PART 7 

Data Reduction Analysie 

The objective for this part of" the analysls Is to develop a qulck 

method to asseas the level ot consumer knowledge. Such an instrument 

18 pedagoglcally useful to IdenttHy within a student population those 

who have acqulred some knowledge and skllls in thls subject and those 

who are disadvantaged tor any reason. To achleve thls objectl ve i t Is 

necessary to reduce the number of 1 tems requlred, whlle malntalnlng 

the etfectlveneS8 of the Instrument~ as a measure of the level of 

students' oonsumer know l edge. Two methods have been tr ied; both 

methods will be e~amlned here al ~hough the first has not produced 

satlsfaotory resul ts. 

Hetbod 1: Soal1ng Analys1e 

It was hoped that a number of Questionnaire 1 tems measur1ng a oommon 

dimen81on.~ whloh might be termed "ooneumer knowledge sta tus". oould 
<t 

provlde a cumulative orderlng of the items making It possible to rank 

re.spondents by their level of consumer knowledge. 

105 

• 



0, 

o 

Chapter IV Res~lts and Analysls 

t 
- The 108 qJestlons whlch meas...lred conS..lmer knowledge were ordered f\}r 

each topic section accardlng ta thelr IndIces of dlffl~ llty. This 

index is meas...lred as the proportion of st-~dents who answered an item 

correctly. thus a higher proportlon indlcates an easler item. This 

index is commonly ...lsed in edllcation as a measure of diffIc"llty f'or 

l-tems. Fort y of the items with a difficulty index between ,20 to .75 

were incl'Jded in scal ing attempts. (Table 31) 

A sJccessfJl scale would have rescllted in a consIstent arder for , " 

scorfng correct responses amongst stJdents ln thé samp le, No s_lch 

arder was discovered. Seal ing was attempted for e<:lch tapie section 

independently and for aIl tOPICS combined. Res.1l ts with this selected 

grOJp of responses were not enco.Jraging or Indlcative of findIng;:r-

quick method of assessing the level of conSllmer know 1 edge by this 

method; therefore the procedure was dlscont lnued. 

Method 2: Item Analysls: Development or the Short Questionnaire 

Fort y of the 108 Items Llsed ta obtain a consumer knowledge score on the 

questiOnnaire were selected as llsted in Tabl~ 31. Each of these items 

met the same criteria defined in Method 1. The discriminatIon index 

for each item 1 isted was not less than .20; this index measures the 

difference between the proportion of the top 27% and the proportion of 

the bottom 27J who answered items correctly. 

1 06 
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0 
Table 31 ./ 

DUtioulty'and cl1aor1ll1natlon IneUoes 'tor tort Y ~leoted lte118 Maaurlns 
aonau-er knovlec1p 
---------------------------------------------------------~------------, . 
Question Topic Discrimination index Difficùlty Index 

[ >20 ] ( <15 ] 

--~-------------------------------.------------------~~-------~-------
SECTION A 

28 Behaviour .33 .14 
2J Béhaviour .U2 .64 
10 Behaviour .34 .65 

SECTION B 
Ba contracts .45 .14 
13d Contracts .26 .46 
13e Contracts .45 .29 
13h 'Contracts ;34 .28 
13i Contracts :47 .39 
14 Cont'racts .31 .44 

SECTION C 

~-
16b Economies .28 .13 
16d Economies .93 .51 
16e Economies .41 .69 
18 Economies .33 .18 
20d Economies .43 :15 
20g Economies .51 .54 
20h Economi~s .31 .31 

SECTION 0 
210 Finances .53 .51 
21d Finances .31 .36 
22a Finances .41 • if 3 
22b Finances .61 .47 
22d Finances .61 .35 
23 Finances .44 .32 
211d Finances .41 .50 
25b Finanoes .27 .31 
250 ' Finances .36 .28 
25e Finanoes .36 .28, 

26 Finanoes .31 .19 
SECTION E 

21 Consumer protection .25 .75 
280 Consumer protection .27 .31 
30d Consumer protection .31 .74 
31b Cons~er proteotion' .24 .36 
32 Consumer proteqtion .28 .31 -
3~a Consumer protecti~n .27 .66 
311b Consumer protection .29 .59 
34d Consumer protection .34 .55 

SECTION F 
35a purohases .30 .58 
350 purohases .30 .60 

0, 36 purohases .42 .68 
37 purohases .39, .35 
38 purohases .47 .61 

;;.- -
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Corre~at1on 14at.rllt and Factor Anal.ysla 

, 
Correlations were used as a guide t.o select the tewest number of items' 

to achieve effective discrimination. The hlghest correlation between 
q 

topic are~s is .54 between the topic on consumers' under:,tandl~g of the 

rêlationship between economics and the marketplace and the tapie on .. 
personal finance: banklng, crédi t and insurance. These topic areaa ,. 

also have the highest correlation (.79 and .16 respectl vely) wi th the 

overall score for the consumer knowledge questions. The topie area 

concernlng consumer behaviour in the marketplace had the poorest 

correlation with other toplcs and with the overall score for the 

consumer knowledge questions. (Table 32) 

Pe~son correlation coefficients between the 40 items selected 

according to item difficufty and discrimination index indicated the 
~ 

( strongest corre l ation among three items on the top ic ot irisurance: 

Questions 25b, 25c, 25e (Table 33). No other association between the 

items exceeded a correlation of .36. All ~o items were retained ln the 

short version of the questionnaire. 

Factor analysis was used/ as ait heuristic dey ice ta attempt to identity 

if what-was being,measured and called "consumer knowledge" could 

be summarized in one or more dimensions. Slnce the i tem8,retained in~ 

the "short" questionnaire are not highly corre lated, 1 t 1s not 

surprising that the factor analY8is did not uncover any marked or 

strong dimension which could explain a high proportion of what 18 being 

measured in the consumer knowlèdge Questionnaire. (Table 34). The two 

dimensions Isolated explain only 1 3.4~ Of total variance. 
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Table 32 

Pearaon correlation coeftioients aatrix betweera toplc area and tOtal 
soares for the CODSUMr knowledse questlona -

N - 269 
--------------------------~-----"-----~-~----r------------------.--------1-

Scores A B c E F AlI 
--.--~----------------------------------------~--------------------------
A .Behaviour 1.00 .16 .35 .28 • 30 • 24 .52 . 

B Contracts 1 ~oo .44 .46 .22 .22 .64 

C Eoonomics 1.00 .54 .37 .36 .79 

0 Finances 1.00 .33 .29 .16 .,. 
E Consumer Protection 1.00 .30 , .6"1 

F Purchases 1.00 .64 

AlI Topics 1.00 

----------------------~----------------------------------~---------------

Table 33 
J 

Pem-8OD correlation _trix ter tbree Iteu OD iDSurance: 
QueatloDa 25b. ~ and 25e 

N - 269 

------------------------------------------------
Question 25b 

Question 
25c 258 

------~-------~---------------------------------
25b 1.00 

250 

25e 

.65 

1.00 

.58 

.58 

1.00 

------------------------------------~-------_.--
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Table 34 

... Factor loadlnss tor CODaU88r knovledge questions 
(Varimax rotation) 
-----------------,..-----------------------------_ .. _-----------------------------

Question Topic SUb-topic Factor 1 Factor 2 Communali ty' 
--------------~-------~-------------------~---~-----~-------------------------

22b. 
22d 
22a 
23 
26 
13i 
25e 
20h 
13h 
210 
20g 
16b 
34b 
13d 
14 
350 

36 
16d 
2J 
13a 
38 
30d 
21d 
1c 
20d 
13e 
16e 
27 
2g 
34a 
31 
18 
32 
34d 
24d 
31b 
28c 
35a 

Personal Finance 
Pers(mal Finance 
Personal Finance 
Personal Finance 
Personal Finance 
Contraets 
Personal Finance 
Economies 
Contracts 
Personal Finance 
Economies 
Economies 

Banklng 
Banking 
Banklng 
Credit 
Insurance 
Credit 
Insurance 
Taxation 
Credit 
Banking 
Taxation 
pr1/ate bus1ness 

Consumer Protection Purchases 
Contracts Credit 
Contracts Installmen ts 
Purchas ing Auto(Decisions) 

.530 
.499 
.476 
.457 
.436 
;409 
.352 
.352 
.348 
.298 
.270 
.251 
.237 
.233 
.220 
.156 

Purchaslng Information -.027 
Economies Pri vate Business .258 
Behaviour Advertislng .114 
Contracts credlr .233 
Purchaslng Infor tion .095 
Consumer Protection Produ t Safety -.045 
Personal Finance Banklng .163 
Behaviour Declsion-making .103 
Economies Taxation .273 
Contracts Cred i t .286 
Economi cs Pri va te Bus iness .195 
Consumer Protection Consumer Action .090 
BehaV'iour Advertidng .135 
Consumer Protect1on Purchases .055 
Purchasing Information .119 
Economies C.P.!. .243 
Consumer ProtectIon Purchases .005 
Consumer Protection Purchasee .069 
Personal Finance Credi t .163 
Consumer ProtectIon Product Satety .078 
Consumer Protect Ion Consumer Action .123 
Pqrchaslng Auto (Deoislons) .121 

.251 
,l91 
,174 
.081 
.047 
,177 
.031 
.144 
.141 
.277 
.267 
.134 
.152 
.090 
:052 

-.055 

.525-

.4~0 
.421 
.385 
.353 
.339 
.338 
.312 
.304 
.303 
.284 
.211 ' 
.254 
.~50 
.244 
.243 
.230 , 
.219 
.178 
.160 
.154 
.135 

\ 

.343 

.285 

.257 

.216 

.193 

.199 

.125 

.145 

.. 147 

.166 

.144 

.081 
•• 079 
.062 
.051 
.027 

.277 

.260 

.190 

.203 

.134 

.177 

.140 

.108 

.166 

.17~ 

.119 

.085 

.083 

.065 

.07~ 
.118 
.053 
.056 
.058 
.032 
.039 
.034 ________________________________ ~-----------_--_--M---_______ " __ ~ ___________ _ 

Fact'or contributions 
Percent or total variance 

4.181 
11.01 

.919 
2.41 

5.100 
13.41 ---_ ... _-----------------------------------------------------------------------
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The '''Short'' Questionnaire: Rel1abllity and Val1dity 

The reduction ~f 108 items to the 40 items selected to form the "short" 

quest\onnaire wfs examined using discriminant and rel iabil i ty anal yses 
1 

to determine first whether the i,.tems are reliable and consistent in 

measur ing the degree or 1 eve l of consumer know 1 edge . possessed by 

respondents. Secondly, to determine if respondents cOùld be 

cl assifJ ed, based on percent correct response\s, ln to the same groups 

using the short questionnaire as thes would have been Jsing the long 

ques t ionna ire. 

~ Since no exterl')al criterion is available to test item validity, the 

total score for the questionnaire is used as the int~rnal'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 slze of the sample ls large. 

Internal Conslstency and Rel1abl11ty . , . . 
Using the same criteria and the fàct that reliabllity coefficient Alpha 

is e9uivalent to the Kùder Ri,chardsoJ'l Formula 21 reliability 

coefficient for dichotomous vél:rlables, the rel iabllity coefficient for 

the ~O variables used approached that suggested for constructed - [ 

educational achlevement tests, of .90 or hlgher.(Table 35) 
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Table 35 

Rellability analysis of 40 variables whicb met specUic 
,çrlteria ror indices of ditticulty and discrimination 

r~ 

~'..4. 

N .. 220 ~.;, 
~---________ ~ ____________ JL __________________________ _ 

Statlstics Mean Var lance SO 
for scale D 

19.86 43.37 6.59 

-------------------------------------------------------~ 

Rellabl1ity coefficients 40 1 tems 

Alpha • .8222 Standardized item Alpha· .8242 
--------------------------------------------------------

Discriminant Analysis • 

Discriminant analysis was used ~o determine if it ls possible to 
, , , 

predict new incoming ~tudents' groLlp membership concerning their leval 

of consumer knowledge. The instrument used to predict grollp memberstlip 

would be a reduced numtier of variables which could be the short version 

of the questionnaire. Based 0r:t the data obtai~ed for thes.e variables 

1 t would he pOSSlbi~ to distinguish among three groLlps Le. st.Jden.ts 

. . . 
with nlgh, average or low consumer knowledge levels. The data used as 

a reference base for the discrlm.inant analysls 15 the complete set of 

data gener.ated by the probab1l1 ty sample, that ls the, total score ror 

the questionnaire, which provldes a measure of cons.Jmer knowledge. 

\ 

-
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" 

Tht! sample population was di vided into thre, groups by percênt cor;-rect\ 

scores a~hieved tor consumer knowledge on the complete questionnaire: 

- the upper 27S, 

- m1ddle group 

- the lower 27S. 

'\. . 

A total ot Four discriminant analyses were completed consisting ot 

/'-\- three "short" questionnaIres and a tourth whioh uses selected 

respondent characterlstlcs as a measure or assessing proobable level (i)f 

consumer knowledge. The items selected trom the questionnaire t'or the 

tirst three analyses are g1 ven in t'agure 4. 

'iaure Il " 
Liat or i tni. WIed in diacrillluant analyses 1 

Topic 
Bahaviour Contracte Eoonomies Finances Protection Purchases 

~ 
28 13&- 16b 210- 21 35a 
2J- 13d 16cl- 21d 280 350 
10 . 13&* t6e- 22&- 30d 36-

13b 18 22b- 31b 31 , ~ 

131- , 204- 22d- 32 38- , 
" 208* 23* 34a 

2Gb 21Jd- 34b 
25b ·3~ 
250 
25e 
26 ' 

" 

--~----.-~-------~---------~~~-----------------~~-------~~~-~----------
1 Itema in bOldr.oe vere Included in the 30 item analysis; items 
marked vi th an aaterick (*) vere included in the 11 1 tem analysis 
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Ana1ysls 1. 40 items are -lsed from the qJestionnaire with 

discrimination indlces equal to or greater than .20, and dtff'ic.llty 
,--

indices equal to or less than .75 (Tables 31 and 36). 

r Ana1Y518 2. 17 items are Jsed from the qùestionnalre which were 

selected on the basis of a more stringent discrimination index equal to 

or greater than .40 (Table 37) 

Analys153. 30 ltems are ùsed from the above 40 ltems orl!nndlly 

chosen from the questionnaire. The 10 items eliminated were those 

which, after compl etion of the first discriminant analysis descri bed, 

were not lnclùded in the stepwise selection becaJse the F level or 

tolerance was insufficient for further computation. (Table 38) 

Since the discnminant analysls Jses three groùps in each of the 

analyses, the chance occurence of being classlfied correctly ls 33.33%. 

The 40 items selected as discriminant variables from the qJestionnaire 

are 89% successf..11 in 'classifying respondents correctly for grolp 

membership. Sùccess in classifying members of the highest and lowest 

groups Is 93% and 90% respectively. The 17 item questionnaire 

classifies group membership correctly for 76'1> of thè sample. USlng 30 
1 

items from the questionnaire as described for Analysis 113 proved to be 

marginally better than the 40 items and correctly ciassified grolp 

members.hip for 90% of the sample. Suc cess ln classlfylng members of 

the h1ghest and lowest groups 1\ 94% and 90% re8P~ctl vely. 

1 1 4 
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Table 36 _ 
Prediotion or group olaas1tid'atiOll based on 110 out of 108 Iteu _asurlns 
oona .... knovledse 

N • 269 .\ 
Classifioation Results . 

~----------------------------~------------------------------------
-Aotual Group N Predloted group membershlp 

" , 2 3 _____________________________ u _____________________ ~-_ _ ~-_________ _ 

Upper ?7% 68 63 
92.6% 

5 
7.4% 

o 
0.0% 

-------------------------------------~-----------------------------
Middle 46% 95 9 

9.5% 
82 
86.3J 

4 
4.2% 

----------------------------------~-----~--------------------------
Lower 27% 62 o 

0.0% 
6 
9.7% 

56 
90.3% 

-------------------------------------------------~--------~--------
Peroent of "grouped" respondents classifled : 89. 33~ 
------------------------------------~---------------------------~--
No. excluded (at least 1 d1ecrimlnatlng variable 15 mlssing) 49 

Table 37 
Prediotion of group olaaslfloatlon based on 17 out of 108 itells measurlns 
oonsUII8r kDowledp* 

N • 269 k Classification Resulta 
--------.;---------11------------------------------ --------------___ .. 

Aotual Group N Predloted group me ership 
1 2 3 

----------------------------~---~~~---~-----------------------~---- ~~ 
Upper 27% '1 70 5~ 

11.1% 
16 
22.9J 

o 
0.0% 

--------------~----------------------------------------------------
M~ddle 46% 119 18 

15.1% 
85 
71.4J 

16 
13.4% . 

------------------------------------------~---------------~--------
Lower '27.% 65 0 12 53 

0.0% 18.5% 81.5% 
--------------------~---------------------------------~------------
. Ungrouped cases 1 

100.0% 
o 
O.OJ 

o 
0.0% 

----~-------~-------------~-----------------~----------------------
Peroent of "srouped" respondents olassified : 75'. 59~ 
---~-------------------------------------~------------------~------
No. exoluded (at least 1 disorimlnatlng varlable 1s mlss1ng) 14 

--~----~--------~----------------------------------~-------------------
• Inoludes Item 200 whioh mat the criteria for thls analys1s 

t 15 
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Table 38 

Prediction of group classification based on 30 out of 108 iteas meaaurlng 
consumer knowledge 

N • 269 

Classification Resul~s J 
/ 

--------------------------_._--------------------------------------
Actual Group N 

Upper 27% 68 

Predicted group membershlp 
, 2 3 

6~ 
9~. 1 % 

~ 

5.9~ 
o 
O.O~ 

--------~------------------------------------------------------~---
Middlé 46% 95 

Lower 27%' 62 

8 
8.4~ 

o 
0.0% 

83 
87.4% 

6 
9.7~ 

Percent of "groupe,d" respondents class1fied : 

4 
4.2% 

56 
90.3% 

90.221 

No. excluded (at least 1 discrlmlnatlng variable 1s missing) 44 

) 
A slml1ar survey* has recently been completed uslng an equlvalent 

French CEGEP sample, and early resu!ts Indlcate that the redûced number 

of items selected o~ the basls of Engllsh CEGEP data classlfled 86l of 

the French re$pondents èorrectly. 

-----------------------------------------------------------------------
* B. Stafford Smith and E. Jennaway Eaman, untltled (ln preparation) 
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" Analysis Il. Th~tourth analys1s used d1frerent variables . . ./ The 

ab1l1ty of sp.lected var1ables of responrtent characteristlcs was tested . 
to dlscrimlnate and classify respondents Into consumer knowledge level 

groups. The varl·ables used .are sex and language used ln the chlldhood , ~,/ 
/ 

home. This analysls was completeQ since the sex and language of 

respondents had signiflcant effects on consumer knowledge scores. 

