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Abstract:
The purpose of this study was to determine the needs of Home Economists to assist them in teaching
consumer economics. Questionnaires were mailed to all the Home Economics teachers in Montana and
to all the women county agents.

A total of 58 percent of the teachers and 92 percent of the agents returned the completed questionnaire.

The results indicated that 82 percent of the home economists had received their training in consumer
economics as a part of the courses offered in the Home Economics curriculum, one-third had had one
course in economics, and one-third had two courses in economics. A few had had more than two and
12 percent had none.

Fifty-nine percent of the Home Economists used popular magazines and 49 percent used commercial
company information. Very few used the professional journals of the American Dietetic Association or
of the Home Economics Association. Thirty-six percent reported using food store managers,12
percent" food processors, 27 percent bankers while only 28 percent reported calling on economics
personnel as resource people to assist them in teaching consumer economics.

All respondents reported teaching some consumer economics. It was taught as an integral part of other
courses, i.e., food, clothing, home management, family finance, by the majority. Over half felt only
average of below average in the degree of qualification to teach the subject.

Approximately three out of four respondents expressed a need for information from an unbiased source
in the following areas: installment buying, costs of credit, new products available, managing the food
dollar, seasonal sales, and local products. 
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ABSTRACT

The purpose of this study was to determine the needs of Home 
Economists to assist them in teaching consumer economics. Question
naires were mailed to all the Home Economics teachers in Montana and 
to all the women county agents.

A total of 58 percent of the teachers and 92 percent of the agents 
returned the completed questionnaire.

The results indicated that 82 percent of the home economists had 
received their training in consumer economics as a part of the courses 
offered in the Home Economics curriculum, one-third had had one course 
in economics, and one-third had.two courses in economics. A few had had 
more than two and 12 percent had none.

Fifty-nine percent of the Home Economists used popular magazines 
and 49 percent used commercial company information. Very few used the 
professional journals' of the American Dietetic Association or of the 
Home Economics Association. Thirty-six percent reported using food 
store managers,12 percent fpod processors, 27 percent bankers while 
only 28 percent reported calling on economics personnel as resource 
people to assist them in 'teaching consumer economics.

All respondents reported teaching some consumer economics. -It was 
taught as an integral part of other courses, i.e.$ food, clothing, home 
management, family finance, by the majority. Over half felt only average 
of below average in the degree of qualification to teach the subject.-'

- .

Approximately"three out of,-four: respondents expressed a need for 
information from an unbiased source in the following areas: installment
buying, costs of credit, new products available, managing the food 
dollar, seasonal sales, and local products.
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CHAPTER I

. INTRODUCTION

Many of the goods and services once produced in the home are now 
being purchased. Families today are being confronted with many choices 
as they purchase the necessities and luxuries for the home and family 
living. The new developments over the past years have created a bewild
ering variety of durable goodss processed goods and services which 
compete for a share of the- family income. Linked with this multiplicity 
of goods and services is the highly pressurized advertising that encour? 
ages the consumer to buy. Consumers need basic information about 
commodities that are for sale and. an understanding of how to make deci
sions about what to buy. In addition, they need information about 
marketing costs, credit costs, and pricing policies so that they can 
make decisions that will yield to the family the greatest satisfactions 
for the money spent.

Average personal income in,the United States continues to increase 
slightly, but the incomes in Montana remain rather constant, (I),.
Seasonal work, strikes an unfavorable weather conditions for farming 
and ranching result, in low income in some areas of the. state. . .With 
the increased nuiriber of goods available, wants and desires-of -families 
are always beyond that which families'are able to achieve. ■> .........

The number of credit agencies, particularly small loan companies, 
continue to increase in numbers in Montana and their advertising con
tinues to.encourage people in Montana to use additional credit (I).

The number of homemakers working' away from home, and the number of 
activities in which family members are'concerned, continue to increase, 
Both of these factors mean more time.pressures for homemakers and other 
family members, which result in increased services as well"as goods.

With these changes in mind, we need to ask some questions and to 
try to arrive at some conclusions., (a) Is. consumer economics education 
needed? (b) Can it be justified as a part of the program of tax supported
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institutions? (c) Who guides the consumer? (d) Is price a quality 
guide? (e) What is the effect of advertising on consumer demand? We 
shall now explore these questions.

Is Consumer Economics Education Needed?

Choices are being made constantly by the consumerThese choices 
are based on family tradition, local customs, convention, individual 
taste, education and income. 'Consumers' may acquire.for themselves 
information, that will assist them in making decision, from many sources — 
magazines, labels', advertising materialsradio, television, commercial 
and education agencies. "Or an educational program may be planned to 
inform and help them discover what goals of life hold the greatest pro
mise and what goods are best for them'? (2).

Much of the interest in consumer economics education arises from 
the idea that consumers could be trained to get more for their money.
A weII-planned educational program might achieve this. Consumers 
should be made aware of their shortcomings. Margaret Reid says an 
educator's job is to help people understand the market system, what 
factors influence the consumer's decision, price differences, product 
differentiation and how to judge quality. Information should be 
accessible, reliable, and easily understood if they are to be of help 
to the consumer (2),

Many consumers are apparently not getting their money's worth in 
the market, and for this reason, an important part of a program of 
consumer education should be devoted to a study of marketing. Consumers 
should become aware of the possibilities of consumer cooperatives, the 
advantages of informative labeling, the adulteration of goods, the 
deception and fraud which occur in advertising, and why our present 
agencies supposedly checking such things are not more effective (2).

"The democratic freedom of consumer choice must still involve the 
freedom to choose unwisely--̂ at any rate, it can be concluded that useful
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information is difficult to find, transitory in its relevance* tricky 
to use and still harder to remember unless you are really interested"

(3).
If all consumers learned about selling practices» avoided impulse 

buying and planned their purchase* businesses would be on a more competi
tive basis and buyers would save money. Whether .,the results of an 
educational program in consumer economics justify the effort is a 
question which individuals must decide. Gordon has stated that * "Few 
people have so much money that they can afford to waste any of it * nor 
is. their time so valuable that they cannot afford to study and practice 
good buying habits" (4),

Economists recognize thatithe ultimate end of .economic activity is 
to satisfy the wants of consumers, but in the past they have been more 
concerned with the problems of the producers. They have apparently left 
the task of education of consumers to the home economist. "As consumer 
problems have become more pressing* the consumer has turned to the, 
economist for guidance" (5).

