"12ASL [0 3 2URILLLUBLS Ky

‘194D G0 e JURDLLLUBLS,

*x8G9¢90° *x¢/680° ¥ 10€0" OLLED” *x06100° *£8670° xx[019L° xx[VL6L" = Nm
pajlLwo pa3l Lwo pa3] Lwo pa33llLuwo pa1] Lo pajjLuwo pa311 Lwo pa3jlLuo 1s=M
x*190€0° By *2G8E0° 88%00° «Z017E0° ¢3020 "= *xx6/LGEL° 0t600° yinog

7E€L00° 0#PE0" x860€0° LseLn” »18620° L1500 " *xP/LHGLT 21§00 "~ Led3us] Y3idoN

*»xE9750° *xZVEGLT 29€00° 6£600 "= xGLEE0 "~ eLen” *x0€921L° Low/0°= 15Ee3Y340N

douapLSaJ 4O uoLbBay
¢ LLE0° S6¥G60 - 78€20° 896€0° #»x9L/0L1" 280%0 "= 9LLID" = 7800 ° ajenpedd 8031 10)
x90€€0” 6bREN " L9nz0- 36H£0 " - *x/GG50 " Lg€90 "~ 76220 " [8120°= 9ba[ 100 awog
pa313iwo p=33 Lwo pe33Luo pa3iLuwo p=33Luwo pa33Luo peljLuwo ps33Luwo alenpesb |ooyds ybiy

#x986€0° - xx/[L0GL - £S610° ¢LL10" - *xEHFG0 7 xxG092 "= »x£8080 " ¢S980° Looyas ybLy awos

JLUN JABWNSUOD O
pesy JoO uoljeonp3

*»x98L2L7 -  x=E16SL°- #xE90L"~ «£9960 " - #xECEELT  xxE£8G91° x*x6000¢ " xxl2LEE" Lun Jdawnsuod

10 peay Jjo 3by
L8¥L0~ #xEGPELT Ozvlo"- €96G0 " #x710£0 7= 180%0 "~ #x951GL" #xG/2GL" 3zLs A|Lurey
xx[GSEL" 23120 "= *x9991 1" *87€30° #x[9€G07  xx8L9E0°+ #»[GBEL"=  xx8509["- awWoduT
97 LUM Aotld S3LUM A2elg 93 LyM 1oelg 93 LM b | Slgetdef
butyzo[) sbuLysLuang suoLjedadp SaLlILLLAN
9SNOY P [0Y3SNOoH pue [an4

30pY Ag SOLIPY admLpuadxj pue sajqetdef

dLydedbowsg pe3da|as L04 SIUBLOLLS30) BIag paleuwLl1sy

(penuLiuo)) ¢ a|qey

174



13431 10" 3° JUBDLILUBLSx
*19A9] G0 3B JURDLLLUBLS,

x+[G580° 22 POLLT *x8€9€L° #x91601° #xG890 1" 66820° *x[€0P0° *x8£8/0 = Nm
pell Lwo pa37 Lwo po13 Lwo paj] Lwo pall Lwo pa13 Lwo pa33 Lwo pa13 Lwo 1S9M
#x£98/0°-  xx9/87L"- *x[G0/L0" 9z260° #x0LEL0" 96€10°- [€220" 68%90° yanog
06210°- gleen-- +x9/6%0° YEEE0” #x10180° 86€10° 72€10° §98/0° [ed3Uus) Ya4oN
wx¥/8L0°- xxllLPL7- #xG2/E0° - 79860 "~ L6100~ §99450° §1600 °- €0510°- 1Se3Y1a0N
2ouspLsad S0 uolLbay
*x2V8L0° *xbGEOL" 2s010° #00€0 "~ *x£G/90 "~ #6080 "+ xxP €60 - 9E/H0 " ajenpedd 2ba[[0)
6/20° x81980° ££8920° L£18€0°- #x6EEV0 "~ €90%0° %2520 " - ¥#08%0" 369|102 awos
po1lLuo pal3l Lwo paljLuo pajjLuwo paj1Luio pa33 Lwo pa33 Lwo pa11lLwo ajenpedb [00yds yblLy
#xPL9V0° - #x0G18Ll°- #212€0 "~ £9190° - »x666%0 " - 86210°~ S2%00 " - 0¥L/0° Looyas ybry swos
1LUN JBUWNSUOD JO
peay J0 uoL3ednp3
*x8€9/0° - 9560 "= xx/009€" #x1262° »x86662 " *xG2801L° »x[9LEL "~ *71960 - JLun Jsunsucd
10 pesy jo sby
»x[88LL"- ¥658£0° - *x¢ LEVO” 9€v90 "~ »xb26£0 - 09200 " - x[9€€0 "~ 98/%0 "~ 9zLs AlLueq
xxGE6 12" *xG/901° »¥76680 "~ ¥91880° »xP8E0L" «0%00L" xx2G97L" »x0L0¥2” SuoduT
23 LUM Jjoelg 291 LUM Aoelg 31 LUM Aoeld 21 LYM 41oelg a|qetJdep
uoL3eaJ4d3y ade) y3l[esH 3J487) [euosdad uoLjeldodsued|

208y AQ SOL}®Y odniLpuadxj pue sa[qeLJdef

awydedbouwsg pa1da|[ss 404 SIUDLILILD0) ©1dg pIjewrisy

(panuLjuo)) £ 379Vl

175



"L9A3] (0" 2° JURDLILUBLSKy
"19A9 G0 1® JuedLflublsy

»x£8890° x$G590° = Y
pallLuwo pa31 Lwo 1S9
60/10° 808%0° yinos
L2110 88700~ [BAJUST GaJOpN
x[95€0" 9ss10” 1Se3y3JA0N

dousplssd jo uoLbay
*xLE0SL” *18060° sjenpedd sba| 07
*x69650 " 81920 "~ ab3| (00 awos
palj Lwo pal] Luo arenpedlb [ooyos ybiLy
#¢GE090 "= xx/0B0L = LO0Yos ybLy awos

JLUN ASWNSUOD 4O
peay 10 uol3eanp3

76620 " #x /801" jLun Jeunsuod
40 peay fo by
xx/[9LLL" §55/50° 9z1s A| Luef
xx[9580° #x/859L" 3wWodu]
23 LUM Jdorig dlgeLdef
uoL3eanpy

a0y Aq SOL1eY adnT LhUadX3 pile sa[qeLdef
dlydedboumg pa1oa|as 404 SIUSLOLLLD0) ©I3F Po1RWL]ST

(penuizuo)) g 3(qeL

176



Exsenditure ratios for the college graduate group
were negative and significant in relation to ex-
penditure ratios for the high school group for
tobacco and personal care for both races; and
food, transportation, and alcoholic beverages for
whites alone. The difference in expenditure
ratios was positive and significant on recreation
and education for both races; and shelter, house-
ho.d operations, and clothing for whites.

Regionally, expenditure ratios for consumer units
residing of the Northeast differed negatively

and significantly from the expenditure ratios of
those units in the lest on recreation for both
racial groups; and alcoholic beverages and house-
hold operations for whites only. The difference
in expenditure ratios was positive and signifi-
cant on clothing for both races; and tobacco,

fuel and utilities, food, and education for whites
only.

Expenditure ratios for families residing in the
North Central region were negative and statis-
tically different from the ratios of the 'lest
reaior regarding shelter for both races; and
alcohclic beverage for whites. A positive
statistical difference was found for the ratios
of tobacco, fuel and utilities, household opera-
tions, household furnishings, personal care,

and health care for whites.

lhen compared with the omitted region, the South-
ern region was found to be negatively signifi-
cantly diferent for blacks and white expenditure
ratios on shelter, and recreation. The difference
was positive and statistically significant for
both races on tobacco, and clothing. The beta
coefficients of the Southern region were negative
and statistically significant from the Hest on
alcoholic beverages for whites. The difference
was positive for whites on fuel and utilities,
Jersonal care, health care, food, household opera-
tions, and house furnishings.

Regional variations in consumption expenditures
may be due to differences in customs, costs of

living, availability of certain goods and services,

and effect of climate.

Income elasticity estimates indicated that blacks
would allocate more of their additional dollars
~han whites to the categories of tobacco, fuel

and utilities, household operations, house fur-
nishings and equipment, health care, education,
shelter, and transportation. Except for the first

~hree, the above categories were all areas in which

blacks had spent proportionately less than whites
(Table 4).
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Table 4. Estimated Expvenditure-Income

Elasticities by Race

(Dependent variable) Income Elasticity

Consumption category Black Wnite
Food 33 .43
Alcoholic beverages .79 .61
Tobacco .33 .31
Shelter .42 .29
Fuel and utilities .42 R
Household operations .54 .48
House furnishings and

equipment .81 LE0
Clothing .60 .70
Transnortation 1437 .29
Personal care .77 .79
Health care .75 .40
Recreation .78 .89
Education 1.39 .87

Hean Income = $9,043.32 $12,713.18

Income elasticities for blacks were Tess than
whites for food, alcoholic beverages, clothing,
personal care, and recreation. The food and
clothing categories were areas in which blacks
had spent proportionately more than whites.

IMPLICATIONS

The findings of this study indicate thet black
and white consumers differ in their expenditure
patterns. The consumption categories cf food,
clothing, recreation, health care, and transporta-
tion were found to have the largest black-white
differences in expenditure ratios. The amount of
variation on all of the consumption categories
explained by the independent variables implies
that further research which controls fer psrcho-
logical as well as sociodemographic variables s
needed.

Private and public policymakers should find the
estimates of income elasticities helpful. Those
categories for which black estimates were higher
than for whites indicate a more rapidly growing
market for those goods and services amcng biaclh
as compared to white consumers. In relation to
black consumers, the categories of education and
transportation are particularly worthy of further
study as they were found to be elastic.



REFERENCES

F. Akers. Negro and white automobile-buying be-
havior: new evidence. Journal of Marketinqg Re-
search, 1968, 5, 283-290,

M. Alexis. Racial differences in consumption and
automcbile ownership. Unpublished doctoral diss-
ertation, University of Minnesota, October 1959,

1. Alexis. Some negro-white differences in con-
surption. In G. Joyce and N. Govoni (Eds.), The
black consumer. MNew York: Random House, 197T.

A. R. Andreasen.
New York:

The disadvantaged consumer.
The Free Press, 1975.

A. R. Andreasen and L. Hodges. Clothing, race,
and consumer decision making. In A. R. Andreasen
and L. Hodges (Eds) Minorities and marketing: re-

search challenges. Chicago: American larketing
Association, 1977.

R. Bauer and S. Cunningham. The negro market.
Journal of Advertising Research, 1970, 10 (2),
3-13.

H. Bennett. Cross-section studies of the con-
sumption of automobiles in the United States.
American Economic Review, 1967, 52, 841-850.

H. Bullock. Consumer motivations in black and
white: I and II. Harvard Business Review, 1961,
39, 39-104 and 115-124,

P. Edwards. The negro commodity market. Harvard
Business School Alumni Association Bulletin, 1932,
3, 242.

L. Feldman and A. Star. Racial factors in shopp-
ing behavior. In K. Cox and B. Enis (Eds.), A
new measure of responsibility for marketina.
Philadelphia: American ifarketing Association,

1963.