(Ta151e 39) 

Using the characteristlcs of sex and language as variables ta 

distinguish and predict group membership Is less successful, achievlng 

overall correct classification for 42% of the students. Correct 

classification of the upper, Middle and lower group w~s 62%, 31 % and 

42% respecti vely. 

L~ 

Table 39 

Prediction ot group classitication ~ased on 2 characteristics ot 
student.s: sex-' ~d language or the chlldhood home. 

N - 269 
>. 

Classification Results 
----------------------------------------------------------~--------

Actual Group N 

--- Upper 271 11 

Predicted group membershlp 
1 2 3 

44 
62.0% 

22 
31 .0% 

5 
1.0% 

Q -------------------------------------------------------------------
Middle 46% 126 52 

48.4% 
39 
31.0% 

26 
20.6% 

---------------------------------------~--------------------------
Lower 21% 12 23 

31 .9% 
19 
26.4% 

30 
41 .7% " 

-----~-------------------------------------------------------------
Percent ot "grouped" respondents classlfled :, 42.01~ 

--------------------------------------~------~---------------------
No. excluded (at least l dlscrim1natlng variable 15 m1ss1ng) ,0 

1 17 " 
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CHAPTER V 

-L 
DISCUSSION 

The survey of a proMblllty sample of 269 stddents attending Engllsh 

publlC CEGEPs in the provlnce of Quebec lnvestigated thelr conSlmer 

knowledge, attitudes and behavlour as a'f\fected 'by personal variables. 

The stJdy 15 C'qncerned w1th current knowledge and posslble SOl.lrCeS of 

con~)ùmer education that are avallable to and JsefJl for the stlldent5. 

The sample obta1ned from the population was adequate. A good rate of 
'II 

return for the survey questlonnaires and a conservative Qeterminatlon 

of the sample Slze required has resulted ln a large sample for the size 

of the populatLOn, especially Slnce the pop . .llation is homogeneous for 

age and education. The sampling procedure of random selection with the 

probability of selectlon proportlonate to size has achieved a sample 
~. 

wi th representa t ion comparab l e in general to the st ùdent popùl a t ion 

enrolled ln the Engllsh public CEGEPs. Thus, general1zatlons can be 

made wi th conf idence. 

It 15 noted tl'lat sorne colleges are sl-lghtly overrepresented and the 

proportions of mal es to famales from sorne coll ege 5amples are ,meven 

compared to the total sample. However, since nct a11 collegial programs 

are offered by all colleges, it was j...ldged preferable not to welght 

oollege representation because 5uch weightings cOùld distort C program 

1 1 8 
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representat!on. S!nce the object! ves for the research are to survey 

~he =total English public CEGEP population as ,described in the 

methodology (Chapter III), this imbalance does not invalidate the 

results for the objectives as stated. In the discussion of some of the 

resul ts the effect of the sex and the program of enrolment is 

noteworthy. One example Is the hlgh female enrol.ment ln nurslng and 

secretarial science whlch welghts the female career program enrolment 

and the h!gh representatlon 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 

~he objectives of investigating the need for consumer education at the 

" CEGEP leve!. Thus, while such over-representations are noted, 

weightlng could Introduce distortions rather than sol ve pl"oblems of .. 
representatlon. The sample ls therefore accepted as a probabl11ty 

.s 
sample drawn with the chance of selectlon proportlonat~ to size. 

Flnally, since the bias in any sample is lessened as the homogeneity of 

t;he populatlon Increases, i t is ,important -to note that the age and • 

educatlon background of the CEGEP population is very uniforme 

The discussion of this study Is strongly infl uenced by the context, 

t~at ls the Quebec situation as d~scrlbed in Chapter III (Methodology). 

Canada ls a Idulti-cul tural democratic"nation, and Quebec within Canada 

retlects this in the three language groups which are an important 

conslderat!on ln the English CEOEPs. 
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o 
ConS.lmer knowledge scores obtained clearly indicate a general ldck of 

knowledge ln the area of personal finance lncl.ldlng banklng, J)redlt and 

insurance, and in the area of conS.lmer protect ion. 

Males in the sample obta1n higher scores in general than females. The 

hypothesis posed that the sex of the respondent affects cons~mer 

knowledge scores lS found to be true and specifically in the sections 

on economics and finances. These results May be affected by the higher 

enrolment of males in the sample in b~siness and commerce prograrns and 

the greater proportlon of males ind1cating that they had taken one or 

more business courses with a conS.lmer edJcation orientation. , 

The hypothesis that the language spoken in the childhood home affects 

scores is s.lstained by the resul ts obtained. Consllmer knowledge scores 

are significantly lower lf the language spcken in the Chlldhood home is 

other than Engl ish or French. Speaking a lang!.lage other than Eng 11sh 

or French has a more general significance for scores obtained for 

consumer knowledge than any other respondent characterlsti0. Th~ 

association between "other" language and scores ls stati&tically 

signiflcant for aIl sections of the questionnaire except contracts both 

independently and comb1ned as a total score. Th~s,cOJld s.lpport the 

argument that the contribution of other sources of cons Jmer ed\Jcat ion 

partlcularly the family. are at present as important as the school for 

the Engllsh and French respondents. "Other" lang'Jage respondents 

perceived the faml1y as contrlbuting less to their consumer knowledge 

o than the other two language groups. InformaI so~rces of consumer 

information are avallable to aIl respondents and their families, but 

120 
... '" 



o 

o 

Chapter V Disc~ssion 

sorne may be ~nable to Jnderstand or make effective Jse of s~ch so~rces, 

depending on the family backgroJnd and social environment. 
e 

The hypothesis that previous courses with cons~mer edJcation content or 

consùmer information affect scores again is true. Those respondents 

who had taken conSJmer related courses of any type obtained higher 

total scores, and ln particular in the topic areas of finances and 

purchases. Only business oriented courses independently affect scores 

obtained. Business cou·rses affect the total score and the score for 
~ 

the section on finances favo~rably. 

-\ 
FormaI sources of consumer knowledge such as consumer edücation and 

related courses previously taken were recorded by the responde~ts in an 

bpen ended question. The accùracy of description of these courses 

varied widely and Included courses 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 categorl'Z:i"'courses in general gro'-'ps. It is 

recommended that future studies request more specific information 

regarding course titles, when and where courses were taken, and course 

cbntent. 

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 surprislng to find the 

slgn1flcant contribution of bus~ness courses takén on scores. l t is 
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.interestlng that economlcs courses do not slgniflcantly improve scores. 

This lack of slgnificance of economics courses ta ken has been found in 

other studies (Langrehr, \979). Courses other than business courses 

are not fou~d to contrlbute slgniflcantly independently. although the 

effect overall is posi ti ve sinee the number of c04rses taken of any 

type is slgnlticantly assoclated' wlth scores obtalned. 

The results 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 commerce programs 

have a larger male than female enrolment. Respondents enrolled in 

business and commerce programs are more l'i ke 1 y to have taken consumer l 

related business courses which, the results indicate;. are signiflcantly 

associated with mean scores obtained. More studies focussed on this 

aspect, including a çontent analysis of courses involved could be 

helpful in determining the contrl butions of business courses to 

consumer knowledge. 

Enrolment in pre-university arts, pre-uni~erslty science, or t~e career 

program does not have a slgnlficant effect o~ soores obtalned for the 

questionnaire. 

When respondents assess their level ot consumer knowledge, males are 

much more confident ot thelr know,ledge than temales. The toplcs ln 

whlch respondents have the greatest or least confidenoe ar~ simllar for 
\r 

both mal es and (,emal es., The subj ect area ln whlch very few are 
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oonfident Is that of establishlng and usln8.- .credi t. Fewer than one ln 

t1ve of respondents are satlsfied wlth ,thelr knowlec;lge .of the 

relatlonshlp between economic conditions and consumer declsions; 

of the physical and psychological influenoes 9n consumer decisions: or 

are satisfled with thelr understandlng or abl11ty ln credIt usage ~nd 

thelr abl11ty to judge quallty and priees of goods and servIces. 

Respondents are more confident about the1r knowledge to protect their 

rlghts as consumers and their ab!ll ty to protect themsel ves agalnst 

fraud and being mlsled. However, respon<1ents' greater confIdence ln 

these areaa la not matched by their percent correct responses for the 

consumer knowledge tople on consumer protection: the mean score for 

thls topic was the secOnd lowest of, the slx·toplcs covered in the 

survey. This flnding concurs wlth the Ontario study (Mlnistry of 

Consumer and Commercial Relations, 1977) cHed in Chapter II (Plh 16-

17). 

. 
The relatlonsh1p between scores and self assessment ràt1ngs ls strong; 

test statistics aIl Indlcate a signlficant relatlonshlp. It would seem 

possIble to c1asslfy respondents accordlng to their own rating of thelr 

level of consumer knowledge, based on the resu1ts of thls study. 

However, It can be argued that the results May have been influenced by 

t:he tact that atter completlng ufe e81':ier part of the questionnaire 

they were'more easl1y able to assess the!r knowledge. 

The oontribution to consumer knowledge of the- family, the school, the 
1 

media and friends as perce1 ved by respond-w.ts i'ndicates the equal 
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importance of the school and the family in· general; though the school 
\) 

is viewed as of no help at aIL by more than one "in four. The media 3re 

regarded as slightly less important and friends are rated lowest as a 

source of help despite today's ass:..lmed strong role of the peer gro,lp 

among the younger generation. 

t 
InformaI sources of consumer knowledge and information are available ln 

'V 

the day to day life experience in the home and the social envlronment. 

These sources 1nclJde the help and infl~ence of the famil" friends ~nd 
, 

peers, and consumer knowledge acquired from various forms of the media. 

However, the contributiory of these sources depends on several factors. 

Flr~t the access to and the abl11ty of the individual to make effective 

use of the sources available may be very different from stldent to 

student. If the language spoken in the home 1S other than the two 

offic1al languages, it 1S pos~!lble that less consdmer eddcation 

material will be available-, or wi1:1 be known to be avaJl.abll3. Also, 

the f&rnily's, own level of consumer knowledge, experience and abillty to 

use such sources wl Il affect the st..ldent's exposure to cons.Jmer . . 

education and is an lmport~nt var.lable. ThLls, the language spoken in 

the home and knowledge of êither of the offic1al languages of Canada 15 

l ikely to affect the contribution of the family and home ~nv ironmen-t. 

The school and possibly the media may assume ~ greater importance when 

the" family 15 less abfe to contribute to consumer education. 

The perception of help received by the dlfferent sex and language 

profile groLlps varies and few general 5tatements can be made. One of 

the most interesttng d1fferences i5 the lesser contribution of the 
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famlly as a SOllrce of help to "other" 'language respondents. This wo..lld 

support the hypothesis that the families of "other" lang.lage st.ldents 

are no~'exposed to the same sources of information. The l ack of 

fluency ln either one of the official languages results in the family 

being able to contribute less. Thus, for these respondents the school 

and the med~a aTe consider'ed the most ...lse'rlll sources of conSllmer 

education and information. 

One observation is noteworthy and without an.o6vious explanation. 

Females are less likely than males of tne same language groùp ta 

cOnsider they 'have a lot of help from any squrc'e, with the excep·tion of 

the faml1y. In the absence of other explanations, this phenomenon may 

be demonstrating the lack of interest often attributed to females in 
~ 

areas 1.e. banking, financial management ,and ecbnomics, which are 

culturally still regarded as a male.preserve. In other words females 

are less llkely to be expected or encollraged to pur~ue information of 
, 

this type. ,The fact that, ln recent years, financial management 

courses~and personal finance books are advertised as especially for 

women may be a res'ul t of this need for women to c foie the informa t ion 

gap in an area which traditionally has been accepte~ as a male domain. 

Measurement of knowledge is an abjecti ve assessment of respondents' 

possession of factual information and recognition of rational conS.lmer 

behaviour to achleve any given~bjective. -The study of attitudes and 

beha~ lour in this 'study ls limi ted to responses as an indication of 

beliefs, vâL.le-s and behavioural intent, or,recording respondents' 

. perception of previous behaviour in a deecrlbed situation. 
J 
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The Most Importa~t reasons for saving money for respondents were the 

l~edlate cost b~ge~ting an education and having enough money to take 

care of emergencies._ Soclal expectatlons 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 sAopping 

behaviour. Most respondents are sensitized to the possible influence 

of ad vert lsements: they woul d not regard T. V. ad vert i seljJents as an 

important reason for choosing a product; this scepticism is confirmed 

in tne high percent correct scores obtained on questions concerning 

advertislng. Consumer behavlour is more rational when the result 

appears to the respondent to be of more ~mmedlate beneflt, such as 

keeplng warranties, returning ~atisfactory merchandlse, researching 

and checking before buying a sfereo. The common factor here might be 

seen as "sticking up for your rights" and "getting the best deal". 

Act 10ns whi ch are concerned wi th the broader 1 sSLle of consumer 

responsibllltles and of less Immedlate or individual benefit, SLlch as 

writing to the he ad office, to government consumer affairs departments 

or to consumer agencles, are much less l1kely to occur. Respondents' 

con~umer behaviour is more concentrated at the lower levei of the 

continuum descrlbed by Bannister and Monsma (1982: 8) and dlscussed ln 

Chapter II (pp. 23-24). Consumer educatlon recel ved has not int'luenced 

consumer behaviour t~ "partlcipate as cltlzens" or "influence change". 

One inconslstency occurs in a comparlson of the responses to two 

similar questions asked: only one respondent would always or 

trequently check consumer reports tor quality and perform~ce betore 
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mak Ing maj or purchases, for every three respondents who would , 
dennï tely or probably read about stereos ln consumer magazlnes b~fore 

buylng a stereo. "Checklng consumer reports" may conjure up a more 

" dauntlng task t~~n "readlng about stereos ln a consumer magazlne". An 

alternatlve explanatlon, ls that ln the flrst qu~stlon the respondent 

ls aceurately reportlng prevlous shopplng behaviour, and ln the second 

question ls reporting what seems ta be sensible behaviour before buylng 

a stereo. 

A second ineonslstency oeeurs in a comparison of previous shopping 

b,havlour and llkely behavlour when buying a stereo. Again for every 

three respondents who would only consider wldely advertlsed brands of 

stereos. only one respondent would conslder havlng se en a product 

advertlsed on TV as an Important reason for buylng. Since TV plays 

s~ch a large role in advertising, thls inconslstency ls püzzling. 

However perhaps the magic word ls "brand" slnce a very slmllar number 
} 

of respondents would buy brand names desplte a hlgher cost. The 

responses would s~em to indlcate a confidence ln brand names rather 

than advertised products per se. Finally, thls particular 

Inconslstency could slmply reflect that TV adyertising does not play a 

major role ln the markêtlng promotion of stereos. 

A third Inconslstency ls the overwhelming prediptlon that respondents 

would ask a frlend'! advice before buying a stereo, yet results 

o indlcate a general dlscountlng of the role friends play ln contrlbutlng 

to consumer knowledge. It ls suggested in' explalning thls 

Inconsisteney that respondents have not reeognlzed that friends May be 
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considered as one of several sources of information in their declsion 

maklng process. Recognlzlng the value of seeking severai dHferent 

sources of Information 15 part of effective consumer knowledge. 

The majorlty of respondents do not value a salesperson's advlce. 

Traditlonally salespersons have been vlewed as experts concerning the 

products or services sold. This finding reflects the trend for sale~-

persons today to no longer become specialists in one sales area. 

The perception of the need for consumer education is important. 

Although it is necessary to demonstrate objectively a need for consumer 

education by such facts as low scores and the contribution of other 

• relevant courses which include consumer education content, 1t i5 also 

very advantageous ~hat the student population, especially at the post­

secondary level, recog~lze the need. The overwhêlming response was that 

consumer education can and sho1.l1d 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 retl.lrn was 

hlgh. 

The re5earch hypothes Is Is tha t st udents bene!' 1 t from consumer 

educatlon bôth formally through ~chool and Informally through thelr 

soclal envlronment. Courses wlth consumer knowledge content do improve 

scores obtalned for consumer knowledge. However, none of the courses 
... 

presently offered are modelled on the new approaches in consumer 

e~ucation suggested, by for example Bannf.ster and Mon~ma (1982), and 

~vlewed ln Chapter II.' Though it can be argued that business couree! 

,( 
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presently contribute more than any other type of course, the researcher 

considers that only the group of economic courses can be compared to 

business courses in'this survey as having an identifiable body of 

content. Courses classified under the consumer orientatlon were rather 

eclectic concerning subject matter and included more .courses taken ~t 

high school. It should also be recogn)zed that while business courses 

May improve performance in sorne areas of consumer knowledge. they are 

unlikely to 1nclude some of the new approaches in consumer education 

content such as consumer rights and responsibilitles and citizen 

participation. It is noted that while societal marketing has become 

increasingly evident in the past two decades. and may form part of 

business education courses, the thrust of this approach has been . .J.-

expedlent to business interests. Extensi ve consumer education must 

further the role of the ton sumer in publlc decision making and in 
C 

inf 1 uencH ng change. espec ia Il y in the target popu lat ion of educa ted 

young adults who can fulfil the role of opinion leaders in the 

communlty. 

Acquisition of consumer knowledge Is affected by the sex of the 

respondent and the language spoken in the ch11dhood home. Females 

conslstently scored lower than males of the same language group, 

partlcularly French and "other" females. Respondents who spoke a 

language other than the two offlclal ~anguages ln the home whilst 

~owlng up tended to score lower. 

The short 30 item version of the questionnaIre Is theoretl'cally sound. 

The statlstlcs for rellability and abl11ty to cUscrimlnate are 
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encouraglng and approach those for standardised tests especially as the 

most conservative statistics were used ln the analysis. However, the 

assumptlon must be made, if the short questionnaire is used to assess 

and classlfy future CEGEP populations, that the_p-opulation tested 

remains comparable to the sample. 

The researcher has not presentr~ been able to identify the particular 

dimensions of consumer knowledge. The authors of the 1978 survey 

conduc ted in the United Sta tes recogn i z~d and remarked on the 

overlapping of content between the 'topie areas of consumer knowledge 

(NAEP, 1978). This was confirmed in the eurrent research since factor 

analysis did not indicate that any "consumer knowledge" dimensions 

could be fdentified with any one topic area. Further confirmation is 

obtained when categorizing questionnaire items accordlng to Bannlster 
~ 

and Monsma's classification of concepts (1982). A single question can, 

enocompass several concepts. Further research would be Ilseful to 

isolate and ldentify ,the dimen~idns invoived in'this subject . 