A. June Bricker, Executive Director of the American Home Economics 
Association feels that home economists have an important responsibility 
in this area--to provide information that is current regarding goods and 
services that are available to the consumer $ and by helping to provide 
opportunities for individuals and families to gain experience and 
competence in fulfillment of thfeir needs (6).

The consumer movement is essentially an educational or informational 
movement. Colston E, Warne* President of the Consumers Union* emphasizes 
that* "The consumer movement should permeate the whole process of -educa
tion and particularly adult.education. In this field up to now, we in, 
the United States have been rather backward in comparison with certain 
other countries'." He further- explains that the Consumer's Council of 
Norway is supported by the government and that government-supported 
universities contribute to the work of the council by testing consumer .. 
products„ handling consumer's complaints, and by providing traveling
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consumer exhibits and other consumer-educational services (7),
A move in this direction in the United States has begun with the 

formation of the Consumer Advisory Council by the President of the United 
States. He has directed that this Council examine and advise the govern
ment on issues of broad economic policy, on governmental programs protect 
ing the consumer, and on needed improvements■in the flow of consumer 
research, material to the public. To date, the Council has selected the 
following on which to work during 1963-1964: (a) Consumer standards,
grades and labels; (b) Two-way flow of information of opinion between 
government and the consumer; (e) Effective consumer representation in 
government; (d) Consumer credit and economic welfare (8)„

Consumer education is needed by young people as well as by adults > 
The' fact that 39 percent of the brides, and 10 percent of the grooms are 
under 20 years of age in the United States indicates a need for help 
in decision-making and money management at the high school level.
Consumer education for high school age youth has a real meaning when 
related to goods and services that they desire. Decisions about the 
alternate uses of money and the value of long-time planning should 
involve and be related to the interests of this age group (9),

Mrs. Hurd explains that, "Enrollment ia extension programs that 
include financial management, meetings on sources, costs, and uses of 
credit is ample proof that families need and., want to become more intell
igent managers of their resourcesi" She continues that the typical Ameri 
can family, today owes $5000, a 413 ..percent increase in indebtedness in 
the past 15 years. The compulsion to consume is so widespread it is 
hard -to believeithat we once built our lives on thrift and savings.
"Are :we trying to increase consumption under the guise of consumer 
education? Someone has to bring us back to a path of sanity where we 
can begin to reklize that we cannot continue to sell our souls, our time, 
our peace of mind for the endless journey on the consumption treadmill," 
she concludes (9).



- 5 -
There, seems to be a long-term:,trend toward increased taxation and 

public spending. Educators may need to take increasing responsibility 
for educating the consumer for public as well as private financial 
management (10).

George Katona states that " little is known about the dynamics of 
expenditures on food and clothing, but there is no doubt that in many 
cases, they follow habitual patterns--the smaller the single expendi
ture, the more probable is the habitual behavior. Whether or not such 
expenditures are formalized in the family budget is not very important, 
They go on habitually until something disturbs the flow of behavior and 
leads them to make a new decision" (11).

In speaking of food buying id particular, Reid refers to the sources 
of information used by the consumer before going to buy as one of the 
"blind spots" of the picture that we have of consumer purchasing prac
tices. What use is made of what information is practically unknown, she 
says (12).

All of the progress that has been realized in education and in 
public and private agencies are only aids to the consumer. The greatest 
responsibility in improving the efficiency of choices rests with the 
consumer. Education and rating services will help only if the consumer 
makes use of them. In addition, the consumer should be ever alert to 
the quality of his everyday purchase, He should direct his patronage to 
those firms that provide him with ..information which enables him . to .make 
choices resulting in.maximum satisfaction. According to Taylor, "When 
the consumer.entrusts to others the right of ultimate choice, he will 
have lost his economic freedom?' (13) .„ He continues by saying that efforts 
to increase consumer efficiency do not deprive one of property, nor 
force- conformance to a specific program that inhibits the freedom of 
the producer. Instead they supply the producer with information that 
facilitates the making of intelligent choices. If such a program were 
successful, consumers would tend to make choices that provided the
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greatest satisfaction per dollar. Firms that sold such products of value 
would prosper. Other, firms would b& forced to improve their product or 
fail. "Consumer activity of this type would be a net gain to society" (13).

The possible effect of consumer education upon demand shifts among 
groups of products is stated by Shaffer.

"It is quite likely that increased demand for any one product 
stimulated by consumer education will result in a reduction In demand 
for some other agricultural-product and thereby worsen, the position 
.of its .producer" (14) „

Should Teachers and County Agents be Involved in 
Teaching Consumer Economics

Kyrk (15) compares consumer information programs with political 
campaigns and their effect upon voters. She says that in a.democratic . 
organization the ultimate power is vested in the voters just as the 
power of demand isnheld by consumers. An informed and intelligent 
electorate will use his voting power to approve good measures and put 
the best men in office. An informed and intelligent consumer will use 
his buying power to demand and get the most and best for his money.

But who has the real power? In the political as well as the economic 
realm, there is evidence to indicate that the individual voter or buyer 
has little power or control. An individual voter cannot alter an 
election nor determine public policy. Neither can an individual purchaser 
change the existing scale of prices nor .alter the course of industry.
Is the real power held by the political bosses or the large scale 
producers? (.15) .

I. W. Witt proposes consumer education as one suggestion for an 
ethical framework for marketing research and extension which should 
provide "information that will enable consumers to distribute their 
expenditures among food items, and ultimately between food and other 
expenditure items on the basis- of facts . . . .  Society says it is 
desirable to provide information that can help consumers to teach
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equilibrium positions more quickly- with changes in income, in family 
size-= and composition, in variations in seasonal prices, or in changes 
in social position, etc. To go beyond this raises a serious and tricky 
ethical question. Society supports certain organizations and directs 
them to influence peoples’1 value systems in a broadly defined manner.
It is a poor teacher or poor extension worker who fails to do likewise. 
To urge society to adopt new programs to change value patterns in order 
to benefit one sector of the: economy is more questionable than urging a- 
new program because the new -values are desirable in themselves. Distin
guishing both of these positions from a practice of carrying, on existing 
societal mandates to influence values involves blurred rather than 
clear-cut distinctions'* (16) „

In his paper, Witt (16) has raised points for discussion as to 
whether we are justified in maintaining a program designed to influence 
one part of our economy--the consumer-rfor the benefit of another-- 
agriculture. Information presented to consumers by a consumer education 
program should be designed to be helpful-.to them (the consumer). The 
better informed buyer will be able to use his resources to consume 
more and better goods. Information should be presented on a take-it-or- 
leave-it basis, leaving the decision as to whether the consumer uses 
it or not as a personal matter. These considerations do not eliminate 
the influence element being questioned by Witt but they may help to 
counteract the criticism against a consumer educational program.
Consumer education to be effective must be geared to the consumer’s 
need.

