CAREERS IN CONSUMER ECONOMICS -- FINANCIAL SERVICES

Rosella Bannister, Eastern Michigan University

ABSTRACT

Careers in consumer affairs in financial services
are expected to grow in the 1980s, especially in
the area of expert advising in personal financial
decisionmaking. A closer link is needed between
on-the-job expectations in consumer affairs and
academic preparation for employment in the finan-
cial services industry.

In 1982, the National Bank of Detroit funded

a study to provide recommendations regarding the
consumer affairs function within the financial
services industry. In addition, the study focus-—
ed on knowledge and skills appropriate to consum-
er affairs and the role of higher education in
academic preparation and continuing education. A
report of the study is available from the Michi-
gan Consumer Education Center, Eastern Michigan
University, Ypsilanti, MI 48197.

EMPLOYMENT OPPORTUNITIES

In response to the rapidly changing financial ser-
vices marketplace of the 1980s brought about by
increased competition, deregulation, technology
and the growing complexity of consumer choice,
financial institutions are expected to offer em—
ployment to men and women who have knowledge and
skills in consumer affairs. Applicants with a
personal finance background are likely to be in
greatest demand.

A 1981 study commissioned by the American Banker's
Association suggests that there will be a growing
market for the services of expert advisors in
personal financial decisionmaking, and that the
critical consumer financial issue of the 1980s is,
and will continue to be, effective money manage-
ment.

Consumer affairs professionals are employed at a
variety of levels in banks, credit unions, sav-
ings and loan institutions, investment and insur-
ance companies, and other businesses which provide
financial services to consumers.

While the number of senior level position in con-
sumer affairs at corporate headquarters will re-
main relatively small, the following entry level
and career ladder positions may be open to con-
sumer affairs graduates:

. support staff in the consumer affairs depart-
ment

. positions in advertising, marketing, public
relations and community affairs

- positions with direct customer contact such as
new account managers, consumer credit, custo-
mer service and branch managers
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+ positions in the growing area of financial ad-
vising, with job titles of financial consul-
tants, financial counselors and financial
planners.

Consumer affairs executives are often recruited
from within the company's own personnel, and con-—
sumer affairs graduates with corporate experience
in a variety of areas should be qualified candi-
dates for senior level consumer positions.

CONSUMER AFFAIRS FUNCTION

Coordination of consumer affairs is often cited as
a major reason for placing a corporate consumer
affairs specialist at the senior management level.
The function at this level is to strengthen the
consumer sensitivity of the financial institution
through monitoring and analyzing consumer trends
and issues, evaluating corporate consumer pro-
ducts, services and policies, and providing con-
sumer information and education on topics of mu-
tual interest to the industry and its customers.
Key responsibilities can be classified as follows:

Evaluation

Monitor and analyze consumer trends and issues
related to the financial services industry.

2. Analyze customer inquiries and complaints and
recommend appropriate action.
3. Evaluate corporate products, products and ser-—

vices in view of consumer trends and issues.
Communication and Counsel

Facilitate communication within the financial
institution regarding consumer issues and con-—
cerns.

Maintain liaison with consumer leaders and
facilitate communication between the financial
institution and consumer networks.

Advise management in shaping and evaluating
the financial institution's consumer products,
services and policies.

1.

2.

3.

Information and Education Programs
1. Provide consumer and economic education pro-
grams and materials to employees, customers
and other audiences.

Assist other departments in the development of
customer information and education programs
and materials.

Encourage and support consumer and economic
education in elementary and secondary schools,
and in adult, continuing and higher education.

2.

3.

While this study did not analyze the key respon-
sibilities of the consumer financial advisor, the
function is to provide assistance to clients in
identifying and analyzing their financial goals,



resources and cash flow, and to provide recommen-
dations regarding insurance, investments, tax and
estate planning.

KNOWLEDGE AND SKILLS

Based on the key responsibilities identified above,

the following knowledge and skill areas are sug-
gested for a consumer affairs specialist:

Consumer Perspective

+ Sensitivity to factors affecting consumer de-
cisions at individual, family and societal
levels.