.... 
Survey resul ts support the introduction of consumer education at the 

CEGEP level. Courses wi~h consumer education content have a 

slgnificant effect on overall performance on the questionnaire. ,On1y 

business oriented courses have an independent effect on the totait score 
, 

obtalned for the questionnaire. However several.ractors are noted 

concerning the effect of these courses. Flrst, bllsiness course 

enro1ment was predominantly male, and males seored cons1stently higher 

than temal es. Second, busi ness courses had been taken more recent 1 y 

and at a more advanced' level than many,ot the other courses I1sted by 
J 
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respondents. Aiso thoug~ business courses slgnlficantly affected 

scores for the section on finances, they did not affect scores fc\r the 

other five sections. Flnally, lt is reasonable to concllde that 

bùsiness courses are business or lented and do not inc l Jde the new 

approaches ln consumer educatIon now generally accepted and 

recommended as represented by the classlflcation of concepts of 

Bannister and Monsma (1982). However it lS recognized that business 

cO.Jrses cU'rrentlf provlde more approprlate co'iltent than economics 

~ 
courses. This conCJrs with prey LOUS studles (Langrehr, 1979) ln which 

t 

economics courses were not found to Imprové cons~mer ?ornpetencles. The 

nature of approprlate content-included in conS.lmer related ~oJrses 

should be investlgated further . ) 

. Severa l content areas are pinpointed by poor performance scores 

" 
recorded for the questionnairè and/or by the respondents' .. 'per~Ptlon of 

~ 
a need based on their self assessment of knowledg~, Jnderstanding or, 

• 
ablUty. The areas particularly noted are first, finances InclLiding 

c 

banking, ins:Jrance, establi3hlng and JSlng credi t; second, consùmer 

protection Includlng appropriate consumer act,ions, product safety and 
\ 

consumer purchases; third, the interrelationship of consumer~eclSlons 

and economic conditions which encompasses the areas of publ ic decision 

maklng and economlc democracy. Consumer education can be ~lasslfled ~ 

, a critical social science (Brown, M. 1985), and an ecosystem 

perspective of the Interaction of the Individual and the famlly wlth 

the community, the nation and the world i3 appropriate and applicable 

for consumer education curricula. 
t. 
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CHAPTER \II 

S~ARY AND CONCLUSIONS 

The dontext for this study, is the Qllebec Si tuation dnd the obJecti vcs 

ar:e t? provide a base fo:! the dewelopment of a conSllmer eOlwation 

curricU],Llm at the CEGEP level. The investigation Wi35 considered 

necessary beCilllS() no formal CtWrlclllllm ln conswncr edllCctLiOIl l~ nvail-

able in the public CEGEP system. The Engl ish CEGE-P pop,llation rorms a 

mlnorlty gro"p withln the Q"etlee CEG~P sysLem. Followlng U"7YSlS 

of a study of an eqdivalent French CEGEP s.:Imple curr'cntly 'lrlder'way by 

another Invest.igator, the flndings qr the two st'ldie:J will be 
, 

Incorporated t.? assist in curricul;t.~ planning. Consumer ed'Ication has 

been recogni zed both by acadeniÏri and po li ticia.!1s (Intr'odllct 10n: 8) 

as a necessary part of Imi versaI edllcation. Some aspect.s or consumer 

edlwatl0n are mOI'e meaningf'll when introdllced to stlldr~nts dS rndtlJring 
( 

adults who can recognize the slgnlficance of course content. Sinue 

st,ldents are oftcn restrict.ed in thetr senior hlgh school years to 
, 

choosing pre-req'lisi te cour'ses for CEGEP entrance, COIJrS0S m,HIE' a vall-

ablè to CEGEP S'tlldents enr'O-l-led in aIl progrdms wOlllrJ pr'uville access 

and satisfy a need for consùmer edllcation at an appropriate Ume. This 
........... 

p stlJdy prov ides a first step in the llssessrnent of the lev'e l of students' 

constlm~r know l edge, the SO,lrces of consùmer informa tion and ûdllcatlon 
... . 

availablej~ and in addition determining if the objective meü31JreS of 

constlmer knowledge concur with perceived ablllties and nee,ds ... 

The results of the SIJrvey clearly indici'lte Insllfflcient conSIJmer 
\ 

knowledge in the area of personal flnançe incl 'ldlng bd~king, insurance 

and credit, and ln the area of conSIJmer protection as rcflected by the , 
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scores obtained and relnforced by respondents' percept 10n of ·their 

abllities. Respondents generally found that the famlly and the media 
Î< 

are as useful as the school in contributing to thelr consllmer know-

ledge. The exception to this is for those who spoke a langllage other 

than French or Engl1sh ln the chl1dhood h~me; far fewer ln this group 

assessed that they received much help in thls area from the faml1y. 

Respondents who had taken any prev ious courses wl tn- consumer education 

or related content, notably business courses, have higher scores than 

those who had not taken any courses. This ls particularly true -in the 

genera I area of finances whi ch 1nè l udes credit usage and insurance. 

Scores for the section on finances of the quest10nnaire are low. A 

large majority of respondents perceived a need fol" knowledge about 

establ1shing and using cred1 t. 

The language spoken ln the childhood home' proved to be the -Most 

important variable inf'luenclng the levei of consumer knowledge, 
, \ 

f~llowed by the sex of the respondent. Respondents who are dis-

advantaged ln their level of consumer knowledge were likely to speak a 

language other than the two official languages whllst growing tlP, 

and/or to be female. 

Students' self assessment 1s highly correlated with their knowledge 

scores. The conclusion may be "'drawn that thls accurate self assessment 

and the almost unanimous approval to Incorporate consumer education as 
1 

part of the CEGEP curriculum indicates acceptance o~ both their needs 

and own percel ved Inadequacies in the consumer content area. 

Few conclusions can be drawn reIatlng attitt.ldes to behaviour and/or 
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knowledge. The researcher recognizes the limlted foc...l~on attiudes 
i 

becaJse of the natJre and scope of the lnvestigation. Beh3vio .. lt'al 

res ponse~ concern i ngo consùmer res pons 1 b 11 1 t les, when i mmed i a te 

individual benefit is Jnlikely,are 11mlted to COn5..lmer complaints at 

the local retailer level and do not generally extend to the broader 

concerns of cons...Imer advbcàCY and citizen partlcipation. 

" lt would be advantageous to pur sue fùrther research into the nature and 

content of present courses offered which make signlficant contributions 

to scores obtained. F:.lrther research 15 also reqllred to explélin the' 

nat...lre of the dlsadvantage for females, and of a lang'Jage other tn,an 
('. , 

French or English, and how these disadvantages may be compensate~ for 

or removed. 

The short version of the questionnaire 15 pedagogically '.Jsef.Jl to 

identify students who, for whatever reason, are disadvantaged and havp. 

special needs in consumer education .. It could also Identify stldents 

who are capable of beneflting from enriched cO:.lrses; slch COJrses 

could explore sorne of the wider impllcations of cons lmer rights and 

res,ponslbil1tles and cltizen participatl0n. 

There 15 flo current standardized method available to meaS.lre conS'lmer 

ski Ils or Icnowledge; therefore, assessing the level of conSJmer 

knowledge necessary for any individual to fjnction effectively in the 

socloeconomic environment tends to be relative and subjective. This 

research is a Cirst step from th 15 subjecti ve j '.Jdgement to Object 1 ve 

measuremen t . 

lt ls recommended that consumer education be available for aIL CEGEP 
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students enroll ed in pre-uni versi ty' arts or science and career 

programs. Courses that already exist tend to be directed to the needs 

ot specifie programs and are constralned to appropriate content ana 

approach for the needs of that program e.g. business courses by their 

nature are unl1kely to or-ient content to the consumer-'s viewpoint. 

Ther-efore, it 15 recommended that consumer education coUrses should be 

Incl uded as an Integral par-t of CEGEP cur-rÎculum in the social sciences ~ 

an~independent of business or commerce pr-ograms. Social scIence 

courses as presently grouped in the CEGEP course offerings provlde the 

Most appropriate place for consumer education. lt Is also noted that 

courses whlch had been introduced independently by CEGEP teachers and 

provided consumer education content were in the social sciences. 

Although any courses wi th consumer educatIon content taken were shown 

to affect scores, no one type of course aft'ected all top ic sect Ions. 

Concepts tOI" consumer education Rave undergone substantlal changes and 

development in recent years. The evldence to prove the value of the 

new approaches in consumer éducation is not available yet. The results . . 
of the survey point ta definite student shor-tcomlngs both thr-ough 

objective assessment. and by subjectiye respondents' self assessment 

and perception of their abi1ity and needs. The following topies 

covered in the sur-vey can be consider-ed as Inadequately covered by 
) 

courses offered ln the Quebec CEGEP curr-lcul um:· finances Including 

banking, cr-edit and insurance; consumer protection including knowledge 

Of product safety. appropriate consumer- action for- redr-ess. More than 

80S of the sample assessed as Ins4fflcient their abiiity to estabIlsh 

and use cr-ed1t; their understandlng of the r-elationshlp between 
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economlc corrd 1 t ions and consumer dec ls 10ns; the lr know l edge of the 

physical and psychological infl.Jences on conS..lmer decisions, and 

their abillty to judge quality and prices. 

'it 
Two types of courses are recommended t~ fll1 the gaps apparent from the 

survey results, and, ta encompass the new approaches ta conSJmer 

education cited ln tt),e literatllre revlew, specifically the Bannister 

and Monsma classification of concepts., The first type wO'lld 

concentrate on broader lSS'..les concernlng the consumer in the market-

place and lnclude the issues of consumer protection, consumer rights 

and responslbilities, and the role of the consumer in the market and in 

public decision making. The second type would focus more specifica1ly 

on personal and family finance: the knowledge a~d ski 115 reqùired to 

function effecti ve ly ih the f inancia 1 and economic env ironment. 

The nature of conS'..lmer education could benefit from a multidiscipl1nary 

approach; however. i t would be advantageous to have teachers who are 

able to retain the consumer's viewpoint as the prlority and a1so 

. present an open examination of the rlghts and responsib1l1ties for all 

in seeking to achieve an economic democracy. A single competent 
, 

teacher who can communlcate this "way of thought" would be preferable 

to specialists who could not. 

The importance is emphasized of providlng adeq~ate education to promote 
.. .. :. 

informed consumer decision making and understanding of the nat.Jre of 

the marketplace and the rights and responsibill ties of all the parties 

involved. Citizen participation, especlally ln public decislon maklng, 

must be part of the economlc democracy of a nation. 
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Appendices 

AfPElDIX 1 

The Uni tees States SUrYer: Conau.er TopibS éd General SUbjects 
Coyered in Cons ... r and 'Maths lssessaents 

NOTE: sUbJects CAPITALIZED and ln boldrace are those included ln the 
Quebec Survey. 

BlBAYIOUR 

* ADYERTISING 
*DICISIO. MAKIIG 
*SHOPPING 

Math (Buie Math 18sesaent) ? 
Calculating: 

Earn1ngs 
Finance Charges 
Miles per Gallon 
Percent Discount 

Profit 
Sales Tax 
Simple Interest 

COIITRACTS 

*CREDIT CARDS 
*DlSTlLLMINTS 
*Rental 
*Warrant1es 

purchase Problems(Price and Amount) 
Reading Graphs and Statements 

ECOIOMICS 

BUSIIESS 
Employment 
FLUCroATIONS 
Government Policy 
Marketing 
Money and Income 
PRICES 
SUPPLY &ID DBMAND 
TAXES-

Attitudes 
Conservation 
Consumption 
Control 
Sources 

FIIIAICIS 

PURCHlSES 

*App11ances 
-AUTO 
Burial 

*Clothing 
Education 

-FOOD 
Hous1ng 

-l1IPORMATION 
*'Medicine 

PROTBCTIOI/REDRlSS/RIGHTS 

~ 1CTIOIS 
*Housing 
*Legal Actions 
Organizations 

*PRODUCT SAFff! 
*PUIlCJIASBS 

-BABIIIG (SlYDG AD CBlCICDG) 
*Sudgeting *DSUJWlCI 

*Investing 
*Taxes 

*Cost Calculations 
ICUDIT 

,/ 

NatIonal Assessment of Educational progress (1978). 

t 

\ *Subjects also covered in oonsumer portion of Basic Lite Skll1s 
Aaseasmen t . 
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AppencUoes 

APPEllDIX B 

Three Approacbes Claasi~lng COD8U118r Education 

A brief overv iew of thl'ee approaches from Europe, the Uni ted Sta tes. 
and Denmark classifying consumer education content in the IOCU 
publication, Promoting Consumer Education In the Schools (Hellmann -
Tuitert, 1985). 

1. Key CODeepts for Consumer Education Content as suggested by 
the Couneil o-r Europe. 

1. Needs 

2. Resources . .. 
3. Household Budget 

4. Fixed Expenses and Taxes 

5. Products (Technical Features, Notion of Quali~y, Priee) 

6. Services 

7. Distribution 

8. Advertising and Marketing 

9. The Market andê.its Control (legal., eoelal and commercial aspects) \ 

10. Consumer Information 

11. Health Protection (statutory and non-statutory) 

12. Culture and Leisure 

13. Living Conditions and the Natural Environment 

14. Place and Role of the Consumer in Economie Life and Society 

SOurce: Consumer Education in the Schools, a worklng document of the 
Commission to the Council of Europe, 1981. 
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Appendices 

z. Key concepts for Consumer Education Content as suggested by 
Bannister and MonSIE 

.1:. 
~.. ' 

• 1.0 Decision Making 
1.1 External Factors Affecting Consumer Decisions 
1.2 Personal Factors Affecting Consumer Decisions 
1 .3 Dec iston - Mak ing Process 

2.0 Resource Management 
2.1 Flnanclal Planning 
2.2 Purchaslng 
2.3 Conserv ing 

3.0 Citizen'Participation 
3.1 Consumer Protect ion 
3.2 Consumer Advocacy 

Source: Bannister R. and C. Monsma, 1982. Classification of Concepts in 
Consumer Education, Monograph 137. Cincinnati: South-Western Publ ishing 
Co. ~ 

, 
3 . Jensen' s Four Functions of Consumer Education 

1 • Society focussed 

2. Producer focussed 

3. Consumer focussed 

4. Pollcy focussed 

Source: Jensen, H.R., 1980. Soclally Oriented Consumer Equcation. 
Aarhus University. Aarhus, Denmark. 

~ 
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Appendioes 

APPDDIX C 

1. Sample ot Guldel1nes Gi ven t'or Admlnlsterlng the Questionnaire 
-

2. Copy ot the Quest~onnaire 

---------------------------------~--------_&_----------------------------

1. 

SURVEY or CONSUMER KHOWLEDGE AND BEHAVIOUR 

GUIDELIIES FOR THE SELICTIOII OF RlSPOIDElTS 110' 
THE ADtmIISTRATIOIi 'or n,m QUESTIOINAIRE 

AdiliDlatratlon. 

\ 
.\ 

The qùestionnalre can 'be cômpleted ln' olà'ss or tn the studentts own 
Ume. It would be appreclated it arrangements èould be made 'for the 
completed questlonnaires to tle collected for eventual return ta me. 

< i r' ~ -i 

The nature and pur pose of the surve.y are explaine4 to tHe r~spondents 
< in the introduction on the first page ot the ~uestiol'\nalre. Oènera1 

and specifie' instructions are g1 ven throughout, . consequently no help 
should be needed other than reintorolng these fnstructionB. For 
example, the taot that thls i9' pot a test, although mentloned twlce, 

"') '~~ 

m~h-t be. -emphaslzed; 'that it ls most important to complete the 
~ , ~ p 

que.tlons wlthout assistance trom any source; a1so, that total 
anonyml ty will be malntalnèd. 

48 Questionna.ires supplle"d tor distribution. 

cont ••• 
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SelectIon of respondeuta: . 
J 

The most importànt crlteria ln selecting students for the sample la the 
program in whlch they are enro11ed. Using the Il st. of programs 
specifled below, please choose courses which are usually restricted 'to 
students enrolled 1n these programs untll the sampie number has been 
met. 

Progr8118 frœ wblch the saaple or studeut~ ray be cIIosen 

1. Social Sciences (Arts). 
2. Social Sciences (Arts). 

l would l1ke to thank you Most slncerely for your help in adminlsterlng 
my survey. l intend to prepare a short~summary of the results and 
would be del1ghted to send you a copy if you would so wl~h. If l' can 
hel p you ln any way in the admlnistration of the questionnaire 'or by 
anawer ing any further questions you may ha ve, pl ease calI me at 
Maodonald ~l~ege [ 514 457-2000 looal 218, If no answer local 21~: 
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,APPENOIX C Appendices 

SURVEY OF CONSUMER KNOW~EDGE AND BEHAVIOUR. 

---------------------_ .. -----------------------------------

1 NTRODUCT ION a 

THE LI FE OF THE CONSUMER IN THE MARKETPLACE 
INc:;..REAS~GLV COMPL.EX. El-ECTRONIC TECHNO~OGV HAS 
EVERV AS ECT OF OUR ~ 1 vltS lIN MjJNEV MANAGEMENT, 
EDUCATI ,WORK AND ENTERTAINMENT. 

" , 

~ 

TODAY tS GROWING 
AFFECTED A~ttOST 
SUPERMARKE1;9, 

• WE A~ 'ALL FACING SITUATIONS AND DECISIONS WHICH DID NOT 
EXIST EVEN A DECADE AGO. AOW ARE WE GOING TO COPE EFFECTIVELY 
WITH THIS OVERLOAD OF NEW INFORMATION, NEW PRODUCTS, NEW 
MATERI~S, ~EW TECHNO~OGV? - . 

THIS SUR~EY IS PART OF A RESEARCH PROJECT BEING CONDUCTED AT 1 
MCGI~~ UNIVERSITY, AS A WAV TO TRV TO JUDGE CONSUMER NEEDS FOR 
EDUCATION AND INFORMATION TO HE~ THEM TO BE ABLE TO MAKE 
EFFI C lENT USE OF THE MARKETP~CE. . 

THE FOLLOWING QUESTIONNAIRE IS NOT A TEST, IT IS AN ATT~PT 
TO ASSESS CONSUMER KNOW~GE AND BEHAVIOUR. PLEASE ANSWER THE 
QUESTIONS AS FRANK~V-AS POSSIBLE AND WITHOUT ASSISTANCE FROM ANY 
SOURCE, SINCE WE WISH THE SURVEV TO REFLECT YOUR PERSONA~ 
KNOWLEDGE AND OPINIONS. 

; 
THANK yeu FOR VOUR PARTICIPATION AND COOPERATION WITHOUT 

WHICH THIS I~VESTIGATION CANNOT HAPPEN. THE 40 MINUTES VOU SPEND 
COMPLETING THIS QUESTIONNAIRE IS A VERY REA~ CONTRIBUTION TO 

,FUTURE CURRICU~UM DEVELOPMENT AND IS GREATLV APPRECIATED. 

-~----------------------------------------------o-------------------------

146 
l' 

) 

- , 

" 

> 



o 

o 

1. 