According to Holmes and Shaffer "Homemakers familiar with the 
Marketing Information for Consumers- program in Michigan agreed that a 
program to give consumers information is a proper activity of a tax- 
supported educational institution"’(17).

From the above discussion, it is evident that there is a need for 
consumer education and that it is justified as a proper activity of
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tax-supported educational institutions.

Who Guides the Consumer

While differences in incomes are important they are not necessarily 
the deciding factor in determining the wisdom of consumer purchases.
A low income does not necessarily mean that the consumer does not know 
how to buy wisely nor does a high income automatically mean wise con
sumption. According to Gordon "there is ample evidence that rich 
parents do not always choose wisely for their children and that poor 
parents do not necessarily choose unwisely for their children." It is 
popularly assumed that as one acquires money of his own to spend, he 
automatically learns how to spend wisely. Thus the American educational 
pattern has included very little, if any, training.for the intelligent 
usA of wealth and leisure. Emphasis has been on production--how to 
produce and acquire wealth. Courses in chemistry and physics, for 
example, have emphasized the use of these sciences in production rather 
than their use by. consumers to evaluate the nutritive value of foods, 
quality of clothing, or durability of household appliances. Home 
economists have attempted to remedy this situation; however there are 
still many students who have not been exposed to information regarding 
the consumer (4).

The process of teaching the consumer new habits is a difficult one. 
Man is a creature of habit and many have little or no interest in learn
ing new ways of living. Many people resent being told how to consume 
more wisely, and it takes time to become an intelligent consumer. People 
were so involved in making a living in the past that they had neither 
time nor energy to devote to improvement in their living practices. 
However, shorter working hours and more leisure time should provide an 
opportunity for more people to become better informed, about wise buying.

Gordon says that labor unions have taken the lead in offering 
courses to union members which deal with all phases of consumer problems.
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The goal is to help union members spend their money wisely (4).

With the advent of machines and specialization following the 
Industrial Revolutions the economies of production on a large scale

- -Z
could be realized only by steady maximum production. Producers could 
not let equipment stand idler while waiting for orders, so they produced 
goods in anticipation.of demand for them. Consumers were besieged by 
aggressive sellers whose jobs wtere to create demand. "Consumers have
proved sp incapable of guiding producers and so susceptible to suggestions 
from sellers that sellers now play a large part in determining the choices' 
of buyers" (4). Many techniques are employed by producers such as 
attention-getting advertisings planned obsolescence, installment selling, 
price appeal, religion, patriotism, and state and local loyalty to 
create demand. Most of the goods in our economy are produced in antici
pation of consumer demand rather tfedn a want that has been registered in 
the market place by consumers and then produced (4).

Gordon (4) reminds us that if there were some way to accurately 
determine the wants of consumers, a long step would be taken toward 
eliminating economic cycles of depressions and recessions. However, 
very few consumers anticipate their wants; and even if they could be 
educated toward this goal, many would change their minds before buying. 
"The present system yields practically all the consumer wants and much of 
what they do not want"(4).

Producers are guided by measurable profits, while consumers have no 
guide except unmeasurable utility. Producers are inclined to produce that 
which will yield the most profit rather than that which will promote1 
human welfare. As a result some producers offer for sale things consumers 
do not want.

Damon s„ays that "Consumers become medical experts from one reading 
of a Sunday supplement of a magazine article. Such gullibility is one 
of the consumers greatest weapons against himself. They read about 
vitamins and become experts in the field of nutrition. They read



about minerals and start drinking ocean water at twelve dollars a pint. 
They suffer from IWK1 in itself a horrible disease. Information Without 
Knowledge” ■, (18) i
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Is Price a Quality Guide for the Consumer

1 A definition of price as given by Taylor and Shaw is "that point of 
equilibrium between the seller’s cost and the buyer’s satisfaction1.1 (13). 
Retailers, look upon selling as highly competitive; however competition 
can take forms other than price. Examples are free delivery, credit, 
convenience of location, attractive store furnishings, etc. Consumers 
are unspecialized— they buy many products. Slight price differences 
will not usually, affect changes in where they buy. Each retailer/hSas 
his own clientele and may change prices without consumers noticing or 
caring and the consumer will continue to deal at this place because of 
habit, /

In specialized stores (variety stores) patrons will accept a change 
In quality more readily than a change in price. Consumers dislike 
constant price changes. For this reason, retailers may change the size, 
of a unit (smaller candy bars), offer premiums, free deals, or lower 
,the quality of the merchandise. Practices like these can exist because 
most consumers are so poorly informed of quality that they are susceptible 
to all forms of marketing practices (2).

Price comparisons are more difficult when premiums are given and 
consumers tend to overlook the fact that sellers do not give things 
away, the cost of the premium is included in the price. Most premiums 
are paid for by lower quality or higher price. Price competition is keen
est where quality can be identified. More information on labels.and sim
plification of package size would tend to reduce the importance of price 
in decision-making within limits (2)»

There is probably no other merchandise where consumers are so 
completely in the dark as in canned goods buying. Here in the absence of
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quality grade on the label, the buyer must rely on price as a measure of 
true quality. When the consumer's past experience with a cheap product; 
has been unsatisfactory, then he may conclude that high .price means good 
quality. Gordon reports that Consumers Union has made many price-quality 
comparisons. Always the results are the same; there is no dependable 
relationship between quality and price (4). Oxenfeldt's studies led him 
to conclude that "the relationship between price and quality was relatively 
weak in most cases" (19). Label indications were completely useless as a 
guide to quality. He (19) concluded that "brand names would be only a 
slight aid to the consumer; in a substantial number of cases the consumer 
would obtain a mediocre or poor buy."

Gasoline may be used as an example of brand competition. There is 
usually little price variation among advertised brands in a local market
ing area, but local brands, often of equal quality are sold at lower 
prices,(4). A survey revealed that three nationally known gasoline 
brands all came from the same tank. Some buyers may know the meaning 
of octane rating or vapor lock and be aware of the dangers of corrosion 
o% the presence of gum but ,they have no way of testing gasoline for 
these properties and no company so far has presented any reliable inform
at ioh in its advertising relative to these properties (4).