I. Friend and I. Kravis, New light on the con-
sumer market. Harvard Business Review, 1957,
35, 105-116.

D. P. Gibson.
York:

$70 billion in the black.
Maclillian Publishing Co., 1978.

Nevs

D. Harris. Econometric analysis of household
consumption in Jamaica. Social and Economic
Studies, 1964, 13, 471-487.

E. 1. Kielty. Ciotiing consumption by women in
low to moderate income families. Unpublished
nasters thesis, Iowa State University, Ames, 1970.

C. Larson. Racial brand usage and media exposure
differentials. In G. Joyce and N. Govoni (Eds.),

The black censumer. Mew VYork: Random House,
1971.
N. Liviatan. Consumption patterns in Israel.

Jerusalem, Israel: Folk Project for Economic
Research in Israel, 1964,

178

H. Mock. Negro-white differentials in “he pur-
chase of automobiles and household durahle qoods.
Unpublished doctoral dissertation, University of
Michigan, 1964.

Negro as a consumer. Advertising and Selling,
September 3, 1930, p. 20.

J. W. Newman. On knowing the consumer. Hew York:

John Wiley and Sons, Inc., 1966.

S. J. Paris and H. S. Houthakker.

family budgets. Cambridge England:
Press, 197T.

The analysis of
The University

D. Rogers and H. Green.
expenditure patterns.
42, (2), 14-19.

Changes in consumer food
Journal of Marketing, 1978,

L. E. Salathe, A. E. Gallo, and Y. T. Boehm.
impact of race on consumer purchases (ESCS-63)
Hashington, D.C. U.S. Department of Agriculture,
National Economics Division, August, 1979. (NITS
No. 5235).

The

B. E. Sawyer. An examination of race as a fictor
in negro-white consumption patterns. The Review
of Economics and Statistics, 1962, 64, ¢17-220.

Selling to Harlem.
ber 17, 1928, p. 17.

Advertising and Selling, Octo-

D. E. Sexton. Black buyer behavior. Journal of
Harketing, 1972, 36 (4), 36-39.

J. Stafford, K. Cox, and J. Higginbotham. Some
consumption pattern differences between urban
whites and negroes. Social Science Quarterly,
1968, 49, 619-630.

U.S. Department of Labor, Bureau of Labor Statis-
tics. Consumer expenditure survey: Interview
survey, 1972-73 (Bulletin No. 1997). Weshinjton
D.C.: U.S. Government Printing Office, 1578.

U.S. Department of Labor, Bureau of Labor Statis-
tics. Interview survey detailed public use :ap2,
1972-73 consumer expenditure survey. !fzshingto,
D.C.: U.S. Government Printing Office, 1978.




QUALITY OF CONSUMER SERVICES:

ATTITUDES,

SATISFACTION, AND CHOICE CRITERIA

Howard G. Schutz

1

and Marianne Casey

2

Consumer Sciences Department
University of California at Davis

A mail survey was conducted with 1000 randomly
selected respondents from the Sacramento,
California area concerning consumer attitudes
and behavior towards services. Data were
collected on opinions about cost, quality,
satisfaction, information sources, government
regulation, advertising, and the importance of
twelve characteristics in choosing providers for
a variety of services. The sixteen services
surveyed were: physician; electrician; auto
repair; dentist; TV repair; barber/beautician;
plumber; building contractor; pest control;
music instruction; health/fitness; real estate;
lawyer; appliance repair; dry cleaner; house
painter. Inquiry was also made for standard
demographic information.

To improve response rate there were four
mailings. First, a letter and questionnaire;
second, a reninder postcard one week from the
first mailing; third, a letter and questionnaire
three weeks from the first mailing; and fourth,
a certified letter and questionnaire six weeks
from the first mailing. A 62% response rate
was obtained of deliverable questionnaires

(n = 536).

The sample was predominantly male (54%), married
(68%), 1iving in homes (76%), employed (54%),
white (87%), better educated (74%, some college
or more education), middle income (61% - $20,000/
year or more), and older (59% - 41 or older).

The overall quality of consumer services was
viewed as "very good" or "good" by 36% of the
respondents, while 50% reported that the quality
of services has decreased over the last ten
years. Cost of services is considered "high"

or "extremely high" by 91% of those surveyed.

34% believe there should be less government
regulation of service providers advertising,

25% less government regulation of qualifications,
and 39% less regulation of pricing.

87% agree that there is a high risk associated
with poor choice of services, 73% agree that
there is too Tittle information available to
make good choices, 89% that competence varies
among service providers, 23% that they feel
uneasy complaining about problems to service
providers, 68% that more experienced providers
give better quality service, 87% want more
useful information in advertising, 56% think
that consumers have difficulty recognizing

1Professor of Consumer Sciences
2Staff Research Associate
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the type of services they need, 85% believe
that consumers don't realize a service providers
lack of ability, 60% don't feel competent that
they have chosen a competent providers, 85%
Tike to keep the same service provider as long
as possible, 60% find it difficult to find new
service providers when they move.

Respondents were most satisfied with dentists,
dry cleaners, and barber/beauticians (94, 93,
93% satisfied, respectively) and least satisifed
with building contractors, real estate, and

auto repair ?69,69,66% satisfied, respectively).
Quality of services was rated highest for
dentists and barbers/beauticians and lowest for
pest control, and building contractors.

Family and friends was the major source of
information for service providers with a high
of 79% for physicians to a Tow of 22% for
appliance repair.

For the question on choice criteria, dry
cleaners had the highest importance level for
"location", auto repair for "range of services",
physicians for "ease of obtaining services",
dentists for "promptness", health/fitness for
"office/equipment", lawyers for "friendly",
lawyers for "reputation", building contractors
for "price", plumbers for "previous experience",
physicians for "qualifications", building
contractors for "credit", and lawyers for
"complaint handling".

When bivariate crosstabs were calculated between
question responses and demographics, sex was

the most frequent significant characteristic
related to answers, followed by education,
income, and then age. Typically, females were
more satisfied and had higher importance levels
for choice criteria and higher education was
also usually associated with higher importance
for choice criteria.



The Consumer Movement and the Civil Rights Movement

Herbert Simmons, Jr., District of Columbia Office of Consumer Protection

Abstract
This paper shows a comparison and offers contrasts
between tha Consumer and Civil Riahts !ovements.
It addressas these issues from four common per-
spectives. The nerspectives being: qoal defini-
ticn: scop2 and breadth; dynamics and constituen-
cies; Jocus and impetus and future of these move-
mer:ts.  This paper demonstrates clearly that both

movements ave nroceeded along a Tenathy continuum.

Durina snecified periods on these continuums each
movement nas experienced accelerated activity
which resulted in a pnlethora of sianificant
acl:ievements for their respective constituents.
Ackinovledaing this fact, this paper points out
that both movements are in dire need of a revival
of these nrinciples and techniaues which have
aiven rise to past successes and achievements.
Firally, this paper addresses the future of the
Corsurier ["ovement by providina an auintessential
nrescrintion for curina the ills of the [lovement.

Introduction

[ am very sroud of the onportunity to speal: to
vou tcday about the relationship between two of
the mest important movements for justice that
have cver seer undertaken in this country, the

Civil Rinhts llovement and the Consumer Movement.
These tro movements have had an influence on the
lives of every American - particularly during the

last three decaces.

Let me for the record, make it crvstal clear at
the orset that I am here as Herbert Simmons, Jr.,
the Ccnsumar Advocate and not in the capacity

of my offizial role with the D.C. Government.
Views that I will express are mine alone and are
not to be construed as the opinions of the [layor,
the City Council or of any resident of the Dis-
trict of Columbia except myself.

I am partizularly nleased with this opnortunity,
because havino been born black, I have been
involved in the Civil Riahts lovement for all of
mv active 1ife. Havina been born into a socio-
eccnorric paverty that is endemic to much of rural
Louisiana, I have chosen to snend all of myv nro-
fessicnal 1°fe in the Consumer !‘ovement with an
efrhasis: on the plialiy o= Taidicoms dofsurmons,
My zeel for the achievement of civil riahts is
incistinquishable from my zeal for the achieve-
mert ¢f consumer richts. Therefore, I fecel as
cornfortable discussina one movement as I do the
other. Still, I am fully aware that there are
differences Letween the two movements. Some of
these differences are auite obvious and unristai-

able. However, there are others that are decen-
tively subtle I steadfastly maintain that it is
all it ||possio|L f01 a4 §ioi-Biach o iuentify

with the very essence of the Civil Riahts tMove-
ment because that essence is the cryvstallization
f Black exneriences, attitudes, social vaiuzs and

0

ultimate aspirations into an indomitable "spiritual
set" that cannot be surmised. There is no way to
internalize a sniritual leqacy of suffe-ing, denial
and dehumanization that stems from over 240 vears
of slavery, excent of course, throuah social
heredity.

I suspect that it would be wise to establish a
nerspective for this discussion. A nersnective
that will have clearly defined reference points
which we can all understand and follow.

Let me benqin by stating that I differ with histor-
jans to a deqree. In their eaderness to write
"history" some historians have distorted the per-
ception of the civil rights and the consumer move-
ments in the minds of many people. You see,
historians like to use such terms as; "era of3"
"the ace of;" "pre" this and "nost" that. These
terms are all delineators and tend to restrict.
Historians have taken two loci and a continuum of
civil riahts activity and labeled the space in be-
tween; "the age of the civil riahts movement."
Some of them even disaaree on which locus heralds
the beqinnina and which locus signals the end of
that age. ‘“ebster Unabridaed Hew Universal Dic-
tionary of the Enalisih Lanquage defines {‘ovenent
as: "A series of oraanized activities by people
vorliing concertedly toward some aoal, oten called
the movement by those involved in it." Freedom
and the constitutional ricnts of 1ife, iiberty and
pronerty have been the common qoal of every black
nerson vho has inhabited this areat land. “hen we
anply the definition of movement to this aoal
auest, then it becomes auite apnarent that the
Black man's struaale for civil rights began simul-
taneously with the enactment of the 13th, 14th and
15th Amendments to the Constitution of <he United
tates. These earliest activities initiated a
continuum of activities. These same ac:ivities
are nrcceedinn even as I speak to you today.
'Yhile the major noal is the same, the tactics have
been modified into systematic apnroaches that are
consistent with the progress made by the mnvament
over a lona period of time.

If ve employ the same nenre of facts anl annly tle
same definition to the strugale for consumcr richts
in America, wn can trace it backwards i tim2 to

e Tha Fiwnee canstiman dqy o ""S""J that year

in lassachusetts. It was a food Taw. Therercre,
the first knowmn consumer protection movement was
in the Torm of food law enactment. These laws
date back to early llosaic and Enyptian history,
nrior to 200 B.C. This means that the consumer
movement also has nroceeded alonn an extended

continuum.

Mith this brief history as a basis ve can now
seiect a nevioa fioi the latter years of pronarass
for the consumer movement and the civil riqhis
movement. For the saike of brevity, I will here-

after sometimes refer to the Consumer [lovement as

Cand the Civil Rinhig Movamont ag CRM,



For the purpose of our discussion, I have chosen
to corpare and contrast the movements by four
stendards. These standards will reflect each
movement's: goals, scope and breadth; constituency;
focus and impetus and futures.