PLEASE REHEM8ER THIS IS NOT A TEST. IF VOU ARE NOT SURE OF AN ANSWER 00 NOT 
GUESS, CHOOSE THE RESPONSE NI DON'T KNOW N

• ALSO, PLEASE IGNORE THE'NUMBERS 
IN BRACKETS AT THE END OF EACH QUESTION, THESE ARE Ta ASSIST THE TABULATION 
OF RESULTS. 

THE QUESTIONNAIRE STARTS HERE. 

THE FIRST TWELVE QUESTIONS ARE ABOUT THE BEHAVIOUR OF CONSUMERS IN THE 
MARkETPLACE. TOPICS INCLUDE ADVERTISING, DECISION-MAKING AND SHOPPING. 

QUESTIONS. l TO 12 ESTIMATED TIME. 11 mins 

------------------ -------------------------------------------------------
1. 1. tt po •• ibl. -for .om.on. to b. ln~lu.ncl!td by .n adVltrtl!1em.nt wlthout 

b.int; .war. o-f it? [ CHECK ONE ANSWER l 

1 • v •• [ J 
., 

2. No [ l 

3. 1 don't know [ J 
[1.1JC1.19J .. 

2. H.r. Ar. som •• t.t.m.nt •• bout .dvertising. I5 .ach statement correct or 
incorrect? C CHECK ONE ANSWER BESIDE EACH STATEMENT J 

~ Advertising h.lp. to incr •••••• l.s 
and lower prie •• for ~n.w product. 

-B. Consumer. hav. to p.y for .dvertisin; 
t~ product prie ••• 

C. a.ner.lly, only hiQh qu.lity product. 
Ar. adverti.ed. 

D. Compani •• that adv.rtis. more produc. 
b.tter product •• 

E. Advertiain; inform.tion c.n b. 
mi.leedin;. 

F. Adverti •• ment. o-ft.n try to imply l.rg. 
dif4erenc •• o b.tw .. n product. wh.r. 
there Ar. only .i.ll di-f-fer.nc ••• 

B. Advertt.tnQ i. u.ed to incr •••• loy.lty 
te • particul.r br.nd o-f produet. 

H. It t. dtfficult for. n.w bu.in •• s ta 
cO"'Pet. in an indu.try wher. l.rg. 
a.ount • • r • • pent on .dv.rti.ing. 

1. Adverti.em.nt. e.n giv. u •• ful 
lnfor .. Uon. 

J. Fer sa.. producta, productlon co.t. 
er. 1 ••• tha" adv.rtt.ing costa. 

147 

CORRECT INCORRECT 1 DON'T KNOW 
(1) (2) (:S> 

[ l ,[ l c ] 

C l C l C l 

[ l C l C l 

C l [ l C l 

[ l C l C l 

. 
C l [ l C J 

C l [ l C ] 

[ l [ J C J 

C l [ l C J 

[ l [l C l 
Cl.lH l'. 20-29J 
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3. John SAH An Advertisement ln which ,. famous hockey pl.yer recommended B 

calogne for men. Whtch of the followlnQ statements would most llkely be 
accurAte and which would be inaccurate? C 'CHECK ONE ANSWER 8ESIDE EACH 

4. 

STATEJ'IENT ] , 

\ 
A. The player's comments probably 

represented the feelinQs of most 
hockey player:: •• 

8. The player 1s prdbably An eMpert an 
camparin; coloones. ' 

C. The player i. probably gettinQ some 
kin~ of payment for makino hi. 
recommandation. 

D. The Advertisino company is probAbly 
concerned with h.vlnQ the viewer 
As.ociate the cologne with someone 
famous. 

E. The player's recommandation probably 
means it'. the best on the market. 

Here Ar. some re.sons to .,ave monay. 

ACCURATE INACCURATE 1 DON'T KNOW 
(1) (2) (3) 

« 
C] C] 1: l 

[ ] 1: ] 1: ] 

< C ] 1: ] 1: ] 

1: j [ ] [ ] 

[ ] [ ] c ] 
Cl. 1l [ 1 • :a -;:;~] 

How lmportant is e.ch of th.1ft ta 
you? C 'CHECK ONE AN9WER BESIOE EACH REAS ON J 

VERY MODERATE!. y NOT VERY NOT AT AL!. 
IMPORTANT IMPORTANT IMPORTANT IMPORTIi\NT 

(1) (2) (3) (4) 

A. Ta buy 50mething you ca" 
not afford to b~y nOH. 1: ] t ] t ] C ] 

B. Ta take care of 
emeroenci ••• t ] C ] C ] 1: ] ,.,. 

C. Ta pay for an Itcfuc:ati on. t ] C ] t 
oP 

] ( [ ] 

D. Ta oet married. t ] t ] t J [ ] 
~ 

E. Just because you like ta 
have money in the bank. t ] t ] t ] t ] 

F. aecau.e yaur family 
eKpect. you ta save. [ ] [ ] t ] 1: l 

S.,To earn intere.t on the 
maney. 1: ] [ ] C ] 

1 
] 

H. Ta avoid uSlnQ crttdit ta 
buy .0methinQ. o [ J t ] C J C ] 

t 1. 23 q. 'lb-43] 
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~. A p~.on usually con.ld~. the p~lce of • product before declding 
whether or not to buy it. 1. each of the following .tatement. correct 
o~ jnco~rect? [CHEC~ ONE ANSWER BESIDE EACH STATEMENT ] 

3. 

CORRECT INCORRECT 1 ooN'T KNOW 
(1) (2) (~) 

A. A per,on who i. buyln; a refrlgerator 
~or the fir.t time, -rd know. llttl. 
about refrlgerator., 1. more 11~ely ta 
think that "hi;he ... pnce mean. better 
qualitv" than .omeone who know. a lot 
about ~efri; .... ator •• 

9. People with low Income •• re more l1kely 
to u.e .peci al "cent.-off" coupon. from 
.a;aztne. or new.p.per ad. fol" food. 
than (A~e people ... lth middle to hi;h 
income. 

C. Wh en choo.in; a brand of food, people 
... ith Middle to hi;h tncome •• re more 
likely te u.e information on p ... ice pel" 
unit of ... eight or volume than people 
... ith 10 .... incolMt •• 

[ ] 

[ l 

c ] 

[ J [ ] 

• 
[ l c ] 

[ ] C l 
Cl. 23[1. 4:5-1. 473 

6. A p~.on who i. decidtn; ... hich type of ~ product to buy ( fo ... example, 
br and Of toothp~.te, make of car, brand of computer ) may con.ider m.ny 
brand. and m.ny fe.ture. of each brande At the othe~ eKtreme, he o~ .he 
may con'ide ... only 1 or 2 brand. or feature. of each brande Eech of the 
followin; .tetement. i. ebout how people decide which b .... nd ta buy. .h 
eaeh .tat.ment correct o~ lnco ... r,ect? [CHECK ONE ANSWER BESIDE EACH 
STATEI'IENT 3 

CORRECT INCORRECT 1 DON'T KNOW 
(1) (2) (3) 

A. When people are buyin; ineHpen.ive 
it ... like toothpa.te, they ... ill 
u.u.lly con.ider more type. of the 
product than when buyin; eHpen.ive 
1t ..... like car.. C J 

8. Th. nu.ber of diff~ent brand. or make. 
a per.on will con.ide ... depend. on the 
type of produc:t betn; purcha.ed. [ 3 

C. Wh.th~ .omeone con.id~ •• any featur •• 
or only a few i. u.u.lly influenced by 
how bu.y or hurried th. p ..... on i. at 
th. ti... C l 

t ] C J 

[ l C 3 

C l C· l 
Cl. 2H 1. 48-1 ;~O~ 

7. Her. al" •• 0IMt ...... on. why con.umer. behav. a. they do. r. e.ch .tatement 
c:orr'ect or incorr.ct? C CHECK ONE ANSWER 8ESlDE EACH REASON l 

CORRECT INCORRECT 1 DON'~ KNOW 
(1) (2) (3) 

A. Oft.n the m.in r ••• on .hopp.r. chan;. 
b~.nd. l',to t~y .omething diff~ent. 

8. Shopp~. al". lIIore int~ •• ted fn 
quickly and .a.1Iy lIIakin; a ChOIC. 
than in deterlllinin; whieh p~oduct 1. 

[ l 

b •• t for th.lII. [ ] 

C. SO •• t1M.' the main ...... on .hopp~s buy 
• p~oduc:t i. beeau.e th.y f •• l that 
th.1r frlend .... 111 be imp~e ••• d if 
they own that p~oduet. t ] 
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B • Most consu",.r. ;."era1ly ",ake comp.,.isons b.twtt." diff.r."t brands of 
food by camparin; the priee per unlt of wei;ht or volume. [CHECk ONE 
ANSWER J 

1. Corr.ct 

2. Incorrect 

1 don't know 

c ] 

[ J 

C ] 

4. 

Cl. 2JC 1. ~~J 

9. For e.ch of the followlno que.tions the answer c:hoices are "ALWAYS", 
"FREQUENTLY", "SOMET 1 MES" • "NEVER", or "NO EXPERIENCE WITH THE 
ACTIVITY". Ch.ck pne r •• pon •• besidi" eaeh .tatament that b •• t de.erlbes 
how oft." 1 t appli e" ta VOU. ' 

NO 
ALWAVS FREQUENTLY SOMETIMES NEVER EXPERIENCE 

(1) (2) (3) (4) (~) 

A. When you go .hoppin;, da 
you compare information 
;ivan an the labels of 
.imila,. products? C ] 

8. When you buy merchandi •• 
that is un.atisfaetary, 
do you return the 
marchandi •• ? C J 
L 

C. Wh.n you go .happing, da 
you purcha.e brand name 
praduct. even if they 
cast more than ather 
products? C ] 

D. Is the faet. that vau .aw 
a praduat advertl.ad on 
~ an important raa.an 
in chaa.in; ta buy it? C ] 

E. 9afore makin; a major 
purchase, da you check it. 
quality and performance 
ratin; in a consumer 
repart publication? C J 

F. 8afore aor.ein; ta an 
expansive service or 
repair, do vou ch.ck th. 
company'. reputatian? [] 

G. If you recelve 
unsati.faetory service 
fram a company or store, 

,r _ do you complain ta the 
manaoer 0" owner of the 
place that provlded the 
se,. vi ce? C J 

H. 9.fore a;,. •• inQ to an 
expensiv. servi~e or 
repair do you Qet 
.stimates f,.am .everal 
places? 

C J 

C J 

C J 

[ J 

C J 

C J 

C ] 

C ] 
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C J C ] C ] 

---c ] C ] 

C J C ] C J 

C J C J C ] 

C J C ] 

'p 

C ] t ] C ] 

C ] C ] C ] 

C ] C] C l 
C 1. :s l Cl • :56-631 
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10. How often i. the price of an item a good indicator o~ it. quality? 
C CHECK ONE ANSWER l 

1. At.. ... AYS C ] 

2. USUALLY [ ] 

3. SOMETIMES C 1 

4. SEI...DOM ,. [ ~ 

:5. NEVER [ 1 
[1.3][1.65J 

11. Vou Ar. con.idering buying a new .tereo. Would you do .ach of th. 
followinQI C CHECk ONE ANSWER BESlDE EACH STATEMENT ] 

DEFINITELV PROBABLV PROBABLY DEFINITELY 
WOULD WOULD WOULD NOT WOULD NOT 

U) (2) (3) (4) 
A. Buy the fi r.t on. yau li k •• C ] [ ] t ] [ '] 

8. Check prie .. and .,dels at 
.. veral di Herent stor ••• C ] t ] t j [ ] 

-~ 
C. A.k a friand'. advice. C J C ] C ] [ ] 

D. Tak. th •• al .. p.r.on'. a!='vic •• C ] , ] , ] 0' ] 

E. R.ad about. stereo. in a 
consuaer. magazin •• C J , ] , ] , ] 

F. Con.ider only a "id.ly 
adverti •• d brande C ] , ] C ] C J 1 

[1.3][1. b6-71] 

• 
12. Th. following a~. action. that con.umer. can take ta protect 

'.' 

.th .... lv... Indicat. how often you tak •• ach action d •• crib.d. If you 
have n.Var hadJany .xperianc. Nith th. action d.scrib.d,indicat. thi •• 
C CHECK ONE ANSIER BESIDE EACH ACTION DESCRlBED ] 

, 
MOST TIMES SOMETIMES NEVER NO EXPERIENCE 

(1) (2) (3) (4) 
A. k .. p copi •• of .a1 ... lip. 

after •• king • purch •• e of 
~ praduct or • .ervi c •• 

13. k .. p copi .. of warranti .. wh." 
; purcha.i ng a product or 

c ] 

service involving a warranty. C] 

C. Comp1ain direct1y ta th. 
own.r or mana;er of a .tor. 
whan dl •• ati.fied Nith a 
Pl"aduct or .ervi c.. .' 

D. Writ. to official. of a 
cQIIIPany at th.i r regi ona1 or 
national office if nec •••• ry 
wh.n rac.lvin; un.ati.factory 
•• rvic. from th. company. . 

E. Whan your con.utNt'" cQfllPlaint 
i. t;nored by'a bu.in ... , sand 
d.tail. of your cOMPlaint ta 
f.d.ral or provincial consumer 
affair. d.partmant and/or a 

c ] 

c-- ] 

con.UMer p"otection agency. t] 
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t ] t· ] C l 

t ] [ l 

C ] [] [1 
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THE NEXT THREE QUESTIONS ARE CONCERNED WITH CONTRACTS INVOLVED IN CREDIT 
CARDS AND PAVMENTS SV INSTALLMENTS. 

QUESTIONS 13 TO 15 ESTIMATED TIME 1 4 MINS -Jt. 
----------------------------------------------------------------------------
13. In Qu.bec, WhlCh a? th. ?olloWlno stat.m.nt. about a c~.d1t ca~d a~. 

t~u. and which a~. ~als.? t CHEC~ ONE ANSWER BESIDE EACH STATEMENT J 

A. Th. u •• of a credit c.rd ~.y involv. 
int.r •• t ch.rQ ••• 

8. Th. cr.dit c.rd comp.ny can l.g&lly 
inform you th.y h.v. inc~ •••• d you~ 
credit limit i? th.y con.id.r you h.v. 
a good r.cord ?or r.p.ylng your d.bt •• 

C. Th. u •• ai a cl"edl t.card lit •• ens the 
nec ••• ity of carry g. lot oi cash 
wh.n shoppinQ or t av.llinQ. 

D. Som. compani •• may 1.Q.lly i.su. 
credit cards ta p.opl. who have not 
applied for th.m. 

E. Ali cr.dit c.rds, wh.th.r th.y al". 
d.p.rtm.nt .tor., bank owned or ail 
company c.rd. comput. int ...... t and 
ch.l"ges ?or u.ing credit th ••• me way. 

F. A cr.dit car.d enabl •• you ta buy thing. 
wh.n you al". short o? ca.h. 

G. I~ you pay you!" credit c.rd bill .ft.r 
~h. du. date, it will cast you mo~. mon.y. 

TRUE 
(1) 

[ J 

[ J 

[ l 

[ l 

[ ] 

c ] 

C l 

FALSE 
(2) 

[ J 

[ J 

E l 

[ l 

c ] 

c ] 

~ 

C l 

1 DON'T KNOW 
CS) 

1: J 

[ J 

[ l 

[ l 

'c J 

[ ] 

C l 

H. As long a. you pay th. minimum amount 
~.quir.d by the du. date vou will not 
hay. to p.y eny i nt ...... t charg ••• [ ] [ J E J 

I. Fol" .v.~y •• 1. in ~hi~h a ba~k cr.dlt 
card .uch a. Vis. or M.st.rcard i. u •• d, 
th. r.tailer pays a charg. to th. b.nk. t J [l [l 

[2.1 ][2. 7-1:5] 

14. Bill and Linda w ..... r.la~inQ at home in Sherbrooke wh.n a young .al ••• an 
cam. to th. door with pot. and pan. ?or •• 1.. Th.y d.cld.d ta buy a •• t 
and .igned • contract which ..... u1t.d in a bill for $40D.00. A few day. 
later Linda .aw similar uten.il. for .al. in a depa~tment .tor. for 1 ••• 
than half th. prlc.. WhlCh one oi th. ?0110wing action. would b. th. 
b •• t ior Bill and Linda ta tak. in ord.~ to canc.l the contr.ct? C CHECK 
ONE ANSWER l 

1. T.ar up their copy of th. contract, and •• nd it b.ck to 
th. company. C ,J 

2. Hire a lawy.r to canc.l th. contr.ct legal1y within 10 
day. of recei VI ng th.t~ copy of th. contr.act. t J 

3. Telephon. t~ •• l •••• n imm.diat.ly to call a?? th. 

4. W.tt a w •• k ta give them •• lv •• time ta thlnk .bout 
best .ction ta ta~ •• 

:5. Cancel the contrac:t by r.Qi.ter.d lette" within 10 day. 
o? r.c.ivlng thei~ copy of th •• 1Qned contract. 

Ô. 1 don't ~now. 
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c ] 
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1~. Kathy purcha.ed a n.w .tereo on an in.tallmlnt plan r.c.ntly. a.for • 
• ign!n; an !n.tall~ent contract .heuld Kathy do .ach of th. followin;? 
[ CHECK ONE ANSWER BESIDE EACH STATEMENT ] 

7. 

YES 
(1) 

ND 1 DON'T KNOW 

A. Ch.ck that ail blank .pac •• are filled ln 
or not applicabl. ln th. contract. . 

8. Check that th •• chedule of payments and total 
amount payable ( in dollar. and cents) 1. 
included in th. contract. 

C. Ignor. the d.tail. bec.u.e all the terms and 
conditions of th. contract are writt.n te 
pretect th. con.UMef". 

D. Ch.ck that th. credit charg •• and th. annual 
X inter •• t rat. Ar •• t.ted in th. contract. 

E. obtain an .xact copy of th. contract. 

F. "ake .ur. wh. und.r.tand. ail the provi.ion. 
Qf th. con tract b.for •• ign!n; it. 

[ 1 

[ 1 

C J 

[ J 

[ 1 

[ J 

(2) (3) 

[l [] 

[ J 

[ J 

C J 

[ J 

[ J 

C J 

C J 

[ J 

[J [l 
[2.2][2.18-23] 

----------------------------------------.--------------------------.----------
THE NEXT FIVE QUESTIONS ARE ABOUT CONSUMERa UNDERSTANDING OF THE 
RELArIONSHI~ ~ETWEEN 'ECONOMI~S AND THE MARKET~CE~ 

QUESTIONS 16 TO 20 ESTIMATEI> TIMEI 4 MINS 

----------------------------------------------------------------------------
16. Which of the following,stat..-nt. about mo.t Canadian privat. bu.inesses 

are accur.t. and which Ar. in.ccurate? [ CHECK ONE ANSWER eESIDE EA€H 
STATEMENT l 

ACCURATE INACCURATE 1 DON'T KNoN 
A. Privat. bu.in ••••• are e.tabli.hed 

to produc. good. and/or sarvice. 
for which people Ar. will in; to pay. [ J [ l t ] 

B • Privat. bu.in ••••• can continu. to 
• d.t ind.finit.ly without tIIaking 
profih. t ] [ J C ] 

C. Privat. bu.in •••••• xpect ta .ern 
profit. in r.turn for ri.king th.ir 
lItOney capital. [ ] [ ], [ ] 

D. Privat. bu.in ••••• Ar. guar.nt"d • 
prof i t by th. govarnlllent. , [ ] [ l [ .l 

E. COIIIP.tition ;.narally mak •• 
['"'-. bu.in ..... more .fficient. l [ l [ ] 

[3.1][2.24-29] 

17. Which 0": the follo ... ing 1s corrtte:~~" a: CHECK ONE ANSWER l. 
an ecenomic condition in whiC:hl .1" ' ...... 

Inflation 1. 