I Palmer notes that, "One often hears the statement that one gets what 
one pays for. In actual practice we find in our buying, one gets what 
one pays for only when one knows his product and frequently tests for 
specified requirements. Price is not necessarily a criterion of quality. 
Those who buy on this basis frequently pass up products because of 
their low prices. We have found hospitals refusing to buy a high 
quality waterproof sheeting at 65 Cents, a yard because they expected 
that good quality sheeting came at $1.50 a yard.. In this instance, an 
imposing name, as well as high price, seems more important than economy" 

(20).
To prove that people will pay more for highly advertised brands,



Cannon towel company conducted a test placing Cannon towels side by side 
with unbranded towels of equal quality. The Cannon towels were 10 cents 
higher and outsold the unbranded towels at the rate of 3.6 to I (4).

According to Professor Borden of Harvard, competition is ineffective 
in selling drugs, toilet goods, and cosmetics. The margins between the 
manufacturing costs and selling prices of these goods are high. Consumers 
do not have any basis for judging the quality of these products. Because 
of their lack of knowledge, consumers are willing to pay high prices for 
brands they think are dependable. ; In the absence of standards for judging 
quality of these goods, consumers tend to trust the assertion of producers
(4).

The above statements would indicate that price is not a good quality 
guide. "If the assumptions of traditional economic analysis were valid, 
consumers could depend on price as. a measure of quality, but competition 
does not operate to maintain one price for identical merchandise in a 
given market. Consumers are unable to judge quality--in their ignorance 
they rely bn price as a guide to quality and sellers seek to benefit by 
boosting their mark-ups. Contrary to the 'law" of demand, many consumers 
are attracted by high prices, nominally the United States is a one-price 
country, but the bargaining system is in wide use. This confusion of 
practice operates to the disadvantage of consumers„ It is essential that 
consumers interested in promoting their welfare develop some means for 
getting behind trade names and ascertaining the true relation between 
quality and price" (4)»

We have discussed the possible effect of a consumer educational 
program and the shifts in demand among products that might result, then,

What Effect Does Advertising Have on Consumer Demand

According to Reid, "If consumers are to examine advertising in 
order to see how it serves their interest, to become aware of how it 
may be consciously or unconsciously influencing them, it is important

- 12 -
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to examine the kinds and amount of information given, the appeals and 
claims made. Only partial answers can be given to many questions that 
arise. Nevertheless, it is desirable that important questions be raised, 
that inquiries be made by consumers individually and that research workers 
systematically study advertising in order to provide enlightening facts" 
(2)1

Many advertisements are designed to impress rather than to inform, 
to make prospective buyers think highly of the products rather than to 
provide a basis for comparison with other brands (2)» Advertising is 
geared to awaken a sense of need. Emotions are aroused, advertisers 
may stress sex appeal, style appeal, shame and fear. To create a 
lasting impression, advertisers depend upon the strength of .the emotion 
aroused. The rhythm of words, a catchy phrase,may put punch into" 
advertising so that in the mind of the consumer a certain need or 
purpose recalls at once a specific., brand (2).

Borden (21) reports an extensive investigation of consumer atti
tudes toward advertising: When questioned, 73 percent of the respondents
agreed that present day advertising is desirable because it encourages 
people to want things; and 62 percent agreed that the only real justifi
cation for advertising is to give product information; advertising should 
not seek to induce or persuade people to buy products. One seems justified 
in.assuming from these responses that presentation of facts about the pro
duct is considered a satisfactory method of arousing desire to purchase, 
whereas the use of emotional appeali is not looked upon with equal favor 
(21>.

' Does advertising increase the demand for any one product? Borden 
continues, "Studies ::of: demand for. a wide range of products. are determined 
primarily by underlying social and environmental conditions, and that 
advertising by itself serves not so much to increase the demand for the 
product as to speed up the expansion of demand that would come from favor
able conditions or to retard adverse demand trends due to unfavorable
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conditions" (21).

Gordon (4) says that the use of subliminal advertising over a period 
of six weeks in a New Jersey movie theater brought about increased buying 
of popcorn and Coca-Cola. Unaware that they were part of an experiment, 
viewers of the picture were bombarded every five seconds with an adver
tising message which was flashed on the screen at lower light intensity 
for 1/3000 of a second. Although invisible to the viewers and not 
recorded in their conscious mindss the message took effect through 
subliminal awareness. The potentials of this new method of selling 
are awesome. "Has the time come when advertisers can make consumers 
do whatever theyi direct them to do?" (4).

Howard. Morgens states that advertising has been criticized in some 
quarters for doing too. good a job in creating new markets. Advertising 
is said to force people to buy products that they do not want. Morgens 
says, "No amount of advertising can force any large number of people to 
buy things they do not want. Advertising can only create a new market 
for products which fill a genuine, though often unexpressed or latent, 
consumer want." In other words, advertising cannot develop a consumer 
want t.except where the need or desire previously existed--even though 
it may have existed in unrecognized or dormant form, gome people may 
say that what people are unaware of, they don't want. In the sense 
"ignorance is bliss," that is true. But people won't buy a great many 
things that they might be made aware of. The basic desire must be 
there to begin with (22). Morgens says that advertising cannot sell 
a poor .product--it might induce people to try it once, but it cannot 
build an enduring business on such a product. "Advertising cannot 
sell a product for very long in a. competitive market if that product 
stands still quality-wise. Advertising forces constant competition 
through product improvements and innovation„ This results in an ever- 
widening selection of better goods and services to the consumer" (22).

Reports of a personal interview survey dealing with consumer's 
anticipated and actual food purchases resulting in the following findings
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45 percent of all homemakers and 72 percent of those reading the ads 
said they believed the ads influenced what, groceries they shopped for 
(23).

T. J. Paul examines the concept of impulse buying and states that 
the research figures on impulse buying are greatly exaggerated (24). He 
thinks a large percentage of those purchases which have been termed 
"impulse purchases" would more properly be called "reminder buying."
The consumer decision to purchase was actually made when her supply 
of the commodity was exhausted, the physical purchase is made when 
certain cues remind her of the shortage. These cues may be made through 
advertising, store displays, packaging or. point of purchase promotional 
material.

Consumers are without objective tests by which to measure adver
tising effectiveness. Critical consumers judge advertisements by the 
amount and reliability of information presented and find many of them 
deficient (4). However, as long as consumers make advertising,/profit
able , producers will continue to spend billions of dollars annually on 
questionable advertising. Effective control of undesirable advertising 
and elimination of unnecessary advertising apparently cannot be secured 
by laws; the !final responsibility rests with consumers(24).