In my oninion, the CRIl has had a more varied and
a far more difficult struggle for existence than
Ci.  For this reason, it will precede CIt in my
comparisons and contrast.

Goal Definition

In terms of ooals, the goals were determined by
each movemant's immediate needs. The CR!M had
unrestrainad freedom as its goal. !hile the C!!
hac pure food and honest measurements as its goal.

To lock at the two movements today, one might say
that the CR!1 is a social movement with strong
eccnomic and political qoals, while the CM might
be corsidered an economic movement, with strona
social and political goals. Also, there is a
striking difference in the qoal modification of
both movemants. The CR! seems to have moved from
the aeneral to the specific, while the C!l has
diversified and moved from the specific to the
gereral.

The "spiritual set" which I mentioned before,
would not e denied in CR!! goal definitions.
Blacks in the CRM carefully selected goals that
vere snecific and achievable. The entire race

had develoned a value system contrary to its
cormor. stereotype. This value system aave Blacl
solidarity to the accentance and unrelenting guest
for gcal achievement. The chosen qoals were the
rights to:

quality education;

votinao rights;

equal employment opportunities;
open housina; and

public accommodation.

The Ccnsumer Hovement has had a more charmed exist-
ence. There have been more contrasts than similar-
ities during its middle vears. For example, its
goals have underqgone tremendous expansion. From
the original goal of insuring pure and equitable
food sales, the movement now tries to address all
issues relating to the purchase and use of consumer
qoods and services. HNaturally these enormous ex-
nansicns of the movements goal have caused some
issues to he addressed more vigorously than others.

Scope and Breadth of the Movements

Both movements vere originally limited in the
scene and breadth of their activities. CR!
activities were conducted primarily in the north-
ern and border states for obvicus reascns. There
existed a climate of repression and intimidation
in the south which was exacerbated by the activities
of such organizations as the KKK, American Nazis,
etc. The CM activities on the other hand were
lTimited to areas where there was favorable federal
and local legislative activity. Another facet of
the CRI's scope i< that while the movement was in

mortal and open conflict with the de jure in-
equities in the south, it was at the same time
battlina the de facto inequities of the north.
The north was affected by what I call the "peel
effect." As the flagrant discrimination of the
south was qgradually "peeled away", it rovealed a
more sinister replication of itself thriving in
the north.

The CM has found that there were also hidden con-
sumer inequities that were not readily discernable.
As the movement increased its efforts to monitcr
the processing and measurements of foodstuffs, it
1as discovered that many other consumer products
vere equally as inferior and unsafe.

Comparison of !Movements by Dvnamics and Con-
stituencies

In terms of dynamics, the two movements were quite
different. The CRM was caused by the denial of a
neohle to privilenes indigenous to the most rudi-
mentary exercises of human existence. !hile on
the otherhand, the Ci! was caused by a dissatis-
faction with the quality of foodstuffs <hat were
being offered for sale in the market-places. In
spite of this difference, both movements lacked a
cormon and essential facet to their dynamics.

That facet was leadership. 1In 1956 when !!s. Rosa
Parks refused to relinouish her seat on a bus in
Montgomery, Alabama, her treatment by local auth-
orities catalyzed the hasty resolution of th2 CRIM's
leadership crisis. Dr. Martin Luther King, Jr.
was chosen to fill the movement's Teadership void.
N student of the Ghandi philosophy of non-vialent
protest, Dr. King impelemented a new strategy for
the movement. A strateay of non-violen?®, direct
action. The Montgomery bus boycott was the first
CRM victory achieved by this strategy. For 381
days, blacks boycotted the public busses. That
strategy would have failed had it not been for the
Black Church. The Church as always been the sourca
of spiritual power for an otherwise powerless
people. Unfortunately, this made them “he targets
of dvnamiters and fire bombers during the 50's and
60's thro-throughout the the south.

The Black Church became command posts throughout
the south. This facilitated two important f2atures
of the civil rights movement. First, i% provided
for a greater involvement of more peonle by being
located in every town and village and second, it
infused a moral fiber to the movement that was
later to be woven into a fabric of coalition and
cooneration. The cooperation was of a natur2 that
nas seidom been seen before or since on such a
large scale.

Peonle of all colors, religious persuasions and
socio-economic statuses were drawn to these

churches to receive the inspiration which made
"nen-viglent direct action" an offective weapon

for social change.

Churches in the south were not the only ones to

aid the civil rights strugqle. Churches all over
the nation provided not only a financial support
base, but also a dedicated constituency for the
movement. Black organizations, such as SNCC, NAAC?,



CORE, The Vational Urban League, some of which had
traditionally disagreed on issues of strategy and
tactics, joined the legions. Grassroots organi-
zations, business and professional groups, and
trede unions, all worked assiduously together.
This was vividly demonstrated when in 1963 over
200,000 peaceful demonstrators appeared in Wash-
ington, D.Z. to petition for the passage of a
civil rights bill.

The dynamics of the CM centered around one
specific strategy - regulation of the market-
plece. This strategy has been successful because
law mekers themselves are consumers. The issues
that they have supported are issues that affect
them &s muzh as anyone else. As a result the
movement has been successful in achieving requ-
lations on a variety of fronts.

In 1938 the Wheeler Amendment was passed to
prctect the consumers against "unfair or de-
ceptive acts or practices in commerce." Also

in 1938 a new and stricter food, drug and cos-
metics act was passed and there are many more.
The areatest flurry of activity yielding the
greatest benefits has occurred since 1960.

This activity has been greatly aided by the artic-
ulaticn of a Consumer Bill of Rights, announced
by President John F. Kennedy on March 15, 1962,
which are: The right to safety, the right to be
informed, the right to choose, and the riaght to
be heard. The increased consumer rights activity
has led to the passage of no less than a dozen
sicnificant pieces of Tegislation in the past

twe decades.

Involvement and support for the Consumer Move-
ment has been, perhaps, its most unique quality.
Athough all 200 plus miilions of Americans

are ccnsumers, the Consumer Movement has no
identifiable constituency. That is to say that
if the movement were chlled upon today to mar-
shall all of its forces against a single issue,

it would hardly know where to turn. The greatest
fragmentation of the mavement is found in this
arca. There are groups, organizations and fac-
ticns of every description championing individual
causes under the banner of Consumerism. The net
result is that there are lots of "Consumer Groups"
claimina to represent everybody but few groups
whe in actuality really represent anybody. I

have long spoken out against those that I call
"Consurzyr Carpetbagqgers.” Those who appear at
conferencns au funding sessions but who flee in
the f=n2 o7 austerity and the necessity to work
on a rrass rocts level. These groups have usurped
much ¢f the movements power and momentum. Since
the 6C's, grass roots people have become more
active in the movement than ever before. However,
there has been no laudable cohesion between the
myriac¢ consumer agencies and organizations that
have emerged. The moverent has suffered severely
by a spate of organizational cannibalism thnat has
considerably reduced the number of viable arouns
that could serve as a nucleus for the development
of consumer sclidarity.

No doubt, it is for these reasons that the con-
sumer movement has never had an indisputable
leader. For exampie, its history shows a
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succession of eminent persons who have become
inflamed by a particular issue and pursued it with
the benefits to most consumers being mainly a by-
product. Dr. Harvey Miley, Chief Chemist for the
Department of Agriculture, was joined by such
Tuminaries as Upton Sinclair whose book, The Jungle
exposed the filthy conditions under which was
slaughtered and processed, Esther Peterson, the
first Presidential Assistant for Consumer Affairs,
Rexford G. Tugwell who was the consumer champion
in the 20's and 30's who fought for a stricter
food and drug Taw and requlation of the cosmetics
industry and of course Ralph Hader who was the
most visible Teader during the 60's. But no indi-
vidual has emerged with the strength and credi-
bility to lead the entire movement while repre-
senting all factions.

Focus and Impetus

The ¢ivil rights movement focused entirely upon
the conditions of a deprived people who were
sinqularly powerless. However, collectively they
renresented a driving force which maintained a
high level of impetus for the CRM. This is true
mainly because the original goals have not
changed essentially. The guest for quaiity =du-
cation, voting rights, equal employment oppor-
tunities, and decent housing are as much a driv-
ing force today as they were at the onset of the
CRM. Therefore, gettina people involved has con-
stituted no major problem.

It is my view that the task of getting people in-
volved in the CH has been more difficult because
of the varied personal interests that are often
the determinents of whether a person or grous of
persons will participate in an effort. For
instance, it would hardly be 1ikely for poor
consumers who are interested in survival to be
enthralled at the prospect of participating in a
reqgulate the prime interest rates. The CI1 has
been able to live with this situation because
unlike the CRM which employed a huage arny of the
powerless and near powerless, the CH has had a
small cadre of powerful and influential supporters
plus a modicum of rank and file. These have been
largely middle class people who range from both
extremes, from the President and the Congress on
one extreme to a few die hard Tow income consumer
advocates on the other extreme.

The Future of the lovements

While both movements have enjoyed much success 1in
the past, their futures are in a state of virtual
Timbo. The CRM has removed many of the barriers
which denied equal opportunities to employment, it
Ilas restored the precious franchise. It has ex-
tricated many oppressed people from dilapidated
housing, and it has removed many of thc obstacles
o guality enducation. The Consumer Movement has
made indisputably more progress in the last two
decades than in all of its history combined. The
legislative scoreboard is replete with consumer
advances and victories. In fact, many of the goals
and principles articulated and espoused by each of
the movements are now institutionalized. The
guarantees afforded by certain consumer and civil



rights laws such as; the right to equal credit
opportunities, to fair and open housing, to
product safety recalls, and to consumer pro-
tection at the state and local levels are now
carefully rooted in the American way of 1ife.

Notwithstanding these institutional gains, there
is an omensus cloud of uncertainty enveloping
both movements. The challenge now is not only
to simply orotect these invaluable gains, but
our mission must be to provide the climate,
nournishment, and the wherewithal for these
gains to continue to sprout and flourish while
serving the purposes for which they were orig-
inally conceived. The two movements must re-ex-
amine themselves in 1iaht of the prevailing socio-
politico ramifications and economic realities.
This must »e done with a resolve to buttress
their strong points, and strenathen their weak
points. VYour efforts must be undergirded by a
recrucescence of the human spirt, that ubiqui-
tous spirt which sustained the CRM throughout
its darkest and most desperate days. lle must
establish networks and linkages which will in-
sure that neither movement is restricted to
special interest, nor confined by regional or
other fragmenting exercises.

1 offer you my prescrintion for treating the
maladies which plague the movements today.
prescription incluses the following:

My

A Cause -
a cause that gives the moevement a legiti-
mate raison de'atre

Goals -
goals that are realistic and achievable

Values -

values that form a common system of values
which makes the goals and objectives
acceptable to the majority

Leadership -
leadership that is competent, effective
and evolutionary

A Strategy -
strateqgy that is carefully planned and
ful.y executed

Involvement -

involvement that includes tha majority of
those who are to benefit directly from the
movements as well as significant numbers
o7 supporters from allied movements and
individuals

A Scope -

scope that will
aries that tend
movemenis toiai

transcend whatever bound-
to restrict or inhibit the
Tuiiiiiment

Exposure -

exposure that will brina the issues to the
attention of as many people as possible,
especially those who would not otherwise
be affected by current events
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Regeneration -
a regeneration that will enable it to
rejuvenate anc sustain itself.