:[ 

1. .ar. dollar. Ar. n.ed.d th.n b.fer. to b. .bl. te bu'f, th ••• "'. 
aeount of Qood. and •• rvice •• [ l 

2. th. valu. of ·th. doll.r incr •••••• nd can buy mor •• [ ] 

3. tla1ari •• go up and .Ach dollar' buy. More vood. and .ervic ... [ J 

4. .alAri •• go do"," and •• ch dollar buy. IItor. good. And .ervice •• [ l 
" 

S. 1 don't know. [ l 
. [3.3][2.29] 
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9. 

lB. If th. consum.r prie. ind.x~(C.P.I.l is reported as 140, t~1. ~.n. 
whleh of th. followln;a 
1: CHECK ONE ANSWER J 

1. prie •• for eon.um.r ooods and s.rV1C.S w.nt up 140%. 1: ] 

2., the averao_ eon.u~.r i •• p.ndin; $140 p.r w.ek for purch ••••• r J 

3. pric.s for con.umer ooods and ..rV1C •• were 40% hioher than 
wag.. wh.n th. ind.x w •• 100. [ J 

4. • n ••• ortm.nt of good •• nd servie •• th.t cost eonsumers .100 
wh.n the index ~as 100 now cost $140. [ ] 

s. 1 don't know. 1: ] 
[3.7l[2.31J 

19. Whieh of th. fol10w1no would probably h.ppen to th. prie. o'f oran;. 
Juie. wh.n a frqst reduee. th. or.no. erop, a •• umino th. d.m.nd for 
orano. Juiee .tay. th •• ame? [CHECK ONE ANSWER J 

1. A. the supply of orano.s oo~s down, the priee of orano. Juiee 
ooes up. [ l 

2. As the supply of orano •• go •• down, the prlce of orano. ~uice , 
;0 •• down. [ ] 

3. Th~.upply of orange. do •• not affect th. priee of orano. Juiee. [ ] 

4. 1 don't know. 1: ] 
[3.9][2.323 

20. Wh1ch of thr ~ollowinQ are mainly .upported by tax.s and which Ar. not? 
) 1: CHECK ONE ANSWER BESIOE EACH ORGANISATION ] 

MAINLV SUPPORTED NOT MAINLV 1 DON°T 
SV TAXES BV TAXEB KNOW 

A. National park •• [ 3 [ l [ l 
, c 

S. Public: sc:hools. [ L- [ J [ l 

C. Movie the.tre •• e J [ 3 e l 

D. Major l.agu. b ••• bah t.ams. [ J' [ J [ J 

E. Hiohways. 1: ] [ 3 ~ 1: 3 

F. S.tter Busine •• Bureau. e ] e l t l 

64 NatIonal Film Board of Canad •• [ J e 1 [ l 

H. Can.dian Red Cross. e J [ J [ l 

1. Polic:. departments. [ ] t ] t l 
C3 •• pC2.33-41J 
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THE NEXT SIX QUESTIONS~ PERSONAL FINANCE ARE CONCERNED WITH BANKING, 
CREDIT AND 1 NSURANCE. 

QUESTIONS 21 TD 26 ESTIMATED TIME, ~ MINS 

, 
21. Which of the followinO statements about .avlnQ_ Accounts are accurate 

an~ which Ar. inAccurat.. [CHECK ONE ANSWER BE5IDE EACH STATEMENT l 

ACCURATE INACCURATE 1 CON'T KNOW 
(1) (2) (3) 

A. A savin; •• ccount pays interest 
at reQular interv.l. on MOney 
d~~.lted. 

8. The interest r.t •• on .avinQ. 
accounts Ar. the .ame at every 
bank or lendinQ in.titution. 

C. Th. formula fOI'" CO/llputi n; th. 
inter .. t that .avin;. account • 
• arn i. th ..... at aIl banks. 

D. When /IIOrl • ., 1. depo.i ted and 
~withdr.wn\fr.quently from _ savin;. 

account, 1 ••• inter •• t will b •• arned 
if lt t. in • d.l1y interest .avin;s 
account than lf it i. in a monthly 
intere.t .avino. account. 

[ l 

[ J 

[ J 

[ ] 

. [ ] [ J 

[ J [ l 

[ ] [ ] 

[ J [ ] 
[S. 1] [2.43-46] 

22. Which of th.' followinQ .tatement. about checquino account. Ar. accurat. 
and which are inaccurate? [CHECK ONE ANSWER SESIDE EACH STATEMENT J 

ACCURATE INACCURATE 1 DON'T KNOW 
(1) (2) (3) 

A. No checquino account. pay inter.st 
on mon.y deposi tRI. [ J 

8. So.- checquinQ account. off.r fr •• 
cheques for account. which maintain 
a certain miniMUM balanc.. [ ] 

C. The fir.t account a persan op.ns in 
• bank ha. ta b. a checquin; account. t ] 

D. Under certain circu .. tance., for .x .. pl. with • specified minimum 
balanc., .OM. checquin; account •• ay 
pay th ••••• percentao. int.r •• t 
a •• a.. .avinQ. accounts. [ l 

[ ] 

[ ] 

[ J 

[ " l 

23. Which on. of the followinV USUALLY char; •• th. hiQh •• t 
on a loan? t CHECK ONE ANSWER ] , 

v-­
\ 

1. 

2. 

3 .. 

4. 

:5. 

6. 

In.urane. company. 

Loca' 'ank. 1 
P.rsCH'1al fi nane. c0"Pany. 

Credit union. 

Cais .. populair •• 

I don't know. 
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[ 1 

[ 1 

[ ] 

[ l 
[:5. 13[2. 47-~O] 

rat. of inter.st 

t ] 

[ 1 

[ l 

C l 

[ l 

[ 1 
[:5. 4l1:2. :511 



o 

1 

1 

. 

o 

24. 

2:5. 

/ 10. 

Jaann. ",.nt. ta buy a colaur TV! Sha can •• v. mon.y ta buy th. TV ",itH 
c •• h er .h. can buy th. TV on cr.dit. WhlCh of th. follawlnQ .tat.m.nt. 
about credit uS.O. Ar •• ccur.ta and ",hlCh ar~ in.ccurat.7 C CHECK ONE 
ANSWER BESIDE EACH STATEMENT J 

ACCURATE INACCURATE 1 DON'T KNOW 
(l) (2) (3) 

A. Sh. can h.va th. TV .oon.r if .1"1. buys, on cr.dit. e J [ ] [ l 

9. H she u ••• cr.dit and mak.s .11 
., 

payment. whan du., .h. can bUlld 
up à oood cr.dit ratina. [ ] [ ] [ l 

C. Sh. ",il 1 Q.t • b.tt.r ",.rranty if .1'1. u ••• cr.dit. [ ] [ ] [ l 

D. Sh. ",ill have 1 ••• incame l.ft fr •• 
to .p.nd if .1"1. u ••• cr.dlt. [ J [ ] [ l 

E • IT .h. u ••• cr.dit her fiKed 
• xp.n ••• will b. incr •••• d. [ J C J [ l 

[:5.4][2. :53-:57J 

Th •• t.tem.nt. b.low are tru. of EITHER term.DR whol. 11 f. in.uranc •• 
What type of lif. ln.ur.nc. 1. d •• cribed in •• ch part? C CHECK ONE 
ANSWER DESIDE EACH STATEMENT l 

_TERtt WHOLE LIFE 1 DON'T KNOW 
(1) . 

""'--
(2) (3) 

• A. Th. premiums cast more ior the 
.am. doll.r value cpver.Q •• [ l [ l 

9. It h.s a bu1lt-in saVlnQ' f •• tur •• C J [ l 

C. Th. pr.lal ums in·cr •••• ",hen th. pal iey 
i. rena",ed .t r.Qul.r int.rv.l •• C l [ l 

D. It .110"" .em.on. ta buy mcre 
cav.r.O_ with • llmit.d incom •• C l t l 

E. Th. insured per.on "".y borro", on th. 
policy. C ] [ ] 

26. A deduct1bl. cl.u •• in an in.ur.nc. policy 1 •• provi.ion 
",hich on. of th. folloWlnO? [ CHECK ONE ANSWER J 

1. Th. part of .lCpan.ri that" the i n.ur.d per.on mu.t p.y 
en an in.u~.nc. cl.im, .nd b.yond thi •• mount th. 
in.ur.nc. comp.ny will p.y. 

J 2. The part of th. pr.mium that can b. claimed .s a tAlC 
deduction. 0 

3. Th. Amount th. in.ured can deduct froM hi.' pr~mium if 
no claim. Ar. made in • oiven y •• r. 

4. The p.rt of elCpan •• s cavered by ln.ur.nc. that will 
b. paid by the in.uranc. company. 

~. 1 don't kne",. 
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[ . ] 

e l 

[ ] 

[ l 
[:5.:5JC2.:5a-62J 

whic:h .tat •• 

C J 

C J 

C l 

[ l 

C J 
[~.:Sl C2. 63J 
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THE FOLLOWING 7 QUESTIONS INVOLVE CONSUMER PROTECTION 1 ACTIONS TAKEN 
8V fONSUMERS, PRODUCT BAFETV AND PURCHASES. 

• .QUESTIONS 27 TO 33 ESTIMATED TIMEI 6 MINS 

l' 

27. Vou Ar. unhappy with a praduct yau bou;ht and want your money back or 
credit made ta yaur account. Th. fallowin; four st.p. can be u •• d te 
re.alv. your complaint. 

A. CalI a thlrd party .uch as a con.umer a •• istance arganization or 
Better Bu.in ••• B~r.au. 

B. A.k to .~ak ta th. mana;er in an .ffort te .ettl. the dispute by 
your.elf. 

C. Collect your receipt. or saI .. slip. or canc.lled check. as proof e~ 
yaur purcha ..... 

D. Fil. pap.r. in a .mall 
your money or giv. you 

To be\mo.t effective, some 
the b •• t order of .t.p. to 
ANSWER ] 

clalm. court to sue th. merchan eturn /~ credit on your account. 

.teps .hould ti. takltO be,forlt others. What.'i li 
take to re.olve your complaint? [CHECK ONE 

1. 8,A,C,D [ J 

2. A,8,C,D C J 

, 3. C,D,8,A 
) 

[ J . 

4. C,B,A,D C J 
r 

5. 1 don't know [ ] 

[7. 1 ][2. 6~J 

28. 1. each of the followinQ .tat.ment. correct or incorrect? [éHECK ONE 
ANSWER &ESIDE EACH STATEMENT ] 

A. Product compleMity and variety .ake it 
difficult for con.u~er. to evaluate 
quai i ty. -

B. Whil. there i. an increa.ing nu.ber of 
la". ta protect con.u~er intere.t., 
con'UMer' Ar. largely unaware of th.ir 
riohta. 

c. GoY~nment agencie ... tabli.hed ta 
pratect co~au.er r1oht. are aften 
influenced by bu.in ... inter .. t •• 

157 " 

CORRECT 'INCOR~CT 
(1) (2) 

c ] .,( ] 

c ] C l 

[ ] '\ 

1 DON'T KNOW 
(3) 

[ J 

C l 

[' ] 
[7. llC2. 66-68] 
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29. A. It 1. sometlmes ar~ued th.t there 1. no n .. d for f.~ily economic and 
con.umer education in .chool, because peOpl.'Wlll .p.nd money however 
they w.nt ta and ignore wh.t they've le.rn.d ln .chool cl...... Do you 
aore. wlth th1' .rQument? [CHECK ONE ANSWER J 

30. 

1. V". 
2. No 

[ l 

] 

.. ,3. 1 don' t kno... .' [ J 

B. It 1 •• om.tlme •• r;ue4 th.t th.ra is~e.d for f.mily economic .nd 
con.umer .duc.tlon ln sChool, bec.use P.op~~~n l •• rn to ~end thelr 
money more wi.ely and school cl ••••• h.lp them to do '0. Do vou .Qre. 
with th!. arQument? [CHECK ONE ANSWER J 

4 1. v'.. [ ] 

Cheryl ... ants to buy h.r mother an electrlcar 
.afe for her moth.r to u... Ooa. •• ch of the 
the applianc. m •• t. minimum electrical .afety 
ANSWER BESIOE EACH STATEMENT J 

OOES GUARANTEE 
SAFETY 

(l) 

A. A s.al of approval from [ l 
a w.ll-known maoa:in •• 

B. Th" sal.sper.on~. etatement 
th.t th. applianc. i. saf •• 

C. The Can.dian Standard. 
A •• ociation s.al of approval 
or t.~ on the .ppli.nce. 

O. A 12-month w.rranty on the 
appl tance. 

\ 

1: J 

1: J 

1: J 

2. No [ 3 

3. 1 don't kno ... [ J 
[7.1][3.1-2J 

.ppli.nc. that will be 
followi~~ Quarantee that 
.tandard.? [CHECK ONE 

OOES NOT GUARANTEE 
SAFETV 

OON'T 
KNOW 
(3) (2) 

[ J 

[ ] 

é J 

[ ] 

[ ] 

[ J 

[ J 

[ J 
[7.4][3.3-63 

31. Below Ar. statam.nts r.oardin; th. car. label lino of ciothin~ and 
fabrics. 1. each .tat.ment true or f.1 •• 7 [CHECK ONE ANSWER BESIOE 

_EACH STATEI1ENT 3 

A. C.nadlan law doe. not r.qu1re a permanent 
c.re label on clothln; and f.pric •• 

9. Cloth •• labell.d a. non-flammabla are 
perman.~tly non-flammable. 

c. Sl .. p ..... r for men and ... omen must b. 
laballed raoardino flammability, 

D. TaKtll. fl0r.~ must be ldentlfled by 
th"ir o.n.r1C or ch.mlcal name. 
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TRUE 
(l) 

C ] 

C J 

[ ] 

C ] 

FALSE 1 ooN'T KNOW 
(2) (3) 

f l [ J 

[ l [ l 

C ] [ l 

C ] [ J 
[7.4][3.7-10] 
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~2. Marie .aw an adverti •• m.nt for a hair dryer in the new.paper. ,Wh.n she 
w.nt to th. st6re to buy the adv.rtl.ed dryer, the •• l .. person told her 
that it w.a of poor qualtty. He sUQge.ted that she purcha.& a different, 
more eKp.n.l~. mod.l. What should Marie do~ [ CHECK ONE ANSWER l 

'" 

. 33. A .an cam. to your 'hôm.' and .aid h. wa. from the town'. hou.in; 
in.pection a;ency. He ahowad you hi. identification card and a.ked te 
in.pect your furnace. ~o~t a week later, you received a calI sayin; 
ya~ furnace did not m .. t the town's rlquired specifications. The caller 
~ald YOU to contact a certain compan~ ta make the ne.ded repaira at your 
eMpan.e. What would be ~he BEST action for you ta t.ke first? [CHECK 
ONE ANSWER] . . 

. 

2. CalI the,tawn'. housin; inspection ageney to .e. if the man is 
an authori.ed inspector.' [ 1 , 

" , 
~. ~ntaet a 180.1 authority to flnd out your riQhts 1n this c.... [ ] 

4. A.k the S.tter Su.in ••• Bureau ta ;ive you a list o~ 
accredited furn.ce rapair companie •• [ 1 

[7.:5][~.13J 

.'" 7 

. " 
Mike went to,the .upermark.t for a particular item advertis.d a. being 

ono.ale. When he arrived .t th •• tore he found that th. advertl •• d 
product wa •• old aut. Which' of th. follôwing .cti~. wouid b. 
appropriate for him ta take in arder to PROTECT HIS CONSUMER RIGHT9? 
C CHECK ONE ANSWER BESIOE EACH STATEMI:Nf ] ,.' ~ '" . 

V 
APPROPRIATE IN~PPROPR 1 ATE l DON'T 

ACTION- ACTION KNDW 
(1) (2) (3) 

A. -t-Iaù until the praduct ;0 •• on 
•• 1. a;atn. ~ t 1 t 1 

1 
[ J 

9. A.k for a l':'ainch.ck. C l C ] [ 1 

e. Don • t .hop in th. .tOf"'e .nyllor •• [ l C J t ] 

'D .• Aek for a aubatitut. item of 
Si 11'1 il a,. queUty .,t th ••• h 'priee. a [ J [ J [ 1 

~ [y E. CQIIP 1 al n ,. t 0 the m,ana;er. e J [ ] 

F. ~Ch.~. the 1 tem '.t th. ,..,guf.,. 
p,.ic. wh." th •• tor. r •• tock. 1 t. ~ C l t :1-'-" . t ] 

.. , C7."SlC3.14-19l 

0 , " 0 

>!. 159· ... 
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THE NEXT FOUR QUESTIONS ARE ALSO ABOUT PURCHASES AND HOW CONSUMERS 
MAI<E THEM. 

QUE9TI ONS 35 Ta 38 ) ESTIMATED TIME. 3 MJ~S 

1 

14. 

--------------------------------------------------~----------------------

:ss. 

A. 

B. 

c. 

D. 

E. 

F. 

:sô. 