One standard of the efficiency of advertising can be judged accord
ing to whether or not it gives consumers what they want. If all this, 
activity is to sell them goods that meet their needs, then if we accept 
the premise that free consumer choice determines what is best, the large 
amount of resources going into advertising cannot be looked upon as 
wasteful. However, if consumers continue to pay the advertising bill 
because they are unaware of quality and the comparative merits of 
different goods, then the charge of waste because of aggressive selling 
is a serious one (2).

A consumer may be enticed to buy a product once, but if it fails 
to give satisfaction, seldom will advertising induce a consumer to
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repeat the mistake. Buying a highly advertised product may not mean 
manipulation. The consumer may have had a pre-existing desire for 
such a. product. The desire and the demand may have been induced by 
advertising. If the product provides satisfaction, something new has 
been added to his consuming experience ; (13). The author corresponded 
with seven state Home Economics leaders as to what had been done in 
evaluating the needs of educators in consumer economics in her respective , 
state. Very little had been done to determine teaching needs in this 
area. From answers received, Michigan State College seemed to have done 
more in the area of consumer economics than others contacted.

From this literature review, we can see that there is a dearth of 
consumer information in consumer economics. We can see that consumer 
education goes beyond budgeting, of income and the ibuymanship of items.
Some of the most important issues in our society can be examined by 
educating the consumer to live in today’s affluent society. An intelli
gent consumer will demand intelligent production. The result is reduction 
in waste of our total resources. An effective consumer educational 
program must fill consumers’ needs, and reach as many people as possible 
with current, usable, reliable information to be justifiable in an 
economic,:sense. For this reason, the problem of trying to determine 
the need and concerns of Montana Home Economists in the field of 
consumer economics was selected.

The objectives of this study are:
1. To determine the economic background of Montana Home 

Economists.
2. To compare methods used in teaching consumer economics.
3. To learn what sources of reference materials are used 

by these educators,
4. To determine what resource people are most frequently 

called upon to assist these teachers,
5. To discover who else presents consumer economics information
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in the school or in the counties; and what groups are 
reached.

6. To determine the types of help and information that would 
best benefit the Home-Economist.

7. To obtain suggestions to guide research along lines that 
would increase the efficiency of the consumer and the 
producer.

8. To determine the Home Economists’ attitude toward teaching 
consumer economics.

9. To learn (by the process of self evaluation) the degree of 
qualification of the Home Economist to teach consumer 
economics.



CHAPTER II

RESEARCH DESIGN

Instrument; A questionnaire was devised with the aid and suggestions 
of staff members of the Home Economics and Economics Departments at 
Montana State College. The questionnaire was designed to determine the 
educational background and training in economics both in college and 
through in-service training of the respondents, whether or not consumer 
economics is taught in high schools and to extension cooperators and 
other groups, what resources are used for information, areas in which 
research could increase the efficiency of the teacher, what is the 
educator's attitude toward a consumer education program, and how well 
qualified to teach consumer economics does she feel.

Sample; The questionnaires (see Appendix B) were mailed to 198 Home 
Economics teachers and 25 women county Extension Agents in the state.
This- represented a complete coverage for both teachers and agents. A 
follow-up letter was sent to non-respondents two weeks after the initial 
mailing. After the first mailing 97 teachers and 23 county agents 
returned the questionnaires. After the follow-up letter, a total of 
138 were returned, or 92 percent of the agents’ and 58 percent of the 
teachers’ questionnaires were returned. . From this increase in total 
questionnaire returns, it seems advisable to make the second attempt to 
get more returns in.

Limitations and Boundaries

1. The questionnaires mailed represented complete coverage of all 
Home Economics teachers and agents (women) in Montana.

2. The actual determination of-economics background was difficult 
because some could not remember names of courses or number of 
credits of courses taken. For purposes of evaluation, we 
assumed that one course would be equal to approximately three
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credits.

3. The respondent may have answered what she felt she should 
(especially question number X) rather than to express her ; 
true feelings.

4. Ability of the respondents to express themselves varies.

Hypothesis I

'V ' Home Economics majors have had few courses in Economics but a high 
percentage have had economics as a part of many coursed in the Home 
Economics curriculum.

Hypothesis II

There is a need for up-to-date consumer economics information that 
could be made, available to home economists. Popular magazines and 
commercial companies have provided most of the reference materials 
used by these educators.

Hypothesis III

Research could provide unbiased informative reference materials 
to home economists.

Hypothesis IV

There is a felt need by home economists for further study in the 
field of consumer economics.

Hypothesis V

Home Economists do not feel that consumer economics is their most 
important responsibility.



CHAPTER III

DATA ANALYSIS

The questionnaires provided us with information regarding the Home 
Economists training in economics„ For purposes of evaluation, we have 
assumed that one course would be equal to approximately three credits.
On this basis, about one third of the respondents had taken one course 
in economics and usually that course was "Economic P r i n c i p l e s O n e -  
third had taken two courses; 15 percent had taken three or more; while 
12 percent had taken no economics courses at the undergraduate or 
graduate level. A percentage of 1.6 did not remember what, if any, 
courses they had taken. It is interesting to note that 82 percent 
reported having had consumer economics as a part of the courses offered 
in the Home Economics curriculum. Ifc made no difference whether the 
respondent graduated from a Montana institution or from out of state.
She received the larger part of her economics education training from 
her home economics courses. (See Chart I and. Table I.)

Fifty-seven percent of the county agents and 5 percent of the 
teachers attended the in-service training workshops in consumer economics 
Offered by the Montana Extension Service. Some teachers attended a Home 
Economics curriculum workshop which was somewhat consumer economics 
oriented. A few reported attending out-of-state extension workshops in 
Colorado and Washington.

Over two thirds (69 percent) of the Home Economists teach consumer 
economics as a part of, or integrated with other courses. This is to be 
understood when one looks closely at the diverse areas covered by the 
home ecnnomist,. i.e., understanding families, nutrition, clothing, manage 
menfc of time and money, equipment, child care, and career guidance to 
name a few. Twenty-six percent taught consumer economics both as a 
separate unit and as a part of other courses. Only 5 percent taught it 
as a separate unit. Eunice Heywood, Director of Hbme Economics, Federal
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I. Percent of Home Economists that have 
had economics or consumer economics 
as a part of various courses in the 
Home Economics curriculum.