Let me use these final minutes to address the
problems of the Consumer Movement as I see them
today. The Consumer lMovement must find a way

to not only address the concerns of all con-
sumers, but also to involve all consumers in the
process. This need has never been as grave as it
is today. Support for the movement is ~eceding in
the halls of Congress. The current tide of
conservatism is more perilous to the Consumer
Movement than it is to the Civil Rights lovement
for two reasons: (1) the Consumer [lovement has
been almost totally dependent unon government to
help it achieve its goal and there are fewer Ben-
jamin Rosenthals and Yarren IMagnusons today than
there were a decade ago, and (2) because of the
schism and fissures within the movements structure
which makes it vulnerable to exploitation.

The time is now for the Consumer [lovement to seize
the movement and come to the aid of all Consumers.
The Sentry Insurance Company nublished a booklet
called, Consumerism at the Cross Roads, in 1977,
in which it drew the conclusion that "The Consumer
Movement is here to stay and, in fact, is arawing
stronger." But it further concluded that "no
particular group speaks for consumers, but non-
government consumer activist are seen as most in
touch with consumers and senior business managers
are at least in touch." The challenge “hat I
bring to you today as "non government consumar
activists" is to assume a leadership ro.e. 3usi-
ness managers are beginning to take a commanding
advantage in the field of consumerism. On [arch
16th, I attended and participated in a rost unique
conference held in lashington, D.C. It was spon-
sored by the Direct Selling Association and “was
concerned with identifying the major consumer
issues of the next decade. The agenda did not
stop there, they set about too prioritize the
issues and develop stratenies to address them.
This, mind you, was a business initiative.

Interestingly, the number one consumer - ssue

for the 80's as seen by the conference at tha
Direct Selling Consumers Congress was Consumer
Education. The Consumer [Movement must do more to
increase the availability of Consumer Education to
all consumers. I have always been a staunch
supporter of this position, and I'm proud to say
that we are well underway in our efforts to have
Consumer Education entered into the D.C. Public
School Curriculum as a senarate discinl ne.

As we Took to the future, one thing is quite
clear. The Tife and success of the Consumer
Movement rests with you. You must plot a new
course of action for consumer advocates and :he
rank and file consumers alike. I leave you with
two important things to consider: (1) You must
redefine ard work towards the total realization of
central goal and (2) You must develop a new
strateqy.

Your first great challenge will be to set a new
goal. VYour new goal must be that of increasing
the quality of life for all Americans throuah qood



consumerism. At this point, James Fortune of the
Black Economic Research Center sums it up this
way: "Our society has a disturbing tendency to
replace goals and objectives rather than fulfill
them. Befare policymakers had a chance to make
much progress in coping with the "urban crisis,"
they replaced it with the "environmental crisis,”
anc now they are highlighting the "enerqy crisis.”
ilore of these crisis is 1ikely to be solved if

we cortinua to replace qgoals rather than fulfill
them." You must be steadfast in your commitment
to the full accomplishment of your qoal.

You must join forces with CRIY and other neonle
oriented movements to fill the ever increasing
void left by a withdrawal of government support
to prcgrams for people. You will have to devise
creative means to protect the rights of those
consumers who will be Teft defenseless by the
elimiration of such programs as legal aid assist-
ance for the poor.

This movemant must lead the nation, it is nec-
essary in the dismemberment of a system that
transcresses against humanity not only in the
marketplace but in every dav life.

Your second great challenge for the future will

be to develop a new set of strategies. As I've
nointed out before, Cl has depended on government
reculations to achieve its objectives. The
effectiveness of this strateay will be qreatly
dirinished in the future. The present administra-
ticn is opposed to qovernment regulations and vows
to return most requlatory powers to the states.

As a veteran of many CR!! battles, I see this as

a ster backward. Don't misunderstand me, I am

not orposed to states rights and I do believe in
the sovereignty of state leaislatures. However,

I am also a pragmatist of sorts. Throughout his-
tory, the most significant and enduring gains
achieved by the CRM were those that rans-cended
state or local boundaries. They were the ones
with the greatest probability of uniform appli-
cation. You, as consumer advocates must use a
better coo~dination and a stronqer organization

of the movement to see that your gains are uni-
form and equitably beneficial to consumers every-
where. This will not only mean that vou must
involve more people, but the movement must become
process oriented rather than just issue oriented.
You must install and improve those consumer

skills tha*, when applied in concert with thou-
sands of other consumers, will constitute an unde-
featable force. 4Yith a resolute goal of improving
the quality of 1ife through consumerism and a
sound strateqgy of adaptability which you will
impart to the masses, the consumer movement will
arow and propser, and in time will occupy a
cormarding position on the continuum of the
American way of Tife.
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HOW INFORMATION INFLUENCES EFFICIENT
CONSUMER PERFORMANCE

George B, Sproles, University of Houston

Abstract
This paper reviews theoretical foundations for the
concept of consumer efficiency, operational mea-
sures of efficiency, and recent research examining
informational impacts on efficiency. Efficient
or optimal consumer performance has been measured
using various subjective and objective criteria,
Research indicates information moves consumers
toward more efficient choices, but most studies
show incomplete use of information and less than
perfectly optimal parformance by consumers,

Among the articles of faith in the theory of
consumption are those surrounding consumers' search
for information about alternative choices in the
market, rationality in the decision-making process,
and resulting optimality of choices. Much of the
theory focuses on the propositions that when making
a consumption decision, consumers search for some
optimal amount of information with perfect informa-
tion as the ideal and attempt to maximize utility
or satisfaction obtained from the choice which is
ultimately made,

This paper reviews theory and recent research
assessing these topics, First the theory of optimal
or efficient choice is outlined, and examples of
research-based measures of efficiency are identifi-
ed, This is followed by a summary of recent
research showing the degree to which information

has actually been found to influence optimal or
efficient decision-making,

Concepts of Optimal and Efficient
Consumer Performance

Our first task is to outline the theory of optimal
or efficient consumer performance, This theory
contains the alternative concepts of maximizing,
satisficing and efficient consumer choices,

Maximization and Rationality

The classic principle of maximization holds that
individuals and/or households maximize their
overall utility or satisfaction with the total
package of goods and services consumed, within

a specific resource constraint, The major con-
straint s, of course, income (budget), but time
and effort or energy applied to the decision are
frequently given serious consideration as well,
To achieve the maximum consumption, consumers
theoretically follow the utility-maximizina rule
of "balancing at the margin," or assuring the last
dollar spent on each good or service consumed
offers the same added utility,

Going hand-in-hand with maximization is the
principle of rationality of consumer behavior,
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To the pure theoretical economist rationality
simply means behavior consistent with a system of
preferences (e,g,, Green, 1976), A broadened view
of rationality proposes that the rational consumer
obtains perfect knowledge (information) on the
prices and qualities of all alternatives in the
market, This further implies that consumers
engage in systematic, purposeful search of markets
to gather all knowledge relevant to decision-
making, Furthermore, to the theoretical economist
even though certain consumers may behave irration-
ally (e,q., not become fully informed), the aggre-
gate behavior of a large market of individuals

may be assumed to be essentially rational since
different "irrational" behaviors cancel each other
out (Green, 1976),

Satisficing and Bounded Rationality

We have probably known all along that maximization
is both an unattainable and perhaps unmeasurable
goal, at least to the individual decision-maker,
Herbert Simon suggests we consider the more
realistic concepts of satisficing and bounded
rationality (Simon, 1957 and 1978). Unlike the
maximizer who always seeks the best, the satisfic-
er seeks the alternative which is "good enough,"
or one meeting his or her minimum aspiration

level (Simon, 1957), For example, the satisficing
consumer can simply choose the first alternative
found which exceeds the aspiration level, Further,
that aspiration level may be adjusted up or down
as market experience indicates (e,g, surprises or
disappointments with choices),

The concept of satisficing immediately calls for a
revised view of rationality, or "bounded ration-
ality", Following the notion of bounded ration=
ality (or "procedural rationality" as recaatly
termed by Simon, 1978 and "selective rationality"
by Leibenstein, 1976), the individual simplifies
the decision process by creating approximation
procedures and heuristics to govern the search
and choice, For instance, a specific number of
stores to shop, characteristics to consider, or
time to spend may be chosen for application to
the deciston, no more or less, Such procedures
may, to the consumer, make the decision~making
process appear both "rational" and manageable,

The Concept of Consumer Efficiency

The foregoing leads to a major topic of this paper,
the concept of consumer efficiency, a concept
which I believe is emerging into the center of
consumer economics and consumer behavior, It is

a concept which derives from economics and thus

has 1ts following there, but has a growing and
significant following among contemporary consumer



educators, consumer economists, behavioral scien=
tists and marketers (business), There are streams
of thought and research among these applied consum=
er disciplines which are converging on a concention
of consumer efficiency or accuracy of consumers'
assessment of alternatives and choice in the market,

The concept of consumer efficiency focuses on
identifying levels of efficient consumer performance
in choosing between alternative brands ar product
varieties available in the market, The efficient
consumer is defined as one who correctly identifies
the relative qualities of a feasible set of
alternative choices, and makes the best choice
given constraints of resources, valuations of the
ideal product, and personal values or priorities,
Consumer efficiency differs from the concept of
maximization in that it focuses attention strictly
to making the best of a specific purchase made at

a specific point in time, 1In studying consumer
efficiency at the individual purchase level no
assumptions are made that the consumer's decision
to allocate A dollars to the specific purchase

is or is not optimal with respect to all other
consumption decisions (i,e, that the consumer is
maximizing at the margin across all choices),
Furthermore, in analyzing consumer efficiency a
practical assumption is that the consumer considers
not all possible choices (brands) available, but
only some feasible set or "evoked set" of potentiale
ly appropriate choices, The feasible set may be

a very small number of the total brands available,
as in the case when a consumer chooses to shop only
one or two stores and thus automatically 1imits

the range of choice, All of the preceeding would
appear to add greater simplicity and realism to

the analysis of optimal consumer performance,

Operationalizing Consumer Efficiency

The specification of a concept of consumer efficien-
cy is relatively straightforward, It is a fapr

more difficult problem to operationally measure the
efficiency of consumer choice, Theoretically the
measurement of consumer efficiency requires the
comparison of actual consumer performance to an
ideal measure of pertormance, But what types of
operational measures of consumer efficiency have

- actually been applied in consumer researcn? E
review of recent literature reveals a surprising
number of recent studies using measures of consumer
efficiency, "choice accuracy" and "dectsion quality!
Here in basic outline are some of those measures:

(1) To make the purchase with highest pay~offs,
the consumer should purchase a brand at
or near the perfect information frontier,
or efficiency frontier (Maynes, 1976,
p.65), The perfect information frontier
is empirically established by identifying
the price points and quality levels of ail
brands available in the local market, graphe
ing each point, and connecting the qoints
of Towest price for each given Teve "
The consumer's efficiency can be determined
by how close he/she buys to the efficiency
frontier,

(2) Another measure based on quality requires
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consumers to rate relative levels of
product quality among a feasible set of
alternatives, Efficiency of performance

1s measured by comparing the consumer's
rating to objective test results and rating
of quality from an objective testing
oraanization such as Consumers Union
(Spr?1es, Geistfeld and Badenhop, 1978 and
1980),