+ Functional knowledge of consumer behavior as
influenced by individual and family financial
values, goals, needs, wants and concerns.

+ Ability to view consumer needs and concerns in

relation to business interests and responsi-
bilities.

Business Perspective

+ Knowledge of business principles and proce-
dures appropriate to financial institutions,
including:

profit motive
product planning
consumer services
marketing

advertising

public relations

business ethics

corporate social accoun-—
tability

+ Specialized and technical knowledge of the
financial institution's products and services
available to consumers.

+ Ability to view corporate objectives and poli-

cies in relation to consumer needs and con-
cerns.

Personal Finance

+ Functional knowledge of the components of per-
sonal financial management over the lifecycle,

including:
resources protecting
recordkeeping taxpaying
saving estate planning
borrowing evaluating financial deci-
investing sions

* Awareness of the impact of technological ad-
vances on personal financial management.

* Knowledge of laws affecting personal financial

decision making.

+ Functional knowledge of factors to be consid-
ered when making decisions about the purchase
of consumer products and services, including

housing, transportation and financial services.

Economic System

* An understanding of the production, distribu-
tion and consumption of goods and services
within the mixed economy of the United States.

+ Knowledge of economic concepts important to
business-consumer relations:

scarcity competition
supply and demand monetary policy
price fiscal policy
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Awareness of the effect of economic problems
on consumers:

inflation public policy toward
unemployment business
interdependency economic growth

balance of trade

Political System

+ Awareness of the structure and functions of
government and those forces which influence
public policy.

+ Knowledge of the legislative and regulatory
processes which affect business-consumer re-
lations.,

+ Ability to analyze the costs and benefits of
government regulation and consumer protection
laws for consumer and for the financial ser—
vices industry.

+ Understanding of the effects of fiscal and
monetary decisions on households and financial
institutions,

Communication

* Skills in listening, writing, editing and
speaking.

* Functional use of basic electronic media.

* Awareness of the complex interactions between
institutions and individuals in areas of con-
flict resolution, mediating, interdependence
and compromise,

+ Ability to apply communication skills when
working with advisory and focus groups.

Management

* Skills in decision making, problem solving and
issue management.,

+ Ability to think independently, analytically,
objectively.

+ Ability to develop and implement reasonable
goals, objectives, standards of performance
and action plans within given time constraints,

Information Processing

Skill in conducting survey research and analy-
zing statistics.

+ Ability to apply data processing principles.

+ Skill in computer operations as related to
business-consumer affairs,

Interpersonal Relations

+ Skill in teamwork, group planning and decision
making.

+ Ability to create a climate of cooperation,
mediation, compromise and conflict resolution.

+ Skills din assertiveness, persuasion, tolerance
and negotiation.

* Ability to deal with agressiveness in others.

+ Sensitivity to the special needs of various
constituent groups within society.

Teaching and Learning

* Ability to plan, implement and evaluate teach-
ing and learning activities for use in meetings,
classrooms, workshops, conferences.

+ Ability to develop, use and evaluate education-
al resources including brochures, pamphlets,
newsletters, films, and video cassettes.



MULTIPLE RESPONSE DATA FROM HOUSEHOLDS:

WHEN TO COLLECT IT; WHAT TO DO WITH IT

Nancy M. Rudd, The Ohio State Universityl
Joel Rudd, University of New Hampshire?

The purpose of this roundtable was to generate
discussion regarding the costs and benefits of
collecting data from more than one household mem—
ber. In the past wives have served as the primary
spokesperson for households because they were most
likely to be available and willing to cooperate.
Recognition that wives' responses to surveys may
differ from those of other family members has led,
in part, to collection of data from more than one
household member. However, collection of such
data entails considerable added cost. The number
of households which can be surveyed is reduced,
limiting generalizability. Generalizability is
further reduced to the extent that only certain
kinds of households agree to cooperate in such
surveys. In addition, analytical tools appropri-
ate to taking advantage of the multiple respondent
nature of the data may be unavailable or unsuit-
able. Therefore, collection of such data may be
justified in only a small number of cases.