I course in Economics.2. Percent having
3. Percent having 2
4. Percent having 3
5. Percent having 4
6. Percent having 5
7. Percent didn't answer.
8. Percent didn't know.

courses in Economics 
courses in Economics 
courses in Economics 
courses in Economics

Chart I. Economics Training of Educators Contacted
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TABLE I. ECONOMICS COURSES TAKEN BY HOME ECONOMISTS.

No. of courses taken in Economics Percentage

I 36
2 35
3 9
4 4

(a) 5 I
6 0.7
7 0.7
None 12
Didn't remember 1.2
Didn't answer 1.4

(b) *Economics as part of
Home Economics Courses 82

*These may or may not have taken economics courses in addition to taking 
it as a part of home economics courses.
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Extension Service says, "Consumer Education is an integral part of all 
phases of Home Economics work" (26). The Home Economics Branch of the 
U.S. Office of Education emphasizes the importance of teaching families 
how to get the most out of each of.their hard earned dollars (27)„ From 
our respondents1 replies, we found that many methods are being used to 
teach consumer economics. Some found some methods more effective than 
others. Ninety-two percent found the discussion method to be most 
effective while 53 percent used demonstrations, Films were used by 50 
percent, tours by 45 percent, lectures by 43 percent, reading assignments 
by 36 percent and study groups by 5 percent. The percentages do not 
total 100 percent because some respondents found several methods equally 
effective.

Reference Materials Used 
(See Chart 2 and Table II)

It is interesting to note that 59 percent of the Home Economics 
educators are depending upon popular magazines as reference material 
for teaching this subject. The magazines most often mentioned were: 
Good Housekeeping, Ladies Home Journal, What's New in Home Economics, 
Forecast, Practical Home Economics, Household Finance Corporation 
bulletins, Coed, Better Homes and Gardens, Institute of Life Insurance 
bulletins and Consumer Reports. National magazines do not provide an 
opportunity to get local marketing information to consumers, but the 
possibilities of magazines for. this kind of information could be 
considered. Monthly consumers letters which have been used by some 
of the extension economists could become a marketing information ! 
magazine. Agents and teachers could use some of the same ideas of 
presentation used in magazines and perhaps tie in some of their inform
ation with national magazine: features-. Only eight respondents listed 
the Journal of Home Economics and two listed the JournaJLof American 
Dietetic Association aq references„ Perhaps the editors of these ;
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Texts

USDA Bulletins

Popular Magazines

All Others

Percent of Respondents
Chart 2. Sources of Information Used by Montana 

Home Economists for Teaching Consumer 
Economics.

TABLE II. SOURCES OF INFORMATION USED BY MONTANA ECONOMISTS FOR 
CONSUMER EDUCATION.

Sources of Reference Material Percent using the source

Texts 66
Popular Magazines 59
All Others (including

commercial companies) 49
U.S.D.A. bulletins 23

Note: Total does not equal 100 percent because some respondents listed
two or more sources.
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professional journals should be alerted to this fact and maybe more usable- 
consumer information could be included.

Forty-nine percent of the home economists reported using information 
from commercial companies and especially the Sears-Roebuck better buyman- 
ship series. Several expressed the opinion that perhaps the information 
taken from such sources was biased; however, it was more current than 
most available materials on this subject.

Twenty-three used various U.S.B.A. bulletins; the larger percentage 
was reported by agents. No doubt this is because agents are provided 
annually with a list of government bulletins available. Many teachers 
complained that the materials from the b'eS.D.A. were slow in coming and 
in some cases their requests for materials were denied. Some agents 
felt the U.S.D.A. had gone overboard on buymanship and that some of the 
best bulletins on care and repair of equipment had gone out of print. 
Bulletins mentioned most often were the U.S.D.A. btiymanship bulletins, 
Family Economic Review, Guiding Your Spending (No. 661), Meet Your Meats, 
Before You Use Consumer Credit (Montana), Foods (U.S.D.A. No. 18), Montana. 
State College’s publication Consumer Marketing. The complaint was made 
by some that some of the U.S.D.A.- materials were out-dated.

Although 66 percent of the respondents reported using texts as . 
references, many were unhappy because budgets in departments were limited, 
books were dated, and few are written for the high school age group. 
Several stated that a list of good, current texts that could be used 
would be extremely useful. Texts mentioned most frequently were:
"Yearbook of Agriculture", 1959; Packard, "Hidden Persuaders"; Engel's 
"How to Buy Stocks"; Starr, "Management for Better Living"; McDermont 
and Nichol, "Homemaking for Teenagers"; House, "Young Homemaker's Equip
ment Guide".

An interesting statement made by one teacher was that perhaps the 
teacher:” s personal experiences as a consumer could be coloring her 
teaching of this subject and should be considered in any evaluation.
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Resource People

The results of the questionnaires indicate that 36 percent of the 
home economists call upon the food store manager as a resource person to 
assist them in. teaching consumer, economics„ Twenty-seven percent named 
bankers; 15 percent the Extension Family Economist; 11 percent, Extension 
Marketing Specialist, and 12.percent food processors. Other resource 
people named included brokers, experiment station economists, county 
agents, clerk, credit bureaus, real estate agents, Home Economists in 
Business, insurance men, and extension subject matter specialists. (See 
Chart 3 and Table III.) Since most of the help in teaching consumer 
economics is obtained from retailers, it seems logical to assume that 
this information could be biased and that the true picture would not 
be obtained by the students. Consumers may realize that they are mani
pulated by business interests sometimes only for the benefit of the 
self-interest of business (10).

Who Else Teaches Consumer Economics

The question, "Is consumer economics information presented by the 
,agricultural agent or by any other teachers in your school?" was asked 
to. try to determine what, if any, other groups were reached. Forty-one 
percent answered "Yes." The agricultural agent worked with livestock 
and grain marketing groups, young farmers, and.in cooperation with the 
home economics agent in family meetings on insurance, taxes, wills and 
estates, family budgets and outlook information. Other teachers working 
in this -field included teachers of.sociology, economics, businesses and 
vocational agriculture. The names of the courses most often mentioned 
were; "Present Day Problems," "Consumer Economics," "Business Law," 
"Advertising," and "National Problems." Twenty-six percent of the home 
economists said no classes except theirs was taught in consumer economics. 
Thirty-one percent didn't answer or didn't know.
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Extension Marketing Specialist

mists

Chart 3. Resource People Used by Home Economists.