A relatively subjective approach to measur-
ing quality of the decision focuses on com-
paring a consumer's subjectively determined
ideal choice with actual choice, In devel-
oping this approach, Jacoby, Speller and
Kohn (1974 a and b) measured consumers'
ideal points on each product characteristic
for a particular purchase, and the consum-
er's importance ratings for each character-
istic and beliefs about each brand,

Perhaps the simplest measure of efficiency
focuses on the consumer's ability to choose
the objectively best brand, One measure of
this focused on the consumer's ability to
choose the most nutritious brand from two
choices, given information on various
nutritional components of each brand (Scam-
mon 1977),

The financial pay-offs accruing to a deci-
sion is a very tangible and meaningful
measure of efficiency to many consumer
analysts, Ratchford and Van Raaij (1980)
approach this issue directly in their model
for assessing the financial cost of
making a bad choice by measuring how much
the consumer would be willing to pay to
make a correct choice,

Another measure of financial payoffs
assesses financial returns (money savings
from finding the best prices) achieved

from different shopping strategies (Hawkins
and McCain 1979), \Using actual retail
price data from a local market, the re-
searchers measure the "expected value of
shopping" as a function of the expected
price of selecting one store at random
minus the cost of the Teast expensive

brand and certain transportation costs,
Time costs are also considered in a

second model,

In a unique method for measuring efficiency
Ratchford (1980) develops a normative model
showing the relation between gains to
search and a consumer's preference function,
The model is a hedonic price function and
uses data on product attributes derived
from Consumer Reports, Estimation in the
model does not include actual data from

consumers,

These studies represent the range of approaches and
ideal criteria, both objective and subjective, which
might be applied to the examination of efficient
consumer decisions, Some of the measures are
simple, which seems appropriate for exploratory
research that presently characterizes the invest-
gation of consumer efficiency, Nevertheless,

these studies point to the numerous considerations
and potential complexity of operationalizing
consumer efficiency,



Information and Efficient Consumer Choice

We turn now to a review of studies on the role of
consumer information in influencing efficient con-
sumer performance, First reviewed 1s research
related to low cost purchases, followed by a
review of major purchases,

Low Cost Purchases

A familiar place to start is the case of unit pricing,

The use and benefits of this single informational
cue was widely debated and researched during the
past decade, Some early research found successful
use of unit price information among upper income
groups, but Tess use among low income groups which
were presumed to be prime beneficiaries (e.g., Isak-
son and Maurizi 1973)., Another early study indicat-
ed consumers were better able to determine most
economical items with than without unit pricing;
even more significantly, when consumers did not
choose the Towest unit price item, the difference
between lowest priced item and item chosen appeared
to be minimized (Houston 1972). Recent research
shows that format of information influences total
economic benefits both for sellers and consumers
(Russo 1977).
was found using shelf tags, a 3% decrease was found
using organized lists, and using 1ists increased
market share of store brands 5%, These studies

are only representative of many on unit pricing

as a single informational cue, but they positively
support the proposition that unit pricing is
effectively used in economic sorting of alternatives
and that further benefits may accure through
continued growth in use and improved formats of
informational presentation,

The analysis of informational impacts on consumer
efficiency becomes more complex as more information-
al cues come into play, as in the case of most
studies, The classic example of this is the
important and widely debated studies of Jacoby
(Jacoby, Speller and Kohn 1974 a and b), These
studies tested the relation between information

load and the quality of the consumer's decision,

or the degree to which choices approached the
consumer's subjective ideal choice, Their finding
was that consumers may be more satisfied with
choices as informational use increases, but may
experience information overload (too much informae
tion, confusion) and make less accurate choices,

The research was rebutted on a variety of conceptual
and methodological grounds in a thoughtful series
of papers (Russo 1974, Summers 1974, Wilkie 1974),

which essentially suggest more information is better,

Points of agreement and disagreement have been
acknowledged (Jacoby 1977), with perhaps most
controversy remaining over how to analyze when the
transition from information load to overload exists
(i.e. what is the optimal amount of information),
Measuring decision quality also remains controver-
sial, though its conceptual relevance as an
important variable seems relatively unquestioned
through the debate,

A more recent study in the Jacoby research program
presents a positive view of how use of objective
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A 1% decrease in consumer expenditures

product information influences efficient choice
(Sheluga, Jaccard and Jacoby, 1979), Objective
information on characteristies of pocket cameras
was given to student subjects, but brand and

price information was withheld, Findings suggest
subjects made rational and relatively optimal
choices based on Information actually searched,
However, typically all information was not searche
ed, and cholces were not as opntimal considering
all information available for use,

A different approach to assessing informational
impacts on efficiency of choice in low cost pure
chases 1is reported by Sproles, Geistfeld and
Badenhop (1978 and 1980). This research measured
consumers' ability to accurately rank levels of
product quality based on differing types and
amounts of information, For one of two products
studied increased informational use was associated
with greater accuracy in determining levels of
quality, but findings were less strong for a
second product, Perhaps most important are find=
ings on the types of information used most by the
most efficient consumers, For example, 1t was
found that consumers most effective 1n ordering
quality for blanket choices relied heavily on
objective test results relating to durability;
other characteristics and purchasing criteria iden~
tified as important to cholce were fiber content,
brand name and price,

Some studies of informational impacts on consumer
efficiency are designed directly in the context of
public policy, For example, recent research has
evaluated the impact of "economy size" Tabels on
products (Wolken, Derrick and Fise 1979) and the
posting of drug prices in pharmacies (Baldigo,
Boles and Reynolds 1980), These studies have
focused on compliance with Taws designed to
benefit consumers and have used data from examina-
tion of retail outlets rather than direct measure=
ment of consumers' use of information, In both
cases the authors conclude that the laws and
regulations have not been fully effective when,
taking consumer welfare into account, However,
the studies do Indicate widespread 1f not perfect
impact in the form of increased information avail=
able to consumers,

Perhaps the greatest potential contributions of efw
ficiency research are on special consumer tgsues

of considerable personal and public concern,
Nutrition 1s one such fssue, and 1t is one where
study within the framework of infoypmation and
consumer efficiency is appropriate,

Two studies offer some evidence that nutrition
information does influence preferences and helps
consumers identify the most nutritious brands,

In a study by Stanley (1977) two groups of subjects
were asked to rank the nutritional content and
purchase preferences for various brands of cereals,
One group rated without any information, while the
second was given fifteen minutes to read a report
on the cereals from Consumer Reports (CR), It

was noted that the CR data gave relatively low
ratings to some brands which were highly advertis-
ed for their nutritional content, Subjects in the
untreated (no information) group tended to rate




the highly advertised brands high in nutrition,

The CR treated group gave different rankings,
closely reflecting the CR rankings. Thus informa-
tion influenced correct identification of nutrition-
al values,

Less positive findings are reported by Scammon
(1977). This study measured the ability of televi-
sion ads to convey nutrition information. Amounts
and formats of information were varied across four
experimental groups, and two control groups receiv-
ed no information, Two formats of information

were used, one giving numerical data (e.g., percent-
age of Recommended Daily Allowance of each nutrient)
and one giving a simplified, verbal description
(e.g., "excellent" in protein). Subjects were
asked to identify the objectively "more nutritious"
brand and their subjective brand preferences,
Overall findings were that identification of the
more nutritious brand was independent of the amount
of information, though information in the verbal
format was better than none in improving objective
choice quality, For subjects receiving information
in percentage format, correct choices of the most
nutritious brand was substantially Tower than

those receiving no information, Overall far less
than a third of the subjects receiving information
chose the more nutritious brand of the two, which
brings into question the extent to which a single
informational treatment through a TV ad can Tead

to more efficient choice,

Major Purchases

A11 the preceeding studies dealt with low cost
purchases, presumably those where limited search
for information and perhaps routinized or habitual
behavior is typical (e.g,, Howard 1977, Olshavsky
and Granbois 1979)., But what about Targer cost
purchases, where extended search is hypothesized

to have the largest payoffs? Evidence of informa-
tional impacts on efficient consumer performance

in major purchases is scarce, In one study of
appliances Ratchford and Van Raaij (1980) developed
a measure of choice accuracy assessing the opportu-
nity costs (monetary loss) of actual vs, optimal
decision, and related this to information sought

by consumers in an experimental information seeking
situation, On the average subjects used only 33,92
of 100 bits of information available, When informa~
tion was used monetary Tosses were found to improve
significantly over chance, but still involved
substantial utility loss compared to optimal
choices, The smallest monetary losses were
associated with greater information seeking, includ-
ing a more orderly process of information gathering
and more brands and characteristics studied,

In a totally different approach to assessing

optimal information seeking and choice, Ratchford
(1980) developed a normative model of relations
between optimal search behavior and a consumer's
preference function, The model was used to esti-
mate gains from search for two theoretical types

of consumers, the "price-conscious" consumer and

the "representative" consumer, The research
employed data from Consumer Reports on prices

and brand characterTstics for Tive major appliances,
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Findings indicated for four of the five, gatins to
extensive search were relatively small, and the
data suggest that comparison of three brands should
generally lead to near-optimal purchases for
representative consumers,

Research by Hawkins and McCain (1979) focuses on
financial returns recejved from five different shop~
ping strategies, and included both major and Tow
cost appliances, Estimates were made of dollars
saved by each shopping strategy, including esti~
mates taking expenditures of time into account,
Pricing was the only information sought, In
general, for monetary savings it was found that

how an individual shopped was just as important as
whether he or she shops, For example, completely
random selection and shopping of stores was found
to save little, and even purposeful shopping of
stores perceived by the consumer to have Tow prices
could Tead to errors (e,g,, because consumers'
perceptions of store prices are often inaccurate),
The most efficient strategy was telephone shopping,

Conclusions

In general the results of the studies reviewed
indicate more information is better, in the sense
that consumers are more likely to approach optimal
or efficient choices with than without information,
These are positive findings, to advocates both of
consumer information and education, But perhaps
more important are the implications that optimal
or efficient choice may be increased in many

cases either by improved formatting of information
or simply by persuading consumers to use more
information,

The studies reviewed are also important because
they have established the framework for a new
field of consumer research, We have long talked
about how to improve the efficiency or optimality
of choice, but only in these recent studies has
the problem been operationalized in research,

What 1s needed now is expanded evaluation

research in a variety of contexts, focusing not
only on how irformation impacts efficiency, but

on other interviewing variables such as consumer
education and sophistication (e.g., Sproles,
Geistfeld and Badenhop 1978), Indeed such
evaluation research may be the crucial factual
ingredient for promoting consumers' interests in a
wide range of informational and educational issues
of the 1980's.

This paper has not directly dealt with two of the
most crucial issues:

(1) How can consumers be motivated to demand
and use appropriate information, and
(2) In what way or ways should we measure

optimality or efficiency of choice
(e,g,, what is the appropriate balance
of subjective and objective criteria)?