<'. 
Il ' 

Whl ch o-f th. -f 011 0 ... 1 nQ ach ons a,.. i mpo,.tant to take b.fore buyi nQ a 'f'ew 
car and ... hich are not impo,.tant? [ CHECK ONE ANSWER BESIDE EACH 
STATEMENT ] 

NOT 1 DON'T 
IMPORTANT IMPORTANT ,KNOW 

(1) (2) (3) 

Don 't con.id.r Any car pricltd abov. th. 
averaQe pric. o-f .imila,. car. adverti .ed 
for .al. 1 n the n ..... p.p.,.. e ] 1: l C l 

Check .n annu.l usltd ca,. r.vi .... in an 
~uto m.Qaz1n. or con.umer report. e ] 1: ] 1: l 
1 
ILook at th. usect car pric. book. u •• d by 
:car d •• l.,.. and bank •• e ] 1: l 1: 

Have the mechan~C(._ of you,. choi c. ch.ck 
the car b.fore makin; a purch •••• C l 1: ] t j 

T.st dri v. the ca,. b.fo,.. bUYl.nQ. [ ] 1: J t l 

B. su,.. all promis.s made by th. 
deel er a,.e put ln w"ltin; and .igned. C l 1: ] 1: ,,] 

I:&. 2J[~. 21-261 

Which of the -followinQ kind. o-f information about two packaQ •• of th. 
SA ME kind and quality of product would tell ygu which ,one wa. the bette,. 
buy? e CHECK ONE ANSWER J 

1. Th • • i:e of the packaQes. C ] 

2. Th. On. that i. "on speei al" thi ..... ek. e ] 

3. Th. one th.t co.t. les. pe,. ;r am of net w.ight. t ] 

4. The one th_t ha. a "c,."t. off" lab.l on 1t. e ] 

s. 1 don't know. e ] 

t8.6lC:5.21J 

) 

i' 

" 
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37. Which on. -of th. fo110 ... 1n9 1. th. corr.ct dtt.cription of the t.r", "UNIT 
PRICING"? [CHECK ONE ANSWER ] 

1. E .. ch m.nag.r in .. chun of .tor •• IIltt. th. priee of 
products lnd.pend.ntly of other mana;.r!l. 

2. In additIon to th. total pnctt for th. packa;. of .orne 
;ood., th. pric. p.r ;, ml t or ~'g (or other .pproprl.t.' 
", ••• u,.. ) 1. a1.0 Qi ven • 

'3. Priee' .1" ••• t ,for .ac:h ne .... hipment .... c.1v.d in th. stor., 
fo,. .Ka"'pl., pric: •• Ar •• et for .ach n.w crat. of 1.ttuce 
01'" c... of p • ."ut butt ..... 

C J 

Cl' 

4. p,.ie •• • r • •• t for .Ollte -F!x.d unit of tu,., g.n.rall y a 
IItOnth, .nd a,.. on 1 y chan;.d at th. end of th. t uni t of U m •• C ] 

:S. 1 don' t know. c ] 
CS. 6JC3. 29] " 

:se. Which of th. fo110wing would b. th. b •• t .ou,.c:. of informaU on about. 
the qu&1 i ty pf b .... nd nam. produc:t.? C CHECK ONE ANSWER ] . 

2. HoIII .... ker '. magazin •• 

3. p,.ot.ct Vou ..... lf ",aQ.z1ne. 

:5. 1 don' t kno .... 

[ ] 

[ J 

[ J 

[ J 

[ J 
[S.8H3.30] 

----------------------------------------------------------------~--------

THEBE LAST 8 QUESTIONS ARE ABOUT VOUR BACKGROUND. RELEVENT COURSES 
TAKEN AND OTHER SOURCES FOR KNOWLEDGE VOU FEEL YOU HAVE ACClUIRED. \, 

QUESTIONS 39 TO 46 ESTlMATED TIME, :s MINS 

39. A.. CONSU/'tER EDUCATION conc ... n. th. r.laU on.hl p Of the con.u",.,. to th. 
ec:onOlftic .y.t."" eff.ctive m.t:tlod. of buying and u.1n; good. and 
•• ,.vic •• , competent money m.n.; .... nt, and th. protection of hu",an ri;ht •• 
Hav. you ev ... t.k.n a cour •• th.t DEALT SPECIFICALLV ... ith CONSUMER 
EDUCATION? 

1. YES 

2. NO 

[ J 

C 1 

B. 'CONSUMER INFORMATION conc::ern. und ..... tandin;· th. r.lation.hip b.t .... en 
th. con."" •• ,. and th. Konomic .y.tem, and und ..... t.ndinQ conc.pt. that .,.. •• 
i/ttport.nt in f •• ily Hnanc. and fa",ily c::on.umer dechion makin;. Hav. 

f~ you .v.r t.ken a cour •• or cou,. ... that did not d •• l .pecific.Uy with_ 
con.umer .duc.Uon but did h.lp you ta l •• rn con.ider.bl. CONSUMER 
INFORMATI ON? 

1. YES 

2. NO 

C J 

C l 

1 f yaur an .... ,. to A or Bi. VES, wh.t "'.. th. n.",. of th. cour_ or 
cour ••• ? 

. 1. 
2. ________________ _ 

3. o tlO.l1C3.Jl-:331 
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40. 

16. 

A. How would you rat. your knowledQ. of th. physlcal and psycholoQieal 
conditlons whieh can influence consum.r deeislons ln what te buy? 
C CHECK ONE ANSWER l 

-
1. VERY 13000 

2. GOOD 

,3 .. FAIR 

1: ] 

1: ] 

1: ] 

4. POOR 1: ] 

B. Oid Any of th. followlng .v.r centrlbut. te th1s knowl.dQ.? 

A L.OT SOME NOT AT AI.L 
Cl) (2) CS) 

a. Scheol 1: ] t ) 1: ] 

b. Famll y 1: ] 1: ) 1: l 

c. Fri.nds t J t ] t ] 

d. TV, radio, n.wspapers, magazin.s, books 1: 1 [ ] t ] 

t 10. 2][3.3:5-39] 

41. A. How would you rat. your und.rstanding ef the .ffeet that ec:enomiJ: 
conditions and consumer decisions may have en each other? [CHECK ONE 
ANSWER ] 

" , 

1. VER~ GOOD 

2. \;000 [ ] 

... 3. FAIR t, ] 

4. POOR [ ] 

B. How much do yeu th1nk the following helped yeur undefstand1n; of 
thi s .ffect? 

A L.OT SOME NOT AT ALI. 
i Cl) (2) (3) 

a. Scheel , 
1 1: 1 [ ] t 1 

b. Family t ] [ 1 1: 1 

c. Fri.nds t ] t ] t ] 

d. TV, radio~ n.wsp.p.rs, maQ.~in.s, book __ 1: ] C ] t ] 

(10 .. 3lC3.40-44] 
(' I-~ 

'. 
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42. A. HeN ~ch'de you kne" 
C CHECK ONE ANSWER J 

.bout he" te •• t.bl ish 'and u •• credit? 

DEAl. 1. A GREAT t l 

2. SOHE t l 

3. LITTLE [ l 

4. NOTHING [ l 

B. Dtd th. ofol1cwlnQ .v .... h.lp yeu ln 1.arnlnQ .bout he" to •• tablt.h .nd 
u •• crRit? 

A LOT SOME NOT AT ALL 
(1) (2) (3) 

•• School [ J t l [ l 

b. F •• il Y [ J t l t l 

c. F,.lend. [ J t l t [ l 

/ d. TV, ,..die, new.p.p ..... , maQazin .. , bock. [ J t l [ l 
tl0.4JC3.4ô-:SOl 

43 A; De you f •• l that yeu know encuQh te avoid b.i"Q mi.led or ch •• ted 
when bUYinQ~. aMd ..... vic: •• ? C CHECK ONE ANSWER J 

> 

1. VES C ] 

2. SOME. SU~ NOT ENOUGH [ ] 

3. LITTLE 

4. NOTHING 

8. Did th. fellewing .v.,. c:ontrlbut.'te thi. knowledge. 

A LOT 
(l) 

•• Schoel ~ t l 

b. F.ml1y t l 

c. F,.l.nd. t l 

d. TV, ,.adio, new.p.p.r., .agazln .. , book. C l 

'163 

SOME NOT 
(2) 
t l 

t l 

\ t l 

C ] 

[ ] 

[ l 

AT ALL 
(3) 
[ l 

t ] 

[ ] 

t ] 
t 10.!S] C3. '~51-!S:S] 

( 
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44. A. Do yau + •• 1 that yau knOH .naugh to b,. capable of prot.cting your 

riQhts if you rec.ive Qoads or •• rvic.s t~At Ar. un •• tisfactory? 
C CHECK ONE ANSWER J 

1. YES, A GREAT DEAL C] 

2. SOME, eUT NOT ENOUGH C l 

3. LITTl.E e l 

4. NOTHING e J 

9. Dtd th. fol10win; .ver contribut.-to your knowl.d;.? 

A LOT SOME NOT AT AL.L. 
(1) (2) (3) 

•• School • C J [ ] e l 

b. Family e l [ ] C,. l 

c. Friand. e J C l C l 

...-" d. TV, r.dio, neH.p.p.r., magazine., book. C J [ ] e J 
[lO.SlC3.S7-61J 

4:5. A. How wauld you •••••• your abl11 ty ta judQ. th. quaU ty .nd pric: •• 
Of geod. and s.rvic.s? C CHECK ONE ANSWER ] 

1. VERY GOOD 

2. GOOD 

3. FAIR 

,f.-. POOR 

c ] 
C ] 

C ] 

C ] 

B. Would yau con.ider that the following con\ributed ta th!. knewledQ.? 

A LOT SOME NOT AT AL.L. 
(1) (2) (3) 

•• Scheol e J C ] e J 

b. Family C J C ] C J 

c. Friends e ] e ] e ] 

d. TV, r.dio, n.Hepap.rs, magazine., book. e l ( ] e ] 
e 10. 6J [3. 62-69J 

i/' ) ,0 

o 

46. Do you r.gul.rly, k •• p a written record qf you,. expen ••• ? 

.' 
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1. 

2. 

J 

YES 

NO 

e ] 

e l 
C 10. 7lC3. 70] 
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FtNALLV SCME PERSONAL OETAI!..S WOULD GREATLY HELP THE ANALYSI9 OF THIS 
SURVEY. HOWEVER, THIS SURVEV 19 ANONYt1OUS. PLEASE DO NOT aIVE YOU~ 
NAl'tE. 

19. 

-----------------------"""'----------------
47. 

48. 

49. 
\:' 

~o. 

:#, 

:51. 

Your •• H? 1. :':::-2 c ] 

2. C ] 

How old ar. you? ___________ y.ars 

., 

Vour pre.ent .... rihl etatu.? 1. N.ver .arri'.d C ] 

2. /'Iarried/cohabi tin; [ ] 

3. Divorc.d/.eparated C l 

4. Widowecl C ] 

Who pays for your ho~.ehold .Hp.n ••• ? [' CHECK ONE ANSWER ] 

1. 

2. 

3. 

4. 

S. 

In the P •• t year did 

a 

Belf 

Self with h.lp of p.rent. 

Self with h.lp of spou •• 01'" equivalent: 

Shared l'Ii th f,.i.nd. of s1mil.r age 

Parent. 

you work .for money? [ CHECK ONE ANSWER J 

1. Full tim •• 11 Y •• " 

2. Sullllllers .nd part tiftttt in .chool y.ar 

3. Su ..... r. 

4. NOt at 

only 

.n 
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[1.6-7] 

Cl.B] 

e l 

e J 

, J 

e J 

e J 
tl.9] 

e ] 

e J 

t ] 

t l 
Ci. 10] 
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20. 

:52 •• ) w ..... you born in C.n.da? 1. V •• C ] IF YES GO TO QUESTION Il 

2. No [ ] 

[ l 

2. 2 - :5 V.a .... C l 

:S. Mo,.. than :5 V.a .... C l 
Cl. 11] 

:5~ As you .... ,.. v,.owinv·up what ..... th. 1.n;u~Q. ",o.t f .... qu.ntly u •• d in 
you... of A"'1 1 y? 

3. Oth .... 

C ] 

C ] 

C ] 

-----------------------------Cl.12] 

:5~. a) What proQ,..a", ..... you .n ... oll.d 1n at pr ••• nt? Pl •••• sp.C:ify 

b) In what y .......... you in your CEGEP .tudle.? 

; 1. 1.t y •• ,. C ] 

2. 2nd y.a ... C l 

:S. 3 ... d y.a ... C l 

c) A,... yau .n,..all.d a. • CEGEP' stud~ 1 

1. ~ll tilII. C ] 

2. P.rt tilII. ,C ] 

Cl. 13-16J 

fi Wh.n your .tudi •• a,... campl.t.d wh.t .1". YOU'" plan.? 

1. G.t a job C J 

~ ... ~ 2. Fu ... th.,. trAlninQ [ J 

3 • Unlv ..... i ty C l 

• 4. 1 dan't knaw C J t-
U.17] 

----------------------------------------------------------THANK VOU! 
\ 

---------------~------------

< o 
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, 

APPIIDIX D 

Population and 'surveJ Saaple Statlstica 

Engllsh Public CEGEPs ln the Province ot Quebec: Total Full-Ume Enrolment, 
September 1982. (Data usad ln calaU,latins samPl~ reqUiremen~. 

8. Swmœary or enrolment and questionnaire survey statistics 

"" i t 

-----------------------~-------------~-----------------------------------• 
CHAMPLAIN VANIER 

JOHN ' St- Ste- TOTAL 
ABBOTr Lennox. Lambert Quebec DAWSON Croix snow •. 

Total enrolJllent 4623 1285 2222 694 7369 3947 2167 22307 
----------'------------------------------------------------------_.::_-------
As , CEGEP popln 21 6 10 3 33 18 10: 101 

1 Questionnaires 
distrlbuted 100 28 48 14 158 86 

\ 

48 482 

1 Questionnaires 
returned 46 23 42 13 70 55 24 273 

\-

S or to.tal ot '" returned 
quest ionnaires 11 8 15 5 26 20 9 100 

-------------------------------------------------~--------------~---------

Totala May not equal 100S due to roundlng 
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b. Summal'y or enrolmellt by program and. by college 