TABLE III. RESOURCE PEOPLE USED BY HOME ECONOMISTS IN TEACHING CONSUMER 
ECONOMICS.

Resource Person Percent of Respondents Enlisting Help

Food Store Managers 36
Bankers 27
Extension Family Economist 15
Food Processors 12
Extension Marketing Specialists 11
Other Extension Economists 7
Brokers 5
Experiment Station Economists 5
Home Economics Resident Faculty 0.7



Degree.of Qualification to Teach Consumer Economics

The teacher’s evaluation of herself to teach consumer economics 
was given in terms of numerical value from one to ten; one being well- 
qualified; ten being unqualified. Firty-seven indicated they were in 
the five to ten range group.

Ways in Which Research Could Help This Program

One of the main objectives of this thesis was to determine how 
research could more effectively.serve the teachers of consumer economics, 
and in turn benefit both the consumer and the producer. Approximately 
three out of four respondents wanted information in the following areas: 
installment buying and costs of credit, new products available to the 
consumer, seasonal sales, and. managing the food, dollar. See Chart 4 and 
Table IV. One out of two suggested, that research could keep them aware 
of new technologies which affect the consumer„ The heavy response to 
this question shows there is a real need for helpful, up-to-date, usable 
and available information in this area.

As an educational institution, Montana State College’s interest in 
consumer marketing economics is in.getting the kinds and amounts of 
products demanded by the consumer from the producers through a marketing 
system in the most effective manner possible.

Producers should receive information from the system as to exactly 
what consumers do want backed up by effective demand. This is vital to - 
producers in adjusting production according to needs and, therefore, to 
that which is most profitable. Consumers should receive information from 
the marketing system as to kinds, amounts, qualities, and prices of pro
ducts available. This is vital to the consumer in making decisions. In- 
other words, both producer and consumer must understand the marketing 
system and how it works before we can understand how to make it more 
efficient. "To provide scientific information that will help families
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Managing the food dollar
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New products available
Seasonal sales

tKeep buyers informed of_______________ local products
I Installment buying and use 

___________________________ I of credit
Food Additives

Pricing policies of chains and how produce is handled
Mark-ups and how determined

New technologies which affect the consumer
Prepare mass media on agricultural outlook

Chart 4. Areas in Which Research Could Provide Information

TABLE IV. AREAS IN WHICH RESEARCH COULD PROVIDE INFORMATION TO THE HOME 
ECONOMIST.

Areas of Needs Percentage

Installment Buying and Costs of Credit 75 
New Products Available 69 
Managing the Food Dollar 67 
Seasonal Sales 60 
Keeping Buyers Informed of Local Products 59 
New Technologies that Affect the Consumer 50 
Prepare Mass Media Information on Agricultural Outlook 41 
Mark-oips and How Determined 39 
Food Additives 30 
Pricing Policies of Chains and How Produce is Handled 21



and individual consumers select and intelligently the goods and services 
of everyday living and manage effectively their time, money and resources 
is the assignment of the divisions of the U.S.D.A;rs Agricultural 
Research Service (25).
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Areas of Responsibility

The question, "In your field, which do you consider your most impor
tant responsibility?" seemed to be difficult to answer. Its purpose 
was to serve as an attitude question, i.e.,to try to determine how 
important the home economist.thought consumer economics was in relation 
to other courses taught. Fifteen percent thought this was most important 
and they may have done so because they felt they were expected to. One- 
third indicated that teaching family relationships was their most impor
tant responsibility; one-fourth, nutrition; 8 percent felt that all areas 

■
were equally important; and the rest vailed from 7 percent for both 
clothing construction and food preparation to 0 percent for food preser
vation.

This would seem to indicate that home economists are moving away 
from the laboratory and manipulative skills into areas dealing with 
values, relationships, management, principles, and decision-making 
(See Chart. 5 and Figure V).
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1. Family Relationships
2. Nutrition
3. Consumer Economics
4. All of Equal Importance
5. Clothing Construction
6. Food Preparation
7. Didn't Answer
8. Child Care
9. Food Preservation

Chart 5. Courses Selected as First in Importance by Respondents.

TABLE V. ESTIMATION BY THE EDUCATOR OF THE IMPORTANCE OF VARIOUS AREAS 
OF TEACHING IN HOME ECONOMICS.

Course Percent of Respondents Rating it Most Important

Family Relationships 34
Nutrition 25
Consumer Economics 15
All of Equal Importance 8
Clothing Construction 7
Food Preparation 7
Didn't Answer 3.3
Child Care 0.7
Food Preservation 0



CHAPTER IV

CONCLUSIONS

The purpose of this study was to determine what is being done in the 
area of consumer economics by the Home Economists in Montana and to try 
to determine their needs so that they might become more confident in 
teaching in this area. From the literature we find very little informa- 
tion on the areas investigated in the questionnaire.

A total of 138 questionnaires (58 percent of the teachers, 92 percent 
of the agents) were used in this study. . ̂

Hypothesis I -

Home Economics majors have had few courses in Economics but a high 
percentage have had economics as a.part of many courses in the Home 
Economics curriculum.

This study revealed that Home Economics majors had had very few 
courses in Economics but a high percentage (-82 percent) had taken 
economics as a part of many courses in the Home Economics curriculum, 
i.e., food, clothing, home management, family finance. This seemed to 
be as true of those who graduated from out of state as of those graduating 
from Montana colleges and universities.

Hypothesis II

There is a need for up-to-date consumer economics information that 
could be made available to home economists. Popular magazines and 
commercial companies have provided most of the reference materials 
used by these educators.

Popular magazines and commercial companies provide most of the con
sumer economics reference material that is used by the Home Economists. 
Many have indicated' that they felt these sources are biased but they 
are unable to obtain much reliable or timely information except from



these sources. Research could provide current, unbiased consumer informa
tion in the form of newsletters or some other media for the home economist.

Hypothesis III

Research could provide unbiased informative reference materials to 
home economists.

Fifty-seven percent of the respondents rated themselves in average 
to below average groups in their degrees of competence to teach consumer, 
economics. One-third expressed a desire for more course work and three- 
fourths wanted visual aids, timely texts, workshops, and up-dating inform
ation prepared by economists that could be used as reference material.
They indicate this type of help could increase their knowledge and confi
dence in teaching this subject.

Hypothesis IV

There is a felt need by home economists for further study in the 
field of consumer economics.