These are the issues which should receive central
attention from future efficiency researchers.
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AN ALTERNATIVE VALUATION OF HOME PRODUCTION

1

Kathryn Stafford, The Ohio Agricultural Research and Development Center2
Margaret Mietus Sanik, The Ohio Agricultural Research and Development Center

Two approaches to estimating the value of household
production may be taken. One method, the income-
accounting approach, estimates the labor cost to
produce goods and services in the home., The prod-
uct-accounting approach estimates the market price
of home-produced goods and services,

The labor costs have been priced using three differ-
ent computational methods: substitute labor, re-
placement, and opportunity cost. Each method under-
estimates the value of household production but can
be used to value the economic contribution of home-
makers, presently omitted from the GNP, A1l three
depend for their validity upon perfectly competitive
labor markets, marginal wage rates equal to average
wage rates, equal purchasing power for all family
sizes (ceteris paribus), Tittle or no contribution
to output value by equipment and raw materials,
families in equilibrium, and monotonicity between
output and Tlabor inputs,

The advantage of the product-accounting approach is
that it is useful for resource allocation analysis
of household production., With a measure of output
which is not definitionally equal to labor input it
is possible to assess the efficiency of using a
given quantity of resources for some production
activity when measures for the quantity and price of
resources are present,

In this study the household consists of a husband
(1), wife (2), older child (3) and younger child
(4). The family received satisfaction from market
goods (X), household produced goods (Z), and the
leisure time of family members (L]-—-Lq). Goods can
be interpreted to mean both commodities and ser-
vices, The family's utility function (U) can be
written

U=u(X,Z,L7,L2,L3.L4) (1)
Goods are produced at home using the direct inputs
of family members' time (H) and capital facilities
and equipment (K) and the indirect input of human
capital (C). Because the time-study data in this
study are records of daily activities it is
reasonable to assume all capital fixed., Capital
facilities and equipment represent the only com-
modity inputs to production; there are no variable
commodity inputs. The household production function
can be written
7=z(H35K,C) 1-1,....,4 (2)
where arguments to the right of the simicolon are
fixed quantities for any specific family and

where i indexes family members,

Maximization of (1) is subject to both a time and
an income constraint, Time of any family member i
can be spent in any combination of household pro-
duction (H), employment (E) and leisure (L). In-
come (Y) is derived from both earned (WE) and un-
earned (V) resources., It constrains the purchase
of market goods and expenditures for service flows
from capital. Recalling that at equilibrium the
price of any input equals its marginal value pro-
duct we arrive at an expression for the full income
constraint (3) which includes the market value of
household production.,

PLZHPLXHIL = VHWT (3)

Where P,= price of goods produced at hone

A = quantity of goods produced at home
Py= price of market goods
X = quantity of market goods

W = wage rate

The data set on 21 two-parent, two-child house-
holds from the New York component of Northeast
Regional Research Project NE113, an Interstate
Urban/Rural Investigation of Families' Time Use
provides information on food items prepared and
served at home on two days. Market equivalent
prices will be attached to each food item., Market
equivalent prices will be obtained from either a
restaurant survey or a commercial computerized
menu pricing algorithm. For each family for each
day the total value of food items prepared will be
computed. The mean value of food prepared at home
will be computed for families with varying age and
sex of children.

]This study has been funded throuch Familv fcon-

omics Research Groun, USDA -- Contract #53-3204-0)-
204,

a9
“Assistant Professor, Department of Home !janaqe-
ment and llousing, The Chio State University.
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CONSUMER INFORMATION AS HUMAN CAPITAL: DEVELOPING A THEORETICAL PERSPECTIVE

Roger M, Swagler, The University of Tennessee, Knoxville

Abstract

This paper expands the treatment of information
acquisition as investment in a specialized form
of human capital. Informational capital is re-
lated to general consumer strategies as well as
to product-specific situations. A series of hy-
potheses are offered concerning the impact of
age, education and income on consumers' informa-
tion acquisition behavior.

Introduction

Both theoretical and empirical investigations of
consumers' information acquisition behavior have
tended to focus on specific situations. Stigler's
original formulation was developed in terms of the
search process for a single purchase (Stigler,
1961). Nelson later expanded the analysis to in-
formation gained through experience. He was de-
scribing a learning process, but he confined his
attention to the analysis of that process in a
particular purchase situation (Nelson, 1970). He
did not explore the obvious relationship to learn-
ing over time and its influence on consumer be-
havior.

Empirical investigations have also tended to be
situation specific. Research has dealt with pur-
chases of specific products (Goldman & Johansson,
1978), identified groups of consumers (Engledow,
Anderson & Becker, 1979), or processes employed
in particular decisions (Jacoby, 1977). The
latter, as undertaken by Jacoby and others, has
the advantage of recognizing that decision making
should be seen "as a dynamic ongoing process rath-
er than as a static, cross-sectional event" (Ja-
coby, et al., 1977, p. 120). Consideration of
process, however, has been limited to the manner
in which consumers utilize information in par-
ticular decisions and has not been extended to
information and decision making over time. Fo-
cusing on the former, to the exclusion of the
latter, provides a limited, and possibly dis-
torted, perspective,

As I have maintained elsewhere, information ac-
quisition cannot be explained in terms of be-
havior in a single situation (Swagler, 1980).
Kerton has made a similar point, recognizing that
a given consumer makes numerous purchases and
learns (and forgets) 1argT amounts of information
over time (Kerton, 1980). Theories of learning
and cognitive development have dealt with these
issues, but in a more general context (McGuire,
1976).

Thus, the purpose of this paper is to look at in-

1WOrking independently, Kerton has evolved an
approach which is compatible with that taken
here. See, for example, his comments elsewhere

in these Proceedings.
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formation acquisition behavior as part of a dynam-
ic process which extends over the consumer's 1ife-
time, That view presupposes a macro, rather than
a micro, approach, Instead of focusing on par-
ticular consumers or specific situations, the per-
spective is expanded to deal with consumers as a
group over time, As is always the case with ag-
gregation, the’detail which goes with individual
variations is lost. However, there is a gain in
terms of being able to explore the overall deter-
minants of consumers' information acquisition be-
havior,

Theoretical Framework
Informational Capital

This analysis combines two closely related theo-
retical developments -- human capital and time,
The former owes its development to studies of la-
bor force activities, although the relationship to
non-market or home production has been noted

(Ghez & Becker, 1975). In its simplest statement,
investment is made in human capital through educa-
tional activities; the cost of these activities is
weighed against the return the investment will
bring in higher future wages (Ben-Porah, 1967).

Investment in information may be viewed similarly,
except that the return is measured in terms of the
expected discounted value of the increased flow of
services to the consumer. The notion that the cost
of information must be considered in terms of the
benefits it provides is not new and has been the
basis for empirical investigation (Stigler, 1961;
Goldman & Johansson, 1978). However, earlier ef-
forts focused on individual purchases and did not
account for the accumulation of information over
time., That is, the consumer's stock of informa-
tional capital was not taken into account.

Analyzing the accumulation of informational capi-
tal is more complex than the more general analysis
of human capital. With the latter, individuals
make specific, identifiable investments in the ac-
quisition of skills and these investments earn a
return through higher incomes. In the case of in-
formational capital, a similar process operates
only when consumers undertake explicit search (al-
though the return is measured differently). The
problem is that information may be accumulated in
ways which are not associated with formal search
processes.

Educational activities, although they may be fo-
cused on some other goal, provide consumers with
both specific information and more general train-
ing which is needed to function in the market-
place. Education also broadens the consumers'
time horizon and makes one aware of both an ex-
panded range of possible actions and the implica-
tions of those actions. Other information comes



from experience in the marketplace. As they
learn about specific products, places to buy and
ways to approach the market, consumers accumulate
a considerable resevoir of knowledge from which
they can draw. However, information may also
come from activities which are not related to the
individual's own market experience. Consumers
learn through talking with friends, observing
others, advertising, reading or any of a broad
range of possible experiences and associations.

As information is accumulated, it is structured
and organized by the individual.. In that process,
information from a variety of sources may be
blended together. For example, consumers learn
something about automobiles through explicit
search, but that information is combined with
what is learned from individual experience, the
experiences of friends, the media and other
sources., A particular piece of information which
the consumer carries into the market is there-
fore 1ikely to be a compound element and not
traceable to a unique source.

Obviously, the guestion of information processing
is relevant to this discussion. More effective
processing will result in improvements in both
the quantity and quality of the informational
stock. The source of the information is im-
portant to the extent that information from dif-
ferent sources is likely to be processed differ-
ently. A chance remark from a friend, if it is
remembered, may prove useful in the market later;
however, it is likely that the information will
be dismissed as useless and never processed. In
different terminology, "bits" of information are
accumulated into "chunks;" these chunks (which
correspond to the compound elements discussed
above) are more useful to the consumer (Simon,
1974). Clearly there are individual differences
in this process and all bits of information do
not stand an equal chance of making it into a
chunk. Having said that, it should also be clear
that the argument in this paper is independent

of the processing question. The Tatter is worth
exploring, but for the argument here it is suffic-
ient to know that consumers accumulate and recall
information not how they do it.

Regardless of the processing question, it should
be clear that the consumer's stock of information-
al capital is not static. It expands as the con-
sumer adds new information and deteriorates (or
depreciates) as information is forgotten or be-
comes obsolete., Assuming that the Tatter is a
continuous process, some new investment in in-
formation will be needed to maintain the stock of
information. When net investment is positive, the
stock of informational capital expands.3

2Except, as noted below, to the extent that ed-
ucation impacts upon the individual's informa-
tion processing capabilities. I am indebted to
Prof. Loren Geistfeld for this point.

3The precise nature of the capital accumulation
process will depend on the production function
for informational capital (Ben-Porath, 1967)

In a particular encounter with the market, the con-
sumer's stock of information may be adequate to
meet informational needs; in that case, there will
be no information acquisition. However, if the re-
turns on investment in new information are greater
than the costs, the consumer will make that invest-
ment. Either way, the dutcome is shaped by the ex-
isting stock of information and cannot be under-
stood without reference to that stock.

Levels of Informational Capital

The discussion thus far has treated information as
if it were homogeneous. In fact, the types of in-
formation which may be useful to the consumer fall
into different categories which relate directly to
the stock of informational capital. Information
may be related to: 1. approach to markets; 2.
specific markets; or 3. specific products. The
implications of these alternatives will be con-
sidered in turn.

The most general sort of information relates to
approaches to markets. The question is simply:
does the individual know how to function effective-
ly in markets? Even when they lack specific in-
formation, individuals who are familiar with how
markets function know how to set out to solve a
problem. They know where to Took for information,
how to approach the question and probably know
something about the kind of information they need.
Skills in this area may be sharpened by education,
but may simply result from experience.

A more specific type of learning relates to infor-
mation about particular markets. Living in a cer-
tain Tocation, the individual gains experience
with different stores in the area. Over time, he
or she Tearns which stores offer the best price,
quality or service. Faced with a particular prob-
lem, say the purchase of a stove, the individual
will know where to Took, even though he or she
hasn't made that purchase recently. When individ-
uals move, this information becomes obsolete,
which helps explain why newcomers in an area usu-
ally find shopping more difficult and time con-
suming.

The most specific information relates to specific
products. Consumers learn the features or charac-
teristics of specific automobiles, air condition-
ers, paints or whatever. Product-specific infor-
mation is more Tikely to become obsolete as prod-
ucts change or be forgotten because once the pur-
chase is made, the consumer has no more use for
the information.