----:---------------------------------------------------------------------
JOHN 

CHAMPLAIN 
St-

VANIER 
Ste- TOTAL 

ABBOTT Lennox. Lambe"t Quebec DAWSON Croix Snow. 

~~~~~!:~~;~~;--------------------------------------------------------1[--

Health ~ 378 115 
Pure &: Applied 745 175 
Developmental , 
Pre"par a tory 

Science subtotal 1123 290 

146 
292 

438 

82 
108 

190 

27-7 429 210 
558 602 341 
101 
62 

998 1031 611 

1697 
2821 

101 
62 

4681 

---------------------------------------------------------------------~----
Pre-Uni !ersi ty 
Arts: 
-----------------~-----------------------------~-------------------------~ 
Social Science 1137 321 692 , 77 ",2583 989 455 6354 
Commerce 874 167 443 66 ~ 545 581 362 3038 
Preparatory 43 43 
New School 123 123 
Retaillng '01 101 
Creat! ve Arts 164 36 122 363 144 51 880 
Music 138 138 
Lang. and Lit. . 113 57 42 71 181 

, 
147 . 51 662 

General Academl 31 4 52 
, 

87 
.:;; 

Arts subtotal 2288 612 1303 366 3939 1999 919 11426 

--------------------------------------------------------------------------
Total 
Pre-Uni vers! ty 1741 J 5~6 4937 3030 1530 16107 3411 902 

, . --------------------------------------------------------------------------

. , 
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\ 
continued ••• 

b. Summary ot enrolment by program and by college' 

. -
--------------~-----------------------------------~-----------------------

JOHN 
CHAMPLAIN 

St-
VANIER 

Ste- TOTAL 
program ABBOTT Lennox. Lambert Quebec DAWSON Croix Snow 
----------~---------------------------------------------------------------
Career: ". 

Forestry 
Dental Hygierie 
Med. Lab.; 

Cytotechno 1. 
Inhalation Therapy 
Radiogr.;Nucleogr.~ 

and Radlotherapy 
Natural Science 
Farm Management 
Nurelng 
Chemical Tech. 
Urban & Reg. 

Land Use 
CIvil Tech. 
Arch1 tectural Tech. 
Mech. Systems 
Mech. Tech.; 

53 
74 

2211 

29 

Drattlng 
Electrotechnology 
Aircratt Maintenanc 74 
Police Technology 210 
Child Care 
Speoial Care{Educ.) 
Social Science 
C.R.L.T. 
Documentation Tech. 47 
Business Admin. 201 
Bus. Admln.-

20 

68 

119 58 

109 

41 

264 
56 

99 

229 
306 

86 
95 

219 

242 

71 

171 

92 
205 

51 

102 

112 

238 

53 
74 

109 
51 

47 
102 

20 
\ 730"\ 

56 

29 
99 

112 
71 

229 
477 

74 
210 

, 92 
213 

86 
95 
47 

895 

Marketing 6 68 74 
Finance 3 80 24 107 

Secretarial Science 84 56 112 80 131 136 134 739 
Data Processing 123 153 210 546 
Fine Arts (prot.) 36 31 66 139 
Papular Music 91 91 
Prot. Thea tre 88 39 127 
Ceramics -28 1 28 
Commercial Art 101 107 
lnterior Desl~ 101 107, 
Graphics 1 104 ' 104 

------------~---------------------------------------~----------~----------
Total Careers 1212 383

0 

1181 138 2432 911 637 6200 
-----------------------------------~--------------------------------------

continued ••• -
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c. program of Enrolment of the English Public CEGEP Population, 
September 1982, compared to the Sample Population •• 

-----------------------------~----------------------------------------
Pro gram % in Population J in Sample 

Male Female Total 
-----------------------------------------------------------------~----

Pre-University Sciences: 

Pure and Applied 
Health Sciences 

12.6 
7.6 

24.4 
9.4 

15.1 
15.8 

----------------------------------------------------------------------
AlI Science programs 21.0 33.8 28.2 30.9 

-------------~--------------------------------------------------------
pre-University Arts: 

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 
Retail1ng 0.5 0.8 '0 0.4 

------------------------------------------------------------~--------
All Arts programs 51.2 39.8 116.8 

----------------------------------------------------------------------
Career: 

Business Administration 11.0 8.7 0.7 4.5 
Nursing 3.3 0.8 10.1 5.7 
Secretarial Science 3.3 " 0 16.7 8.7 
Da ta Processlng 2.4 0 0 .7 0.4 
Fine Arts 0.6 0 0.1 0.4 
COlDIDercial Arts 0 .5 0 0.7 0.4 
Graphics 0.5 2.4 2.2 2.3 

--~-------------~------4----------------------------------------------
AlI Car.eer programs 27.8 11.9 31.8 22.4 

--------------------------~----------------~--------------------------
Total 100.0 100.0 99.8 100. 1 

Humber of cases 22307 127 138 265 

• programs listed in the table are those drawn in the survey probab~lity 
sample. 
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1 " Percent Correct Beaponaea to Conauiter Knovledge Questions 

Question # % correct Question 1 % correct Question' % oorredt 

----------------------------------------~---------------------------------eona .... Beha'Yiour 
1 98.5 
2 a 38.~ 

b 83.2 
c 90.1 
d 85.1 
e 95.9 
r 91.~ 
g 72.9 
h BO.6 
i 79.7 
j 65.7 

3 a 91.~ 
b 96.7 
c ge.1 
d 98.1 
e 83.6 

5 a 84.~ 
b 43.9 
c 18.2 

~ a 56.1 
b 88.1 
o 56.9 

7 a 72.9 
b ~B.5 

, 0 71.0 
8 26.2. 

Contracta 
,13 a 78.0 

b 7.0 
o 94.0 

. d 47.0 
e 27.0 
t 91.0 
g 80.0 
h 25.0 
1 37.0 

14 46.0 

1 

15 a 
b 
c' 
d 
e 
r 

Eoonœlca 

82.4 
96.6 
96.3 
94.0 
91.4 
98.5 ( 

16 a 79.0 
b 17.0 
c 82.5 
d 74.0 
e 68.0 

17 95.5 
t B 11.0 
19 94.0 
20 a 88.0 

b 94.0 
c 83.5 
d 80.0 
e 95.0 
r 19.0 
g 51.0 
h 29.0 
1 84.0 

21 a 
b 
c 
d 

22 a 
b 
c 
d 

23 
24 a 

b 
c 
d 
e 

Finances 
, 86.5 
86.0 
41.0 
31.0 
52.0 
51.0 
82.0 
29.0 
31.5 
68.5 
90.0 
83.5 
46.0 
2~.0 

25 a 
b 
c 
d 
e 

26 

6.9 
30.1 
27.0 
16.0 
26.0 
18.0 

CODSlaier Protection 

\ 

21 1~.0 
28 a 13.0 

b 9i2.0 
c 28.0 

30 a 8~.0 
b 9~.0 
c" 911.0 
d 12.0 

i 31 ,a 10.0 
'b 35.0 

c 20.0 
d 111.0 

.32 
33 
3~ a 

b 
c 
d 
e 
t 

35 a 
b 
c 
d 
e 
t. 

36 
37 
38 

33.0 
63.0 
67.0 ~ 
67.0 
91.0 
59.0 
51.0 
83.0 

Purehase8 
59.0 
79.0 

~ -1 ;~:~ 
98..0 
69.0 
35.0 
61.0 

R.a~Il •• a to Questiona 10 and _6 (Priee aa aD Indication ot 
.ltJ lDCl Record leeplD8 Bebayiour) 

#101 Always [0.7Il Usually [30.9SJ Sometlmes [51.7S] 
Seldom [14. UJ Hever (2.6S] H-269 
Yea (26.6%] No [73.4S] H-267 

_------ 111 -
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Appendlx F 

Det'lnltlon ot Zones 'UaeeS ta Deser1be the Location ot 
Engllsh Publio CEGEPs in the Quebec Survey 

Append 10es 

The following text is directly quot~d (rom the reterence llsted at the 
end ot this appendix and is part Qf the sect Ion on study zone 
morphology and derini tions. 

Cenaua Metropolt tan Area (C.M.À.): The Census Metropoll tan Area 
encompasses the main labour market area ot a contlnuous bullt-up area 
having 100.000 or more population. Each C.M.A. has an urbanize~ core 
conslsting ot the continous buil t-up area, a rural-urban rr i nge and 
other municipal! ties and rural areas wi th!n the main labour market 
area. 

"Zone 1 - Central Business District 
The Central Business District is the major t'ocus t'or much of a clty'~ 
social and economic interaction. It 15 characterlzed by high 
concentrations 6f ottice employment and retail trade and service 
outlets, and by Bmall- numbers of permanent residents. 

Zone 2 - The'Ioner City 
The Inner city lB the transition zone of mixed-and unstable land use~ 
separatlng the Central Business 0 lstr i ct t'rom more durab'l e, mature 
neighboqrhoods. 

ZaD*" 3 - Mature Suburbs 
The Mature Suburbs encompass an extensi ve and varied sector ot urban 
residential develop~ent. This area displays a wlde ~an8e t?r socIal, 
economic ~d physica~ conditions retlected in a diyerslty or neigbbour­
hood charaater1stics and housing qual1ty and design. 

1 

! 
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\ 

\ 1 , ,1ft.. 

\ 
Zone Ji - New Suburbs 
The, conoept of "urban sprawi" ls inevltably assdciated with suburbàn 
development that took place when the private automoblle became the 
dominant form 'Of transport.' ••• t ... These fi:èw suburb~ were 
oharacter ized by ma3s-produoed, essehtia Il y 'siml1a\. single t'amil y 
dwellings, buhgalows and split levels, which became the dominant 
features of the urban landscape. (' -

Zone 5 - ~bla 
Exurbia •.. oan be descri bed as the remalnder ot the Census 
Metropol i tan Area outslde the oontinuously bui lt-up area. lt generapy 
oovers a great expanse of the C.M.A. and has a ·lOw population density. 
This zone embraoes rural farm land, Including market gardening and 
orchards, along witn non-farm uses such as regiona l parks, quarr ies, 
auto wreckers, rIdlng stables, dog kennels, dri ve-ln theatres, and goH 
oourses. The most important facet of this- zone, however, May be the 
villages and towns whlch serve the Immediate rural areas and aot as 
dormitorles for commuters seeking the tranquility of '''<lountry'' 11re • 

.. • Rural: Includes aIl parts of incorporated rural munioipali t les, 
unorganlzed territorles, and Indlan Reserves having a population 
denslty or less than 1.000 pel" square mile. Typical oharaoterlstlc:!I are 
low populatIon denslty, land ln agricultural use, and traots ot' 
undeve loped and wooded land • 

Author's Note: Since 1977, the popul atlon or Sherbrooke has Increased 
to more than 100,000, thus puttlng the Lennoxville Campus or Champlain • ln an urban zone. 

Reterence: Statistics -Canada, Perspective Canada II. A Compendium ot' 
SocIal Statlstics 1977. Minlstry or Supply and ServIce~ Canada. 1977: 
189-196. 
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.. APPabIX G 

Summary or Courses Taken, !! Reported by Respondents, Whieh Included 
Consumer Education or Related Content. 

) 

Type or course Course titles as l1sted by respondents. 
, _______________________________ r-__ 

M 
___________________ -----------------'!!""'-7 

Consumer Or1'~tion: Consumer credit ,.i._ 
Consumer eeonomics 
Consumer educa t Ion· 
Consumer behav 1 our 
Consumer chemlstry 
Nutrition 
Famlly Il ving(High School) 
Intro to consumer aeti vi ties 

(Hlgh School) 
--------------------------------------------------------------------------

Economies Orientation: Economies 
Hlcroeconomics 
Hacroeconomies 
Economi e geography 

. 

Ini tiation de la vie economique 
-----------------~--------------------------------------------------------, . 

BusIness Orientation: Business dynamles 
FundaiÎlen taIs of business 
Harketing 
Intro to Canadlan business 
Promotion • 
Re'taUi ng . 
Sales management 
Customer services 
Business law ., " Intro to Quebec law .~ 
Market research 
Advertislng 
Business Engl1sh (High S hoo!) 

• 

________________________ ,.. __ .. __ ~-------_________________________ &1. _________ _ 

Mlscellaneous "Into. hours (Universi ty)" 
Soc1al problems 
Chem1stry 
Hass media 
Chemlstry ot the world (902) 
Information ana1.ysls 
Chemistry III ' 

, , ". , . . Soc1ology ot the tamlly - ---- , -----------~---------------------------... -------------------------"'--'":"'~-----
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APPENDIX H Appendioes 

APPEllDIX R 

Tables 110 ta 63 as Reterenced ln ResUlta and AnaJ."sls 

Table 110 
, . 

Hales an~ta.ale8: descrlptl ve statistlca tor IMan scores and t-teat on 
group dltre~ces betveen ~ans 

------------------------------~---------;_ .... ~----_ .. _---------------- .. ---:----
Male Female .... 

Topic (129 ) ( 1 ijO ) F T df 2-tall 
(max.pts.) Mean sd Mean sd value value probe ---------------:---.. -------------~-------------_ .. _-------------------_!._----
Consumer 
Behavlour 19.4 2.3 18.8 
(26) 

2.6 1.26 1.97 266.7 0.05 

Contracta '1.1 2.3 10.7 2.3 1.03 1.25 264.5 0.21 
(16 ) 

Consumer 
j -

Protection , 2.4 2.6 11.9 2.5 1.08 1.61 ' 263.2 0.96 
(20) 

'\ ~ , 
Purchases 6.4 1.7 6.4 1.5 1.33 0.17 254.5 0.87 
(9) 
---------------------------------... -----------"'T'------------------------:----
TQtal 
(108 ) 

72.7 9.3 1 • 3' j . 98 266 • 2 0.00 

--------------------------------------------------------------------------* Note: raw scores 

Table 'Il 
. 

LaDsuase apoken in the chl1dhOOd hœe fnd Ita e~teot on acores: 
deacrlpti ve ataU,stlcs tor l18an scores and t-teat on group 
d1t~ere9ces betveen MaJl8 

--.... -----------..;;,-----------------------------------------'-... -----------------
Topic 
(max. 
score) 

Other 
rM~ 

Mean sd 

Language 
lklgl. or French 

(203) 
• Mean ad 

F T dt 2-tall 

value value prob 
------------------------------------------------------------_ ... _------- ----
Contracts 
(16) -

10.3 2.5 11.1 2.2 1.27 -2.51 100.5 0.014 

- _______________ r ____________________________________ ""t_-------------------
* ' Note: raw scores 
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T 

,Enro1Mnt ln pre-iml veralty arts or aolenqe PrQ8rus and 1ta ettect 
• CIl acores: cIeSOr1ptl ye atatlstlcs tor aean acores. and tr-teat on 

group dittereaC8a betw88n 1188DS 

f 

___________________________________ ~ ___________ w _________________________ _ 

Tapie 
(max. 
acore) 

program of Enrolment 
Science ' Arts 

(82) ( 1211) 
Mean sd Mean 

F T dt 

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 0.31 
(16 ) 

Economies 12.0 2.8 12.6 2.5 1.25 -1.57 159.7 0.12 
(t 1) 

-Finances 9.2 4.0 10.0 3;2 1.51 -1.52 148.6 0.13 
(20) 

6 

ConSJ.llller » 

Protection 12.2 2.2 12.2 2.1 1.54 -0.01 196.1 0.99 
(20) 

Purehases 6.5 1.6 6.3 1.5 1.09 0.72 168.5 0.41 
(9) .. , 
---------~---------~----------------------~----------------------~-------, . 
Total 69.6 10.6 71.5 9.5 1.24 ,:-'.34 160.3 0.18 
(108 ) _________ ~-------~-----------------------~--w---------____________ ~-------• Note: r.aw scores 

.. 
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J 

, 

EnrollieDt ln career or pr~1Dl1 verst ty progr.-a and !ts ettect on score": 
.,. desorlpt1v~,8tat1st1ca tor'aean scores and t-test on II"OUp dltterence" 

betveen lIeéUUI 

---------------------------~-------------~-----------------------~------~-
ProgW1m of Enroiiiient Separate Variance Est. 

Top1c 
(max 
score) 

Career Sclénce & Arts F T dt __ 2.-tall 
(59) (206T-

Réan sd Mean sd value value prob _________________ ~ ____________________ M __________________________________ _ 

Consumèr 
Behav10ur 18.9 
(26) 

Contracts 10.7 
( 16) 

Economies 11 .. 4 
(17) 

Finances 9.1 
(20) 

Consumer 
Protection 11.7 
(20) 

2.5 19.2 

2.5 10.9 

3.3 12.3 

3.7 9.7 

2.6 12.2 

,1 

2. J4 1 .09 :--0.82 90.7 

2.3 1 .23 -0.56 0.58 

2.6 1.53 -2.11 81.0 0.04 

3.6 1.10 '-,,1.13 90.5 0.26 

If 
2 • 5 1 • 1 2 -1. 27 89.8 0.21 

Purchases 6.4 1.7 6.4 1 .• 5 1.140.09 ,89.3 0:93 
(9) 

--------------~----------------~---------~----------------~-~-------------
Total 
(108) 

68,,2 11.2 10:8 10.0 1.25 -1.59 86.J4 ·0.12 

------------~------------------------~-~~------------------.--------------* . Note: raw scores 
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Tabl~ .... 1 • 

. 
Analysts or varianCe- betveen lI8aII8 or subSroups bued 4 01l total nUliber 
ot oonsu.er eduoation or related courses ~en and .an aooré'" Cor topio 
seotiOD on contracta ~ .. 

0> 

'Criterlon variable - Mean scor~ on section on contracts 
l • 

Description or subp9pulations. 
---------~--------------_:_---------- .. -.. -------------':1----

Total' . N Mean SD 
courses taken 

-----------------------------.. --------------------------. , , 

0 137 4 
67.2 1,4.8 

77 66.2 15.5 

, 2 31 15.2 8.5 

3 21' 10.0 10.8 

4 3 19.2 3.6 
-----~--------------.... -- ... --... ------.::::-~---------------------

Total 269 68.1 ---------"..----------------------------------------'4-----

ANALYSIS OF VARIANCE 

Variance ss dt MS F Slgn1ticanoe -------------------------------... ------... --------------------------------
Between groups 2416.20 604.05 ~.04 .0179 ** 
Wlthln groups 524~5.63 264 198.81 ' . . ------&t-,.;;;-------------------------4-------------------------------------1 

Il The null hypothes1s ~s acoepted at P --.01 leve!. " 
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. . . , AppendIoes 
'\< 
ri .... 

.. 

ADa~7ala' Or variance betveen meana or aubgroups baaed on total nuaber 
or CODaaer education or related oourse~ u.ken and .ean Score ror the 
topic seotion on tiœnoea Î 

Criterlon variable - Mean score on seçtlon on finanoes 
f, ' 

-
Description of subpopulatlons 
----------------------..----------------------------------

# courses N Mean SO 
r.' taken, 0, __ .A~!--"_. _________________________________________________ 

0, 

0 137 44.6 18.7 

1517 
~ 

77 46.8 ~ 

2 31 57.1 13.4 

3 21 55.0 20.2 

4 3 53.3 22.5 ----... ----------------------------------------------------
Total 269 17.9 

--------------------------------~-------~----------...,..----
0, 

/ 

ANALYSIS . OF VARIANCE 
• 

Variance ss MS F SignIt1cance .. _---------------------------------------------,..----------------------_':-
Between groups °5355.56 t 338.89 - .0019 ** 
Wl thln grpups 80824.55 26~ 306.15 ~ } _____ ~---.. ------_------"J.-----------~--~ .... ------_-------_______________ _ 

Il The null hypothesls la reJected. The dltrerence Detw~en the 8ubgroup 
population means 18 signiticant at the p' •• 01 levei. 
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1 tl' 
Table ~6 

':1 

. ~ '\ . ~:\ 

AnalJsls ot '1':lanoe à-t';"n ~ o~' aubgroupa baaed on total llUIaber 
ot cons ....... education ~ related cour,es taken and .ean acore tor the 
toplo notion on Pur0raea )} , 

Il 
Cri terion variable - Mean score on seotion on purchases 

\ 

, Description or subpopulations 

, courses 
taken .-

N Mean SD 

----------------~---------------------------------------

0 Q 131 68.5 1 'le 8 

71 70.9 17.3 

2 31 76..1_ 15.5 

3 21 71.8 14.,5 

4 3 92.6 6.4 
----t!t----------------------------... ------------"-!------_.:. . . 

Total' 269 71.1 1 7.11 -------------------------------------------------------.-

ANALYSIS OF VARIANCE 

'laria,nce SS dt MS F Slgni~ican'Ce -----------------------------------------------.------------------------
Be.tween groups 

Wl th!n groups 

~ • (l -

4203.27 

80824.55 

4 1050.82 

306.15 

3.59 ; .0072 ** 

---.... ------... --------------------a---------~---------.. -:------------:..-------

'\. •• The nu1l hypothes1s la reJected. The ditterenoe between the subgroup 
, POPulation meana la slgnlt10ant at the p • .01 level. 
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Appendioes 

Analys1e ot var1ance betveen M8DS ot sUbsrofP8 based OU total number 
or oons ...... education or related couraes take . and total _an score tor 
tbe oonau.er knovledge questions ' \ 

.) 

.Criterion variable - Total mean score on the consumer knowledge .questions 

Description of subpopulations 
---~-----~--~----~------------~------------~------------. . 

, courses N Mean SD 
taken 

--------~---------------~-------~-----------------------
. 0 1!7 63.8 10.7 

1 77 64.5 8.7 

2 t 31 71.0 5.2 

3 21 68.9 9.8 

4 . ~. 76.9. 2.6 ______________ w _________________________________________ _ 

\ 
Total 209 65.4 9.9 

---~--------~--------------------------------------------

ANALYSIS OF VARIANCE 

Variance SS HS F Signi r 1 canee 

-------------~-------------------------------------~-------------------
Between groups 2040.16 4 

Wi thin groups 264 

510.04 

91.91 

5.55 .0003 If 

---~------------------------~------------------------------~-----------