Discussion among roundtable participants focused
on two overlapping questions: 1) what kinds of
variables can be measured at the household level
and how can they be measured? 2) under what cir-
cumstances is some measure which reflects the
household as a whole necessary and when are data
from more than one household member necessary to
obtain such a measure?

Objective household characteristics such as in-
come, net worth, and value of total food consump-
tion are usually household level variables. While
individual household members may report different
values for such variables, a researcher would gen-
erally not have any means of determining which
values were correct. Thus collection of data from
the household member identified as most knowledge-
able on the subject of interest would provide bet-
ter data at less cost than collection from more
than one household member.

Subjective variables--attitudes, perceptions, sat-
isfactions-—are individual level variables. There
was agreement that responses of this nature cannot
simply be added or averaged to generate a meaning-
ful "household" wvariable. There was disagreement
as to whether household members could yield a
single response (e.g. satisfaction with income)
representing the household if interviewed jointly.
A common means of generating a "household" wvari-
able from two or more household members' responses
is to compute a difference score. However, the
difference between two measures that each contain
some unreliability may contain even more unrelia-
bility. Thus creation of valid and reliable
"household" variables from individual responses is
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very difficult.

That difficulty notwithstanding, participants
agreed that there are instances in which a partic-
ular research question cannot be answered without
multiple respondent data. Most examples given in-
volved questions regarding the effect of agreement
or disagreement between spouses on some phenom—
enon e.g, money management to some subsequent out-
come such as level of savings. In contrast, if
the researcher were primarily interested in the
effect of spousal disagreement on a single mem-
ber's behavior, attitudes, etec. then that person's
perception of disagreement (a single respondent
measure) would be more appropriate than a measure
of actual disagreement (requiring two respondents).

No conclusions were reached with regard to the is-
sues discussed. The roundtable served to increase
awareness of the hazards involved in collecting
data from multiple household members in the ab-
sence of a clear theoretical rationale and plan
for analysis.



INTERNATIONAL PERSPECTIVES ON THE IMPACT OF CONSUMER
RESEARCH ON NATIONAL POLICIES

Jean Kinsey, University of Minnesota
Omer Baybars Tek, Dokuz Eylul Universitesi, Turkey

ROUNDTABLE B.
Attending: Mohamed Abdel-Ghany, Robert Kertonm,
Gordon Bivens, Ann Foster, Kristine
Kline, Karen McAlexander, Carolyn
Hudson, Charles Cavagnaro, Howard
Schutz

Dr. Tek suggested we discuss this topic by sepa-
rating macro from micro consumer issues, the
latter being concerned with everyday, individual
and relatively short—run problems including prod-
uct testing and health and safety issues. Under
macro considerations are the aggregate problems
of hunger and poverty, general economic develop-—
ment, consumer exploitation, and income distribu-
tion,

Some mechanism for sharing research results and
information about products (hazardous and other-
wise) is sorely needed on an international scale,
Even recognizing cross cultural differences, it
was agreed that individual researchers, manufac-—
turers and responsible governments should make
every effort to disseminate (new) knowledge in
the interest of: (a) preventing waste through
duplicate research efforts, and (b) enhancing

the health and safety of people everywhere. Per—
haps academic researchers could be more socially
responsible by "marketing" their findings to
audiences beyond the readers of academic journals.

There was a discussion of a Model Consumer Protec-
tion Code being promoted by IOCU and the U.N.

This led to a lengthy discussion about the prob-
lems of disseminating product information in
foreign countries. The "government model" works
well when a country has a govermment structure
which is both willing and able to receive and
disseminate information to consumers. If, how-
ever, such a govermment does not exist, or if its
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motivations are otherwise directed, or if the pop-
ulation is largely illiterate, the "government
model" does not work. There exists an important
and difficult question about how far the U.S.
government can and should go towards ensuring that
foreign consumers are fully informed about prod-—
ucts imported from the U.S. We can hardly dictate
the information policies and actions of foreign
governments. However, it was pointed out that we
could protect foreign consumers by refusing to ex—
port known hazardous products.