Most of the research on-information acquisition be-
havior has been product specific. That is ob-
viously an important topic, but it should be equal-
ly obvious that the more general types of market
information play an important role in shaping con-
sumer behavior over time. Note particularly that
the more general types of information are less
likely to become obsolete, thus requiring less in-
vestment to maintain them as parts of the capital
stock.
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Costs of Investing in Information

At this point, the cost of information should be
examined in more detail. Following Becker, the
analysis treats consumption as a process which
utilizes both time and goods to produce commodi-
ties. It is the commodities which enter the in-
dividual's utility function (Becker, 1965). Be-
cause time has value and is utilized in consump-
tion, the costs of both the time and goods inputs
must be considered to account for the full price
of the commodity.

Similarly, the time and goods costs associated
with acquiring information must be taken into
account. These can be incorporated directly
into the cost of the commodity. Obtaining in-
formation about a purchase requires time for
shopping and goods inputs such as transportation,
telephone, or buying guides. It is clear that
when information costs aEe high, the cost of the
commodity will increase.

As in the general case, consumers can substitute
goods and time inputs in seeking information.
Buyers guides may be purchased to help focus the
search process. Other goods inputs, transporta-
tion and communication, can reduce the time in-
put required. The determination of the precise
combination is made according to the relative
pieces of goods and time.

The argument thus far can be summarized by con=
sidering a given consumer at a given point in
time. As the individual goes into the market,
information needs will be determined by the type
of purchase and the amount of information the
person already has (the stock of informational
capital). Additional information will be ob-
tained if the return on the investment is greater
than the cost. The former is determined by the
discounted value of the flow of services which
results from the effort. The latter is set by
the cost of the goods and time inputs.

This discussion provides the basis for the de-
velopment of a formal model of information ac-
quisition, However, the arguments set forth thus
far are themselves sufficient for generating the
stable hypotheses. Because these hypotheses are
worth investigating in their own right and be-
cause they will aid in the further specification
necessary to develop the model, a preliminary in-
vestigation is warranted. The hypotheses are set
forth in the following section.

4There are, however, certain trade offs the con-
sumer can make. For example, more extensive
shopping may reveal features about a product
which make it less time consuming to use. That
is worthwhile if the discounted value of the
time saved over the 1ife of the product is
greater than the cost of the time expended in
cearch. The consumer's time horizon is relevant
here in determining strategy.

5T‘m’s suggests that higher-income individuals
would substitute for time in the acquisition of
information. Higher-income consumers do in fact
make the most use of product testing information
(Engledow, Anderson & Becker, 1979).
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Hypotheses
Overview

The preceding section developed the idea of the
accumulation of informational capital as a learn-
ing process. Therefore, the factors accodicated
with consumer learning should be significant var-
jables. Among these, years of formal education
and experience in the marketplace are obviously
important, Age may be used as a proxy for the
latter. Cost considerations are dominated by the
value of the individual's time, which makes in-
come the key consideration. Numerous other as-
pects could be identified, but in this prelimi-
nary inquiry, the focus will be on education, age
and income. In each case, the discussion will
focus on the variable in question, without ref-
erence to the others.

Education

Education has an obvious impact on information
capital, but it also bears upon cost considera-
tions, Therefore, no directionality can be as-
sumed. Looking only at the accumulation of in-
formational capital, it is clear that additional
information should expand the stock. Because an
expanded stock of informational capital should
reduce the need for additional investment, there
should be an inverse relationship between years
of education and the amount of information ac-
quisition.

The returns to investment in information, how-
ever, are measured in terms of the expected

value of the discounted stream of benefits. Be-
cayse the measure is expectational, education
should have an impact. Individuals with more ed-
ucation will be more aware of both alternatives
and the potential benefits from additional
search, To the extent that education expands the
individual's time horizon, additional search can
be expected, Take the example of purchasing an
appliance. The person with a shorter time ho-
rizon would be Tess concerned about energy costs
over the life of the product and would therefore
search Tess.

As noted above, education may also affect the
manner in which the consumer processes informa-
tion. One would suspect that education would
promote more efficient processing, enabling in-
dividuals to be more effective sorting, organiz-
ing, storing and recalling information. Organi-
zation is particularly important, and education
should enhance the consumer's ability to organize
large amounts of information and to move from the
more specific to the more general types of in-
formation discussed above. Because more ef-
fective processing enhances the quality and the
quantity of the capital stock, education would,
in this case, diminish the need for explicit
search in a particular purchase situation.

Taken together, these considerations indicate
that no unambiguous prediction can be made about
the impact of education on information acqui-
sition. The accumulation of human capital and
improvements in processing would discourage



search, but expanded expectations would promote
additional investment. The outcome therefore de-
pends upon the relative strength of the two fac-
tors.

Age

Because age serves as a proxy for experience in
the market, older consumers should be more ex-
perienced. It follows that they will have ac-
cumulated more information through those ex-
periences. As a result, there should be an in-
verse relationship between age and information
acquisition. This assumes a constant rate of
depreciation of the capital stock. The deprecia-
tion rate may increase for the elderly as it be-
comes more likely that information is obsolete
and that problems will develop with memory.
Therefore the prediction is limited to the in-
dividual's working years.

Income

It is clear from the discussion above that high-
er income raises opportunity costs and therefore
increases the cost of investment in information.
It follows that there should be an inverse re-
lationship between income and information ac-
quisition. However, it is 1ikely that higher-
income individuals (regardless of their education)
have expanded expectations; as with education,
this would tend to expand investment. Further-
more, higher-income consumers buy a wider range
of more expensive goods; this too would in-
crease the need for investment in information.
Thus, no clear prediction can be made about
directionality.

Summary

The preceding sections have outlined a human capi-
tal approach to consumer information. The basic
premise is that in any purchase situation, the
consumer carries some quantity of information ob-
tained from personal experience and learning.
That stock of informational capital becomes a
dominant factor in the consumer's decision wheth-
er or not to seek additional information. New
investment in information is warranted when the
returns from that effort (measured by the dis-
counted value of the flow of services it gener-
ates) is greater than the cost (measured by the
goods and time inputs required). However, just
as business may increase production without ex-
panding its capital stock, the individual may
expand consumption without obtaining additional
information.

Although this is a macro view, it can be integra-
ted easily with research efforts. The link to
information processing has already been noted.
Other research on specific situations can be in-
cluded by accounting for the consumer's pre-
vious experience in a more systematic fashion.
The result should be a more comprehensive view
of consumers' information acquisition behavior.

In order to focus that view, more refinements are
required. The relationships involved, which are
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laid out here in general fashion, need to be fur-
ther specified. That effort is underway as part
of the development of a formal model. The hy-
potheses set forth above should also be tested;
those tests are also underway, with data based on
consumers' time use. Together these efforts
should provide added definition to a comprehen-
sive view of consumer information.
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THE CLID AWARD WINNING COMMERCIALS:
A STUDY OF INFORMATION CONTENT:

Gail Tom, California State University, Sacramento

Abstract

The purpose and value of television commercials is
a subject of considerable debate and concern among
government officials, The following reports on an
empirical study which addresses this hotly-contest-
ed subject. Clio Award winning television commer-
cials are examined for information content. The
Clio Awarding winning commercials demonstrate that
commercials can meet both the information require-
ment that consumer educators desire and creative,
technical excellence that advertising practition-
ers demand.

Introduction

Advertising is an institutionalized and persuasive
component of the American economy and culture.
Informationally, advertising is indispensible to the
consumer in the American marketplace. Advertising
has the virtue of informing ¢tansumers of the exis-
tence, availability, and &ttributes of products. How-
ever, much controversy between advertising practition-
ers and critics exist as to the usefulness of the
information communicated in advertisements, especial-
1y television commercials.

The controversy stems around the definition of infor-
mation value. Given the numerous and varied perspec-
tive extant, agreement on the definition remains
elusive, However, Resnik and Stern (1977) operation-
ally defined the information value of television com-
mercials with 14 evaluative criteria: priceor value,
quality, performance, components or contents, avail-
ability, special offers, taste, packaging or shape,
guarantees or warranties, safety, nutrition, inde-
pendent research, company-sponsored research, and
new ideas. Usingamulti-stage random sampling pro-
cedure, an analysis of 348 commercials broadcasted
by the three major networks, NBC, CBS, and ABC, re-
vealed that 35% of these commercials were judged in-
formative on1 criterion, 16% were judged informative
on2.criteria, and 1% were judged informative on 3
criteria. The authors concluded, "Even the most
favorable results of this study point to the fact
that television commercials have room for improve-
ment in providing useful informational cues to the
consuming public" (Resnik and Stern, 1977).

The advertising industry recognizes its best tele-
vision commercials with the Clio Award, the equiva-
lent of the Oscar for movies. Howdo the best that
American televisionadvertising has to offer compare
with the "typical" television commercials on the
14 informational cues defined by Resnik and Stern?
The present study addressed this question.

Method and Results
Forty-seven business students enrolled in an adver-

tising course at a Targe western university served
as subjects. These particular students were select-

ed because of their dual roles as consumers and as
students of advertising. As students of advertising,
they understand the intentions of the advertising in
the business context. As consumers, they experience
the consequence of advertising in the marketplace.

The subjects were shown 27 Clio Award winning com-
mercials and asked to judge the information content
by indicating those evaluative criteria that the com-
mercial met. These 14 criteria were the same as
those used in the Resnik and Stern study. Adverti-
sing practitioners selected these 27 commercials as
representative of the various categories of Clio
Award winning commercials. These advertising prac-
titioners were not aware of the fact that these
commercials were later to be judged for their in-
formation content.

The results show that 2 of the 27 commercials (7%)
were judged as meeting 3 criteria of informative-
ness by the majority of the respondents, 9 of the
27 commercials (33%) were judged as informative on
2 criteria of informativeness, and 21 (78%) of the
27 commercials were judged informative based upon
one criterion. A previous study by Resnik and
Stern (1977) evaluated the information content of
typical television commercials using the same cri-
teria of information used in the present study.
These researchers found that 1% of typical televi-
sjon commercials were informative on 3 criteria,
16% were judged informative on 2 criteria, and 23.5%
were found informative on 1 criterion. Compared to
Resniks and Stern's sample of typical television
commercials, the present sample of America's best
television commercials are found to be informative.

Implications of the Results
of the Study

This study has demonstrated that information may be
presented in an entertaining, interesting, aesthet-
ically pleasing, attention-getting, and creative
way. America's best television commercials showed
that commercials can meet both the informative re-
quirements that consumer educators desire and the
creative, technical excellence that advertising
practitioners demand. However, this finding must
be tempered with the interpretation that even among
America's best television commercials, there is
sti11 room for improvement--they can still be more
imformative.
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DISCUSSANT REMARKS

Josephine Turner, Alabama Cooperative Extension Service

Introduction

consumer education? What
is the most critical con-
it decision making or pol-

What should be taught in
do consumers need? What
sumer education need; is
icy making?

Decision making includes identifying the problem,
analyzing the advantages and disadvantages of the
proposed solutions, developing alternative solu-
tions, choosing the best alternative, implementing
that alternative and evaluating the results (5,7).
Decision-making includes more than teaching consum-
ers whether to buy Brand A or Brand B. It includes
developing skills that can be transferred from one
situation to another.