\ 

.'. The null hype;hesis ta rejeoted •. The d1tterenoe" between the subgroup 
po~ulation means ls s'lgnir1oant at the p - .01 level • 
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Table 118 

AnaI,.8!8 o~ var1aD08 betveen _DS ot sutJsroups baaecl on the DUllber o~ 
bus1n.8~ oourses taken and' aean isoore tor tbe topie ~otion on" 
8OOIlOIIi08 

Cri terion variable'- Mean score, on section on economics 

Description or subpopulations 

, courses 
taken 

• 

N Mean SD 

-------------------------~--------------------"---------o '217 

26 

Misslng cases 5 
J 

70.1 

79.6 

16.8' 

8.8 

-____ ~_-------------------~--------------------M------__ _ 

ANALYSIS OF ,Att.ANCE-

Variance SS , dt MS_ F 

\ , 
\ 

\ 

Slsn~rlcance , , 
-.-------------.~-------------------------~-----------______ ~--------w 
Setween groups 2281~4 3 Q 760.61 2.83 .0390 ** 
Wi thln grOU!>8 52485.63 0 264 . 198.81 

--~-----------------------------------------------------------~-~------J 

" 

Il The null hypotheals i8 aocepted at the p •• 01 level. 
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Tabl.e 119 -
Allal.,s1s ot "àrlanC8 betveen _ans o~ subgroupa ba8ed on tbe nUllber or' 
buln.,ss eourses taken and MaD acore tor the -topie section on ttnanoea . , . . 

Criterion variable - Mean.. score on section on finances 

Description. or subpopulatlons 
--------~-------------~-----------------------~~--------

1 courses 
taken 

N Mean so 
) 

--------------------------------------------------------o 

2 

3 

217 

26 

20 

1 

45.8 

55.2 

60.0 

30.0 

13.9 

17.8 

.0 

----------------------------------------~----------------
Total 264 • 47.6 18.0 

Misslng cases. ' 5 
----~-------------~--------------------------------------

ANALYSIS OF VARIANCE 

Variance ss dt MS F 
• 

--

Signltlcance 
-------~----------------~--------~-----------------------"------------
Bet:.'feen groups 

Wl thln groups 

572~.11 

52485.63 -...2'64 

3 1924.04 

198.81 

6.27 

. -
----_______________ M __________________________________ - _______________ _ 

** The" null hypothesls ls reJected. The dltterence between the subgroup 
population means -H-s1gniticant at the p, •• 01 level. " 
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Table 50 

ADalJsla ot variance betveen waana ot subgroups baaecI ... OD th., nUllber ot bua1nee: 
courees taken and .ean acore ~or the toplc section on purchaaes 

Cr! terion- variable - Mean Score on section on purchases 

Description or subpopulations ___ .w __________________________________________________ _ 

e • 
_ , courses N Mean SD 

1 taken 
\. \ 

----------~----------~------~~----------------------------
. 0 - ~ 17 69.8 17.5 

21 

2 • 20 

3 1 

79.1 

-76.7 

88.9 

15.5 

.0 

---------------------------------------------------------
Total 264 

5 

71.3 17.4 

Mlssing cases . , 

----------~-.--------------~-----------------------------

AN"bYSIS OF VARIANCE 

V~ianQe . .~ dt MS F S!gnlt'icance 
--~~--------------------------------~-~----~---------~----~------------
Between 'gr~ups 2945.71" 3! 981.90 3.33 .0200 ** 
Wlthin groups 76581.03 260 294.54 

---------------------------------------------------~-------------------

1 

. 
** The null hypotheals 1a aooepted at the p - .01 level. 
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.1 
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Table 51 

~ Analls1s ot variance bétveen _ana of aubgroup& baaed on the DUllber ot 
buslne. courses taken and total l18an score tor the aonsUll8r knavleclp . 
quest10ns 

'-

Criterlon variable - Total mean soore on t~e cons~mer knowledge questions 
.. .!:..{ ... 

Description of subpopulations 
~-------------------~-----------------------------------
. 1 courses 

taken 
N 

. 
Mean 50 

-----------------------------~--~-----------------------
0 217 64.4 10.0 

1 21 69.1 7.7 

2 20 70.7 ,9.0 

3 75:8 .0 
---------------------------------------------------------

Total 264 . 65.4 ... 9.~ 

Missi~g cases 5 . . 
----------~----------------------------------------------

• 
ANALYSIS OF VARIANCE 

___ ~~!:~:~_M _______ :: ________ dt _______ ~~~ ________ : ________ ~:~~:~:~~ . 

Between groups 1264.24 3 421.41 4.42 .0047 ** 
1 

Within groups 24712.46 95.28 "'-

-----------------------------------------------------------------------, 

** The qull hypothesla ia rejeoted. The ditterence b~tween the subgroup 
population means la stgnlt'lcant at the p - .01 level. 
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Table 52 
, 

Selt asaessment O~~OVledge ot p~Jsioal and psychologloal influenoes 
on deoislons by 118 score tor consu.er Imovlec:lge questions and bJ sex 

-
---~-------------------------------------------------------------------
Question 11 40A 
"How would you rate ,your knowledge of the physical and psycholog1cal 
conditions which can influençe consumer decislons if! what to buy?" 
-~----------------------------------------------------------------~----

Respondents 

-------,--------------------------_.-
Self Assessment Male Female Total 

Good 68.0 66.0 67.0 
50.7 49.3 100.0 
54.7 48.9 51.7 

, Fair 65.1 59.4 61.5 - 37.3 62.7 100.0 
21.9 33.8 28.1 

\ 
62.6 49.8 52.7 • Poor __ 
22.2 77 .8 100.0 

\ 1.6 5.0 3.4 
----------------------~---------------------------------~----
Total 

Mlssing cases 

67.7 
47.9 

100.1 
1 

'63.4 
52.1 
99.9 

1 

65.4 
100.1 
100.0 

2 , , 
--------------~----------------------------------------------
Total~ may not equal 10à~ due to roun~lng 

~ Peroent mean score tor the questionnaire 
Row percentages 

3 Column peroentages _-.. 
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Table 53 

Selt assessment ot respondents' understanding ot the interrelationship 
between 8Coooalc conditions and consWler decisions by aean score tor 
CODawae" knovledge quest10na and br sez . 

------------~-----------------------... ---------~----------------
Question # 41A 
"How would you rate your understanding of the effect economic 
conditions and consumer decls10ns may have on each other?" 

--------------------------------------------------------------

Respondents 
---------------~---------------------

Se l f Assessment Male Female Total 

N 126 140 266 
------------------------------------------------------------

Very Good 12.'1' 1 63.9% 70.0% 
72.2

3 
27.8 100.0 ,Ii 

20.6 7.1 - , 3~5 

Good 68.1 65.8 66.9 
48.1 51.9 100.0 
51.6 50.0 50.8 

Fair 64.5 61.9 62.9 r/. 

36.7 63.3 100.0 
23.0 35.7 29 .. 7 

Poor 60.8 52.1 55.4 
37.5 62.5 - 100.0 

4.8 7.1 6.0 
--~--------------~~-------------------------------------------\ 
Total 67.8 63.3 65.4 

47.4 52.6 10-0.0 
'100.0 99.9 100 .. 0 

Mlss1ng"-cases. 3 ~ 0 • 3 , 
---------~-----------------------_._--------------------------
Totals May not equal 100% due to roundlng 

1 Percent mean scor~,ror the questlo~nalre 
2 Row percentages 
3 Column peroentag~s '\ '0 i , 

Q,"\' 
\t( 

-

1 
'\ 
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Selt a.saeaa8nt ot knOilledge of credit by lIeaIl score tor C9D8U111er 
knovledge questions and by sa1 • 

-------~-----~---~~-------------~-----------~------~----------
Question' 42A 
"How much do you know about how to establ1sh and use credit'?" 
------~----------~-------------------------------------------~ / 

;' Respondents 
1 

/ ~---~-------~-----------~-----------
Self Assess ent Male l, Female Total 

N 129 140 269 
--------- -------------~~-------------~-----------------------

71.41 1 ... 73.3 % 71.9J 
72.7

3 
27.3 100.0 

12.4 4.3 8.2 

A great deal 

. . Some 10.0 67.1 . 68.4 
54 •. 5 45.5 100.0 

-41'.9 32.1 36.8 

" Little 67.2 62.4 64~3 
40.4 59.6 100.0 
35.7 48.6 42 •. 4 

.. Nol:fïlng - . 58;8 54.0 55.9 " 38.2 61.8 100.0 . 
10.1 15.0 12.6 

1 

-------------------------------~----------~------------~------
Total 67.6 

48.0 
100.1 

63.3~ 
5.?0 

100.0 

65.4 
100.0 
1 00.0 

-----------~-----------------------------------------~--------
Totals May not ~qual 100% due to roundlng 

"---

~ Percent mea~ score tor the que~tlonnalre 
Row percentages 

3 .CQlumn percentages 
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Table 55 

Selt asaeseaent ot knovledge to avold belqg .1aled ,qr cheated 
bJ llean acore tor conSUMr knov~edse questions and ~,. 84tX 

, 

Appendioes 

" 
-------------~--------------~------------------------------------
Question' 43A 
"Do you Ceel that you know enough to avoid being misled or 
cheated bùying goods and services?" 
-----------------------------------------------~-----------------

Respondents 

-----~-----------~-------------------
Selt Ass~ssment Male Female Total 

N . ' 129 140 269 ____________________________________________ M _______________ ~_ 

Yes 69.~% 1 67.1 % 68.6% 
62.9 CI 37.1 100.0 
43.43 23.6 33.1 

.Some, bl.lt not enough 66.6 63.7" 68.6 
113.1 56.9 100.,0 
53.5 65.0 59.5 

Li tt le 60.2 53.11 511,4 
15.8 811.2 100.0 
2.3 11.4 7.,1 

~othlng 59.9 59.9 
100.0 100.0 

0.7 0~14 

-------------------~----------~-------------------------------
Total 

r 

67.6 
48.0 
99.9 

63.3 
52.0 

100.0 

65.11 
100.0 
100.0 ---___________ w _______ ~ ________________________ ~ ___ ~---______ _ 

Totals may not equal 100% due to roundlng 

\ 
2 Percent mean soore tor the questionnaire 

Row peroentages 
3 Column percentages 
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Table 56 

., 
Selt aasessaent ot knovledge and ab1l1ty to protect rights vhen 
41aatlst~ed br MaD score tor COnsuMr kDovle'dge ques~loDS and br .sez 

Q 

____________________________ ~ _________________________ ~---M~ _________ _ 
Question Il 44A.) / 

~ "Do you' teel that you know enough to be capable or protecting your 
lnterests ir you receive goods ôr services that 'are un~atisractory?" 

------~----------------------~----------------------------------------

Resp'ondents 

, -
-----------------------------~-------

Se l t Assessment Hale Fema~ Total 

N 129 ' 138 267 
--------~-----~-----------------------~----------------------~ 
Yes, a gr~at deal 69.~1 66.8% 68.1% 

55,7
3 

44.3 100.0 
'26 • 4 19 ~ 6 22" 8 

Some, but not enough' .67.2, 64.6 45.9 
49.7 50.3 100.0 

,64.3' 60.9 62.5 

Little .. 66.3 57.2 57,4 
.32.4 67.6 " 100.0 
, 8.5 16.7 12,,7 

, .Nothing ·61.6 J56.4 57.4 
20.0, 80.0 100.0 

~ 0.8 2.9 1.9 . 

----~-------------------~----------------------------------~---
Total ~ 67.6 63.5' 65.5 

48.3 51.1 100.0 
100.0 100.1 99.9 

Hissing casés. 0 2 2 
-----------------~---------------------------~------------_._--
Totals may not equal 100% due to roundlng 

1 Peroênt 'mean score tor the questionnaire 
2 ROM pe~oenta8es 
3 Col~ peroentages' 
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Table 57 

Selt a~sess.ent ot abllity to judge quallty and prioes by lDean soore 
,t'or cons ...... kDowle~ questions and by sex 

----~----------------------------------------~----------------
Question # 45A , 

~ "How would you assess your abllity to judge the quality and 
priôes of goods and services?" .. 

--------------------------------~--------~--------------------
. . 

, Resphndents 

, . 
-------------------------------------

Self Aàsessment Male Female Total 

N 126 140 ,266 
--~-----------------------------------------------------------. 

69. ,'; 1 Very good 67.0J. 68.0J 
64.0

3 
36.0 100.,0 

• 24 .• 8 12.9 18.,7 
~ 

,CiOod 67.9 ,65.0 66.4 
, , 50.0 50.0 100.0 

61.2 56.1 58.6 

Fair 
~ 

64'.0 59.4 60,8 ' 
31.6 68.4 100.0 
14.0- , 28.1 

() 

21 • .3 

,poor 52.3 ~2.3 
ft 100~0 100.0 

2.9 r 1.5 
,~ - , 

--------------------~-----------------------------------------
Total 

Missi~g cases 

67.6 
48.1 

100.0 
3 • 

, 
63.5 
51.9 

100.0 
o 

65 .. 5 
lQO.O 
100.1 

3 
~--~----------------~-----~_._-----------------------------~--
Totals may not equal 100% due to rounding 

1 Percent m~an score tor the questionnaire 
2 Row percentages 
3 Column peroentages 
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Table 58 

-&na.IJsla ot variance betveen aeana cit subgroups baaed on selt asaesSlient 
.ot knoVledse about pbJslcal and P8ycholOSical lnf'luenoes on declsion 
_klns 

. ' 

CrHerlon varIab'le - 'Mean score tor consume~ knowledge questIons 
.. 

Description 0(' subpopulations ~~ _____ ~~ ________________ ~_~ _________ ~ ___ ~ ______ ~ _____ a __ 

Assessment value N Mean 
-----------------------------------------------:::------

Very Good 45 69.83~ 9.33 

Good 138 67.00 8.48 

Fair 75 61.54 ' 9.93 
,). 

poor 9 , 52.66 12.58 

Mlss1ng 2 54.73 3.80 
~~----~--------------.------------~------~--------~--~---

Total 269 65.38 9.91 ------.,.------.. -------,.--------_!_-----,.-------~------------
- , . 

ANALYSIS OF VARIANCE '. 

ss dt MS Signiticance 
------~-~---------------~----~---------------_._----~~----------~------

. Between groups .4041.95 

lii thln groups ' 22262.04 

.4 

264 . 

tOl0.49 

.84.33 

11.98 .OQOO ,~* 

~-------------------------~--~~--------~-----~------------_.---------~ 

** The null hypothesis i8 reJeoted. The dltteréno8 between the subgroup 
population means Is-s1gnltloant at. the p • .01 level. 
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Table 59 

AppenclI~es 

'\ 

lna~7als .ot yarlance betveen meana .ot .subar.oupa .based .on .selt 
aaseaa.ent ot understandlng ot the Interrelationablp bebveen eoona.1o 
conditions and .00000Uller .dec181oDS 

J, Criterion var1able - Mean score tor consumer know~d~é quest10ns 

Description of subpopulations 

Assessmént value N Mean SD ______________________________________________ M _______ -~ 

Very Goocl 36 69.98% 9.12 

Good 135 66.94 9.3~ 

Falr 79 62.85 9.10 

.paor 16 55.40 11.03 

Missln~ 3 59.44 7.80 
- . ---------------------------------------------------------Total 269 65.38 9.91 

--------------------------~------------------------------

ANALYSIS OF VARIANCE 

Var1ance - _ S8 dt MS 81gn1t' lcanc~ 
----------------------------------~------------------------------------
Between groups 3291.30 4 

Wl thln groups 23012.69 - 264 

82a.83 

87.16 

9.44 .• 0000 .. 

-----~--------------~------------------------~-----------~-------------

** The null hypothesis Is rejected. The dltterence between the aubgroup 
population means 115 slgnltlcant at the p - .01 lèvel. 
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Table 60 

Allal,ala ot variance between _ana .ot subsroups basecI.on .selt .aaseasaent 
ot knowledp about usina and establlsb1.Dg credit 

Crlterion variable --Mean score for consumer knowledge questions 

Description of subpopulations . 
_____ M ____________________________ ~--------~-------~--__ 

Assessment value N Mean 50 -----~--------------------------------~-----------------_. 
A great deal 22 71.89~ 7.87 

Some 99 68.41 8.05 

Little 114 64.33 9.39 
, 

Nothing 34 55.86 10.50 

---------------------------------------------------------, 1 

Total 269 ,65.38 9.91 
---------------------------------------------------------. , 

A~ALYSIS OF VARIANCE --
Varianoe S5 df MS F Sign1ticance 

~--------------------------------------~-----------~------------------
Betw~..en groups 

Wlthin groupa 

5051.33 

21252.67 

3 

265 

1683.78 

80.20 

. 21.00 • 
.0000 ** 

--------------~--~---------------------~----------------------------~--

' .. 
** The null hypothesls 18 rejeoted. The dlfference between the'subgroup 
populatl9Q-means Is.s1gnlflcant at the p • .01 level. 

~. ,. 1 
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Table 61 

/ 
1 ADal.J8is ot variance betveen Mana or ·sub8l'QUps .baaed .on .selt .aaaeS8MDt 

,or knov1edge to ayold bailli .ialed .or .cheated 

Criterion ~arlable - Mean score tor consumer knowledge questions 

Description of subpopulations 
-------------------------~----------------------------.-

Assessment value N Mean SD ____________ M ___________________________________________ • 

A great deal 89 68.57% 8.57 

Some 160 

Little 19 

Nothing 

64.94~ 

54.45 

59.90 

9.50 

11.19 

.00 

-------------~--------------------------~----------------
Total 269 

----------------------------~----------------------------

, 
ANALYSIS OF VARIANCE 

Variance ss dt' MS F Signlt'icance 
--------_ .•. -----------------------------------------------------------
Between groups 

Wi thln ~r'oups 

3237.26 

23066.7lf 

3 

265 

1079.09 

87.04 

12.lfO .0000 ** 

----------------------------H-----------------------------------______ _ 

'** The null hypothesis ~s rejected. The dlt't'erence tetween~the subgroup 
population means Is slgnit'icant at the p • .01 levei • 

. 0 
\ 
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• Table 62 } ' 

Analysls ot variance betveen lI88IUS ot subgroupa based on selt aa8es.ant 
-- ot abillty to proteot rigbta vIlen diaatistied vith goods or services 

reoelyec! 

-'~ 

Criterlon varIable - Mean acore tor consumer knowledge questlo~s 

Description ot subpopulatlons _~ ___ ~ ____________________________________________ w ____ _ 

"'"lIi' \ • 

• Assessment value N Mean 1 SD 
~--~-------~-~--~---------------------------------------

A great deal 61 \68.11 ~ J 9.11 

Some 167 65.89 9.41 

Little 34 60.15. "10.30 

Nothlng 5 57.42 7.32" 

Mlssing 2 47.94 23.78 

---------------------~---------~----------~-----------~~-
Total 269 65.38 9.91 

--------~------------_._-----------------~---------------
• 

ANALYSIS OF VARIANCE 

Variance SS dt MS 
) 

y 
. ' 

S1gnitlcance 
----------------------~------------------------------------------~-----Between groups 

Wl thin groups 

2354.91 

23949.08 

4 
. ... 

264 

588.73 

. 90.72 

6 .. 49 .0000 ** 

~----------p~-----~-------------------~------------------~------------­. , 

. " 

, ** The null hypothe8is i8 reJected. The ditterence between the subgroup 
popUlation means 18 s1gnlt1cant at the p • .01 level. 
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APPENDIX H Append10es 

Table 63 

AnalJsls ot variance betveen l18ana ot 8UbgrOUPS bàaed 00 àelr 88SeS8lleDt 
or ability to Judge quality and priees 

Criterlon varIabl~ - Mean score for consumer knowledge questions 

Descrlption or subpopulatlons 
------------------------------------~-----------=~---~--

Assessment value N ' Mean SD .. . , 

----------------------------------------------_.--------
Very good 50 68.3PS 10.56 

Good 151 66.lIJJ 9.11 

Falr 51 60.82 9.70 
" 

• Poor 4 52.31 7.18 
f 1 l' j 

64.16 
.~.r.~/~, :~.~ 

MIss1ng 1 .00 

--------------------------------------------~-------~----
Total 269 9.91 of 

-------~-~-~---------------------------------------~----­.. 
ANALYSIS OF VARIANCE 

Var1anoe SS df MS F 

"-

k 

--" -- ~- - ----
Slgnlrlcance 

------~---------------------------------~-----~---------------------~--
Between groups 

Wl thln groups 

24,10.60 

23833.39 

4 

264 

617.65 

90.28 

6.84 .0000 *. 

------------------------~------~-----------------~-------------~-------

/ .\ 
** The null hypothes1s ls reJected. The d1tterence between the subgroup 
population means 1s s1gn1t1cant at the p • .01 level. , 

.. 
1. • 
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