Focusing more precisely on the topic of the round
table, it was suggested that an international
sharing of research techniques and methodologies
is of primary importance. A wide variety of types
of research can potentially be important to
national policy. For example, a survey of con-
sumer's tastes and preferences and household pro-
duction technology preceding the introduction of
new foods into an undeveloped country may pre—
determine the probability of success or failure
of many food aid policies. Research on institu-
tion building in undeveloped countries might also
have a special relevance for the consumer move-
ment,

Occasionally, policymakers request or even fund
research that will provide them with information
needed for intelligent policy decisions. In these
cases the role of research in policymaking is
clear even though the outcome may be obtuse.
research projects are potentially useful for
policymaking, but it is often incumbent on the
researcher to ask what consumer policies his/her
research findings might impact. Having identified
this, it is then socially responsible to condense
and forward those findings to the appropriate
policymakers and to our colleagues around the
world.

Most



THE EMERGING INFORMATION TECHNOLOGIES:
WILL CONSUMER ECONOMISTS MISS THE BIT?

Jill Rader Hayes and Anne Swartzlander, The Ohio State Universityl

PURPOSE

The purpose of the roundtable discussion was to
provide a brief overview of the critical issues
and problems created by the information technolo-
gies, to encourage an in-depth discussion of

those issues most salient to consumer economists,
and to stimulate an exchange of ideas about appro-
priate action and avenues for consumer economists
to initiate regarding the new technologies.

INTRODUCTION

Those innovations most frequently cited as monu-
mental change-agents in our society are the
emerging information technologies: telematics,
videotex, computers, computer networks, informa-
tion utilities, interactive cable television,
teleconferencing, direct broadcast satellite
(DBS), high definition television (HDTV), lowpow-
ered television (LPTV), interactive videodisc, and
video cassette recorders (VCR). These technolo-
gies bring a deluge of issues and problems includ-
ing: control, communications policy, the work/
leisure interface, global transborder data flow,
privacy, security, distribution of channels/spec-
trum space, human/machine interface, electronic
participatory democracy, technological literacy,
information rich/poor and enhanced targeted per-
suasion techniques. The literature is saturated
with authorities who predict the information tech-
nologies will initiate sweeping social changes
greater than the automobile, steam engine, print-
ing press or even the clock.

National and multinational corporations have taken
a competitive research and development approach to
the diffusion and formation of the new systems.
Their focus appears to be fixed on examining what
will facilitate the adoption process of the inno-
vations which has been operationalized as ''what
will motivate consumers to purchase the system/
service,"

Unlike other governments that have implemented
long-range social planning and funded research in
this area, the United States government has taken
a "hands off" policy. The long-term societal ef-
fects have not been sufficiently confronted;
therefore, adequate long-range goals and long-
range planning do not exist in the United States.

0f the research that has been conducted in this
country about home information systems, little is
available for public examination. This situation
is understandable, considering the great expenses
for the corporations involved; however, since
these innovations are predicted to have an enor-
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mous impact not only on our society, but on a
global level as well, contributions from all
available sources and disciplines is critical for
facilitating any form of long-range planning or
accurate overviews, as well as for providing
sorely missing inputs and guidelines for public
policy issues.

A FEW CRITICAL QUESTIONS

As part of the roundtable discussion the following
"Bytes for Thought" were circulated to encourage
an in-depth discussion of those issues most sali-
ent to consumer economists:

-What social/cultural effects (values, literacy,
high tech anxiety, human-machin interface) fol-
low from the changes in information technologies?

-What are the privacy issues involved?

-What are the advantages and disadvantages of
electronic transactions for consumers?

-What are the equity issues in access to infor-
mation (haves and have nots)?

-How will the public good characteristics of in-
formation affect public/private production and
dissemination of information?

-How can the quality of information be judged?
Who is responsible for the content and relia-
bility of information?

-What is information?

-What changes will occur in the consumer informa-
tion environment (infomercials, advertising on
demand, electronic shopping, narrowcasting,
local information).

-How will employment and productivity be affected?