Policy making education on the other hand involves
teaching consumers to provide information to deci-
sion makers. The goal of public policy education

is to increase understanding of the factors involved
in public issues so that informed decisions can be
made. Policy making includes examining the trade-
offs, the benefits, the costs, and determining how

a specific course of action will affect different
segments of the population. The objective of pub-
lic policy education in Extension is to help citi-
zens understand and participate in public policy
procedures including the economic, social and polit-
ical decision making processes at the community,
state and national levels (1).

What Do Consumers Need?

Before determining what should be taught in consum-
er education we need to find out what consumers
need. Consumer rights as clarified by Presidents
Kennedy and Ford suggest to us some areas of consum-
er need. Consumers need to be informed, to be edu-
cated, to be provided with safe products, to have
choices and to have avenues available for complain-
ing or redress.

Consumer education is a life long process that be-
gins very early. It is a part of the socialization
process. That is the process by which the child
learns what is expected of him/her in various sit-
uations, the consequences of meeting expectations,
and/or the consequences of failure to meet the ex-
pectations of others.

The socialization process is cumulative with the
family being the first and no doubt the child's

most important socializing agent. The child first
learns acceptable consumer behavior from observing
parents and significant others as they perform con-
sumer roles (13). Consumer education therefore can-
not be concentrated in the school attending years
since being a consumer is a life long activity.

Extension professionals have identified problems to
be dealt with in the 80's. Among the problems iden-
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tified are helping families establish economic
well being and helping families improve the qual-
ity of their lives. These problems will be dealt
with and met through programs, materials and other
assistances in a number of areas. One area in-
cludes programs in consumer education. Consumer
education was identified by Extension profession-
als to mean helping consumers improve competence,
marketplace performance and consumer affairs par-
ticipation (9). Extension consumer education pro-
grams as mandated by congress should reach a broad
range of consumers: the young, the old, the rich,
the poor, the educated and the uneducated.

Extension's Mandate

The Cooperative Extension Service is under mandate
to teach consumer education, Extension receives
its mandate to be involved in consumer education
from the act that created the Cooperative Exten-—
sion Service. Cooperative Extension Service was
established by the Smith Lever Act of 1914. Dr.
Kenyon L. Butterfield, president of the Massachu-
setts Agricultural College, one of the earliest
proponents of Extension, was selected to chair a
committee on the development of Extension in each
state. He recommended that::

", ..each college should develop as rapid-
ly as possible a definite tripartite or-
ganization that would reach the college
in its three functions-as an organ of re-
search, as an educator of students, and
as a distributor of information to those
who can not come to college." (12).

The bill written by congressman Lever specified
that the Extension worker was to assume leadership
in every movement, whatever it may be, whose aim
is better farming, better living, more happiness,

more education and better citizenship. The role
of the Extension worker as spelled out in the in-
troduction to the Smith Lever Act is: "...to aid

in diffusing among the people of the United States
useful and practical information on subjects re-
lating to Agriculture and Home Economics and to en-
courage the application of the same...to those not
resident in said college." (12).

As early as 1948 public policy education was es—
tablished as an obligation of the land grant uni-
versities. 1In 1954 congress specified public af-
fairs education as one of three areas where work
was to be strengthened (1).

Cooperative Extension Service is recognized as the
world's largest, publicly supported, informal, a-
dult education and development organization with

66 years of recognized achievement dedicated to

the development of people who through their own in-
itiative, identify and resolve problems which af-
fect them (9).



In a recent speech Dr. Opal Mann, deputy administra-
tor, Family Education, SEA, USDA, described Cooper-—
ative Extension Service as America's first and only
national system of adult education which has enabled
people to acquire knowledge and skills needed to a-
dopt to changing social, economic and cultural con-
ditions. A recent publication from the national
association of Extension Home Economists, described
the county Extension Home Economics staff's role.
Six specific goals were identified by the group.
They are: 1) helping family members increase lead-
ership skills, 2) helping family members utilize re-
sources more wisely, 3) helping family members to
improve family and community life, 4) helping fam-
ily members identify needs and set goals, 5) help-
ing family members become better decision makers,
and 6) helping family members achieve desired level
of living (9).

What Should We Be Teaching in Consumer Education?

In Dickinson's paper she suggested a developmental
approach to consumer education which integrates
both the decision making and the policy making as-
pects. Her model implies that competencies are se-
quentially arranged and that the progress of a con-
sumer is predicated upon his or her having experi-
enced previous levels of competency. These levels
have been identified as developmental operations
of: Organizing, Adapting and Advocating (2).

Tindings from numerous research projects including
those of Strauss and Schuessler, Piaget, McCarty,
Gunn, Miles and others would support a developmental
approach as being an effective method of teaching
consumer education (13).

The pyramid of objectives as discussed by Lang-
rehr shows progression of consumer education from
the coping phase through the influencing phase in
an orderly process (8). Edwards suggested that
learning to cope must come first, but then the oth-
er objectives could be on a horizontal rather than
a vertical plane (3).

How to Teach Consumer Education?

The consumer life cycle such as the one proposed by
Stampfl is used by program planners as a guide to
determine informational needs of target audiences,
i.e. that is to determine the teachable moment for
a specific concept. For example: market place
skills needed by the young person includes among
other things how to balance a checkbook, how to
choose banking services, and how to develop a simple
budget (11).

Extension clientele are represented in the program
planning process. They are involved in identifying
their own needs and interest. Extension has four
program areas in which consumers are reached with
educational programs. They are the 4-H program for
the youth audience. Home Economics, Community Re-
source Development, and Agricultural and Natural Re-
sources programs for the adult audience.

Decision making, directly or indirectly is a part of
programming in all areas of Extension education. De-
veloping skills in decision making are emphasized
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in the Family Resource Management area of both the
adult and the 4-H programs. A variety of activi-
ties from projects to games may be used to assist
in the learning process. Competitive activities
with numerous ribbons or awards are used to in-
crease motivation in various program activities.

Policy making activities of Extension educators is
limited to teaching clientele in our areas of ex-
pertise to influence public policy. Extension's
limitations in policy making were spelled out in
the 1958 Scope Report.

"Extension's function is not policy deter-
mination, but instead its function is to
better equip its clientele, through educa-
tional processes, to analyze public issues
on the basis of available factual informa-
tion. It was felt that it is the preroga-
tive and the responsibility of the people
themselves, individually and collectively
to make their own decisions on policy is-
sues. Extension's primary role in public
affairs is education, i.e. providing the
individual citizen with information and
learning experiences to more effectively
solve public problems." (1)

Extension professionals are frequently called upon
to help clarify the issues in policy making.

Consumer education in Extension is very broad.

What should be taught, to whom, and when it should
be taught can best be determined by the needs and
capabilities of the clientele to be served, as
identified by themselves, and Extension profession-
als at the county, state and national levels.

The role of Extension in consumer education as I
see it is both decision making and policy making.
The Extension educator's goal is to help consumers
clarify values, identify goals, identify resources
needed to obtain goals, recognize available re-
sources, learn how to maximize available resources
to achieve goals, learn how to increase family re-
sources, understand what the cost and benefits to
the family and to society will be in selecting one
goal over another, and learn how to influence pub—
lic policy that will help improve the quality of
life.

To some degree Extension educators are involved in
all four consumer arenas defined by Dickinson's
model, i.e. marketplace, recourse, consumer protec-
tion and public policy (2). The Extension educa—
tor works to improve all three consumer competen—
cies as identified by Dickinson. The Extension
educator helps consumers learn to organize, helps
consumers to build human capacity for adapting and
teaches consumer skills needed to be successful in
the advocation process. Influencing is more often
informal or formal rather than active. Participat-
ing is not always assertive. The four learning
factors identified by Dickinson are considered by
Extension program planners. Emphasis however is
concentrated on the first two: stages of the life
cycle and level of consumer socialization.



Is Decision Making or Policy Making More Critical?

Extension is involved in teaching consumer educa-

tion; both decision making and policy making.
are important.

Both
One without the other is incomplete.

Langrehr predicts that- the 80's will provide fewer
government regulations than the past two decades.

If this is to be the situation and I believe it will
be, it is important for us to analyze what we are

teaching in consumer education.
is more effective than consumer legislation.

Consumer education
Con-

sumer legislation has the tendency to give consumers
a false sense of security, i.e. that someone is
looking out for him; when in fact the best way for
the consumer to cope is through his own knowledge
and skills.

10.

11.

An increasing need for involvement in public policy 12.
education has been recognized by administrators in

Extension.

In efforts to meet this need, Public

Affairs Specialist are being added to Extension
staffs and training in Public Policy Education Meth- 13.
odolofy is being provided for current staff directly
involved in areas of public issues.

The ancient oriental proverb - "Give a man a fish,

and you feed him for a day.

Teach a man to fish

and you feed him for life," (10) - could be applied

to consumer education.

Although if the man is to

survive he must have something to eat while he is

learning to fish.

Teach a consumer to cope, to un-

derstand, to question, to comserve, to participate
and to influence and he/she will be able to make
wise decisions and to influence public policy.

4.,

7.

8.

References

Covey, D. C. Proceedings of the Southern Regional
Public Policy Education Workshop. Olive Branch,
Mississippi. Sponsored by: Southern Extension
Directors and others. March 30-April 2, 1980.

Dickinson, Virginia H., "Consumer Education: A
Developmental Approach," ACCI Annual Meeting
Workshop on What Should Be Taught in Consumer

Education: Decision-Making or Policy-Making,1981.

Edwards, Kay P., "Consumer Education: A Public
Policy Approach," ACCI Annual Meeting Workshop
on What Should be Taught in Consumer Education:
Decision-Making or Policy-Making, 1981.

Extension Service. Guidelines for 4-H Consumer
Education. Washington, D.C.: U.S.D.A. June,1976.

Gross, Irma, Crandall, E. W., and Knoll, Marjorie
M. Management For Modern Families (3 rd Ed.)
New York: Appleton-Century-Crofts, 1973.

Hefferan, Colien. '"Family Financial Planning--
Research" USDA, SEA, Washington, D.C.: 1981,
Agricultural Outlook Conference, November, 1980.

Koberg, Don and Bagnall, Jim. The Universal Trav-
eler. Los Altos, Ca: William Kaufman, Inc.1976.

Langrehr, Frederick W., "Consumer Education: Pri-
vate or Societal Decision Making,'" ACCI Annual

198

Meeting Workshop on What Should be Taught in
Consumer Education: Decision-Making or Pol-
icy-Making, 1981.

Mann, Opal. '"New Directions for Home Economics
in the 80's," Mass. Cooperative Service Annual
Conference: Martha's Vineyard, Mass.: October,
1980.

Ritter, Dian.
Life.
1976.

Ginger Snaps Fun Thoughts on
Norwalk, Conn: The C.R. Gibson Company,

Stampfl, Ronald W., "The Consumer Life Cycle,"
Journal of Consumer Affairs, Vol 12 (Winter
1978), 209-219.

Strickland, Oscar. Program Development for the
Alabama Cooperative Extension Service, Circular
Ex 3, Auburn, Alabama, 1978.

Turner, Josephine. Development and Validation
of a Simulated Market to Test Children of Two
Ages for Selected Consumer Skills. Ph.D. Dis-
sertation: Purdue University, Lafayette, Ind.
1975,