Home Economists indicated that they teach consumer economics as an 
integral part of the many other subjects they teach. Perhaps this is 
the reason that only 15 percent indicated that consumer economics is 
their most important responsibility— they do not consider it a separate 
course. They do not feel too confident in this area and one tends to 
work in the areas one feels most qualified.

Possible Use of Findings

Findings of the needs and concerns of Montana Home Economists in 
consumer economics education could be helpful guides for program develop-

1 ■ • V  '■ ' ...

ment for both the extension service and the teaching profession.
The use of popular magazines for reference and commercial companies 

and food store managers for' help may need to be evaluated as resource
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material for educators.

The research economists might^prepare bulletins or newsletters 
regarding credit costs, installment buying, available local products, 
information about small loan companies, insurance and investments, .
This information should be on the ,local level and applicable to Montana.

, ' . . I: ' ■

The kinds of information research could contribute could increase the 
efficiency of the teacher and, in the long run, contribute to the 
efficiency of both the consumer and the producer.

It is. hoped that this study will stimulate interest for further 
work in the area of consumer economics.
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APPENDIX A

COOPERATIVE EXTENSION SERVICE 
Montana State College, U.S. Department of Agriculture, 

and Montana Counties Cooperating
Montana State College 

Bozeman, Montana
1002 So. 12th 
Bozeman, Montana

Dear

Would you take ten minutes or so from your busy schedule to answer the 
enclosed questionnaire?

The Extension Service and the Home Economics staff at Montana State 
College are interested in knowing what’s been done in teaching Consumer 
Economics in the state. This is a vital field for the consumer in all 
areas of buying. New technologies as they relate to foods, clothing, 
home furnishings, and household equipment are important factors in 
determining how the dollar is spent.

If you are doing anything in this field, we would like to know how much 
and what you care teaching, and whether or not you think this is an impor
tant subject. This will give us a basis for a complete study of the work 
being done in this area.

I would appreciate your prompt answer (at least within a week after you 
receive this), since this information will be used as a basis for my 
Master of Science thesis. Information of individual questions, however, 
will be kept strictly confidentiali

Enclosed is a stamped self-addressed envelope for your reply.

If, you would like a summary of this information, please check at the 
bottom of the questionnaire.

Thanks in advance for your cooperation.

MKS/gw 
Enclosure
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APPENDIX B

NEEDS AND CONCERNS OF MONTANA HOME ECONOMISTS IN CONSUMER ECONOMICS 
County Agents
County ______________________________ '
No, Home Demonstration Clubs______ .____ _̂_
Membership in Clubs____
Other groups you work with in Consumer Marketing Economics. Please list:

College or colleges attended: Degree or degrees granted: Year: * I,

Home Economics Major: Yes_____No_____
Home Economics Minor: Yes_____ No ,
I, What courses in Economics did you take in college as an undergraduate 

or graduate student? Please check.
Subject No, Credits

Marketing________ .________________  ____
Economic > Principles ______  ____
Money and Bapking_________;_______  ____;
Comparative Econ„ Systems________  ̂- ___ _
Insurance and. Investments ____
Other economics courses, please list:

Have you taken consumer economics as a part of the following courses?
Household operation (light, heat, rent, taxes, home purchase)________
Foodj___________________ _
C l o t h i n g ___________
Household equipment and furnishings________________
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IX. Did you attend any of the Consumer Marketing Workshops offered by the 
Extension Service? Yes____  No____
Other in-service training (seminars, workshops, meetings) you have 
attended in Consumer Marketing. Please list,

HI. Do you teach Consumer Economics as a separate unit or lesson or as a 
part of other units or lessons? Please explain.

IV. A. What methods or techniques have you used in teaching Consumer 
•i -Economics? \ Please check.

. F i l m s _______________________
Discussion_____________________
Demonstrations_________________
Tours_________
Lectures______ ________________
Reading Assignments_;_________
Study Groups _________ '
Others? Please indicate.

B . List the above methods that you have used in order of their effect
iveness. If you consider some equally effective, indicate. V.

V. What references did you, or are you using for teaching Consumer 
Economics?
Teixts (please name)

U.S.D.A. bulletins (list)

Popular magazines (list)
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Others (list)

VI, Who are the resource people that have assisted you with your classes 
in Consumer Economics, Please check.

Extension Family Economist_________________  •
Extension Marketing Specialist______________________,
Other Extension Economists ____________________

. ‘ Montana Experiment Station Economists______________
Bankers_____________ ' ___________________________
Brokers __________ _________________________________
Food Store Managers_____________________ ____________
Food Processors__________________________
Home Economics Resident Faculty _____________
Others: (List)

VII. Is Consumer Economics information presented by the agricultural
agent? Yes____ Ho_____ If answer is yes, list areas covered and
groups he has worked with.

VIIi„ Which of the following would be most helpful to you in teaching
Consumer Economics? Rank in order of importance to you from I to 5. 
If you feel that some of these are of equal importance, then give 
the same number.

Additional Course Work__________ __
Texts____________
Visual Aids____________
W o r k s h o p s _________
Updating information prepared by economists to provide an exchange 
of ideas and problems between the producers, processors, retailer 
and consumer _______ ___  IX,

IX, Check areas in which you feel that research could increase the
efficiency of the "consumer buyer by assembling information for the 
preparation of bulletins or by doing actual research in the follow
ing:
1. Managing the food dollar _________________■
2. New products available _____________ .
3. Seasonal sales _________________ ______
4. Keep buyers informed of local products: availability, price,

quality and quantity______ . __________________
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5. Information in the field of installment buying and cost of credit

6. Food additives_____________________________
7. Information regarding procurement pricing policies of chains and

how produce is handled______________________
8. Mark-ups and how determined________________
9. Keep buyers aware of the new technologies which affect the

consumer____________________________________
10. Prepare mass media releases and presentations on agricultural 

outlook for producers, processors, food buyers and retailers 
in Montana__________________________________

X. In your field, do you think your most important responsibility is to
teach:

Clothing construction_________________________
Food preservation_____________________________
Child care______________________
Nutrition _______________________
Food preparation______________________________
Family relationships__________________________
Consumer economics____________________________

Please number the above from I to 7 in order of their importance as you
— — —  I ■ up i I I -  —  ■ —  — •  — —— —— — —  — — —  —— —— — — — —  — “  1

aee your job.

XI. Do you feel qualified to teach Consumer Economics? Check the appro
priate degree of qualification that you think you have.

Well qualified Unqualified
1 2 3 4 5 6 7 8 9 10

I would like to receive a summary of this report. 
X If you would like a summary.
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