—What are the implications of participatory democ-
racy?

-What are the risks associated with society's de-
pendence on information systems?

-How can we familiarize consumers with the new
technologies so they can signal their needs and
concerns?

COMMENT S

Feedback information suggested that the primary
concerns of this group were focused on questions
regarding the quality of information, equal access
to information, and privacy issues. Public policy
formation, information provision, research and
consumer education were the most often mentioned
directions for professional involvement.

One of the topics discussed was the potential role
of consumer economists and educators in providing
much needed relevant consumer information. An-
other noteworthy suggestion which evolved out of
the discussion was the need for a long range,
future-oriented perspective and emphasis in exam-—
ining the total impact of information technologies
on consumers and society.



CONSUMER DECISION-MAKING

Virginia Clark, The Pennsylvania State Universityl
Cecelia Thompson, The University of Hawaii

ABSTRACT

Decision-making is the overarching management con-
cept in consumer education. The models of deci-
sion-making provide a means for learners to become
successful consumers.

Consumer education is about how individuals can
make better choices, and making these choices in-
volves management. Experts in family management
have established many approaches to decision-mak-
ing. All involve identifying and weighing alter-
natives and selecting the alternative which best
meets the needs of the individuals invelved. Each
approach can be appropriate in certain circum-
stances and/or for certain individuals.

Four examples of methods for arriving at decisions
include the Consumer Decision-Making Model (3);
The Value Reasoning Model (4); the Planning Pro-
cess (1); and the Issues Approach (2).

The Consumer Decision-Making Model is geared to
reaching one's highest level of satisfaction.
involves learning about and using cost-benefit
analysis to evaluate alternatives and rank them
according to their expected net benefit. There
are seven steps in this approach:

TE:

1. Define the problem and outline some potential
solutions;

2. Determine how one's values, goals, and stan-

dards may limit one's choices;

Seek advice and collect information on the

alternatives;

4. Weigh the costs and benefits of alternatives;
include time as well as money costs;

5. Make a choice, or postpone a decision until
one can clarify steps 1-4;

6. Evaluate and periodically review all major
decisions; and
7. Be responsible for one's decisions.

Value Reasoning is a process that deals with prac—
tical problems--what to do about...or what to do
regarding. The objectives of this process are to
help make rational judgments and to provide a
method for resolving conflicts. The steps in Val-
ue Reasoning are:

Identify concerns;
Set your goals;
Form a plan;

. Act; and

Follow up.

Lo o=
PR

The planning process can be used as an individual
or group approach to decision making. Steps in
the process include identifying concerns; setting
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a goal; forming a plan; and following up on the
action taken to carry out the plan.

The Issues Approach offers a method for digging
beneath the surface of a situation and identifying
the real issue. There are six steps in this pro-

cess:

1. Define the issues;

2, TIdentify the interested parties;
3. Gather perspectives;

4. Analyze viewpoints;

5. Form a position; and

6. Make an action plan.

Each of these methods contains elements which are
similar or identical. For example, in each the
beginning step requires identification of the
problem, issue, value or concern. Following steps
require varied procedures for identification of
alternative solutions and/or approaches to the
issue. Action using the selected approach is also
included in each process.

All of the processes deal with concepts important
in management; values, goals, resources, decision-
making, and the consideration of the environment
and the impact of environmental components, such
as individuals, organizations, families and roles
as individuals, on one another.

Use of these approaches, or others which are simi-
lar is an important aspect of any program in Con-
sumer Education or Home Economics. Consciously
and/or unconsciously most educators make use of
them constantly.
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UNDERGRADUATE AND GRADUATE PROGRAMS FOR CAREERS IN FAMILY FINANCIAL COUNSELING

Panel Discussion organized by Jerry Masonl and Virginia Langrehrl, Brigham Young University

A NEW LOOK AT TRAINING FINANCIAL COUNSELORS:
A SELF-INSTRUCTIONAL MODEL

E. Thomas Garmanz, Virginia Polytechnic Institute
and State University

Financial counseling is an idea whose time has
finally come! A fortunate byproduct of this
nation's two recent recessions has been the in-
creased attention focused upon financial coun-
seling. Simultaneously, there exists among
academics a growing interest in how to train those
interested in careers in financial counseling.

A model for self-instruction follows a time-honored
prescription for successful efforts: awareness of
interest, commitment, information search, serious
study, practice, and evaluation. One begins with
an "awareness of interest" in the field (develop-
ing a counseling skill, knowing about a specific
financial problem). Next comes a '"commitment' to
action where one makes up his/her mind that a
serious interest exists which needs satisfying.

The "information search'" often is particularly
difficult since this field is only about twenty
years old, however, some suggested references are
noted below. "Serious study'" of information
materials leads the self-learner to the next step
of practice which may involve on-the-job training
or a supervised internship. The final step is
evaluation which ideally is conducted by the learn-
er along with a well qualified professional who is
usually a financial counseling peer or an academic.

It is a simple model usable for improving educa-
tion in financial counseling. It can be used in
traditional academic settings, in in-service group
sessions and in committed self-study efforts. The
"Achilles heel" of the model, however, is the
process of information search. To resolve that
dilemma, dozens of readings could be recommended.
Today I note five of significant value: "Develop-
ing a Personal Approach to Financial Counseling,"
"Building Basic Financial Counseling Skills," (both
published at Virginia Tech), "The Family in Today's
Money World" by Feldman, "Guidelines to Financial
Counseling' by Williams, and the Ontario "Manual
for Credit Counselors." This bare-minimum library
of materials will help those interested in self-
instruction in financial counseling.

GRADUATE CERTIFICATE PROGRAM IN
BUDGET AND FAMILY CREDIT COUNSELING
Helen E, (Dickin) Mau3, San Francisco State Univ.

This program, initiated in the fall, 1982, is a 17
unit interdisciplinary competency-based program

TAsst. Professors, Department of Family Sciences
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requiring 30 specified undergraduate prerequisite
units or their equivalents. The program is desig-
ned to educate counselors, adult educators and
prospective managers or organizations providing
budget and/or consumer credit counseling services.

This program's development was stimulated in 1980
by a request from the executive board of the Con-
sumer Credit Counselors of California following 5
years of mutual cooperation with the Department.
This program was developed as a graduate level
certificate program to strengthen the quality and
productivity of serious debt and budget counseling
services.

Major reasons for the choice of a graduate level
certificate program are:

.the potential graduate will be screened in the
same manner as applicants for the M.A.

.important competencies can be developed more
adequately i.e. interviewing skills; adult leader-
ship skills; abilities to negotiate and to speak
persuasively with leaders in business, board mem-
bers, and personnel in collection agencies, to
initiate legislation, to appreciate and evaluate
input from research, and to experience functioning
in a variety of roles and responsibilities as an
intern;

.cumulating graduate level internship is poss-
ible since there is a prerequisite undergraduate
fleld experience;

.interdisciplinary support of the program exists
as coursework from four other departments is ap-
proved among the prerequisites and in the graduate
program i.e. accounting/finance, adult education,
counseling and speech/communications.

.research is encouraged as 13-16 more units, in-
cluding a thesis, enable achievement of a M.A.

.the program has the qualities essential to
qualify its graduates as certified "Family Finan-
cial Counselors" by the National Foundation for
Consumer Credit (NFCC). The Department's appli-
cation for this status was the first in the nation
to be approved by the National Foundation for
Consumer Credit in June 1982,

FAMILY FINANCIAL PLANNING AND COUNSELING - THE
BRIGHAM YOUNG UNIVERSITY MODEL

Jerry Masonl, Brigham Young University

Clearly the need exists for both financial coun-
selors and planners, and this need is expected to
become even greater in the near future. The
challenge lies in recognizing the unique contri-
bution of each profession and in adequately train-
ing individuals for distinctly different careers in
planning or counseling. Although there are simi-
larities in the training of planners and counsel-
ors as both require an indepth understanding of
personal finance, the planner needs to develop a
high degree of competency in dealing with personal



risk management, capital accumulation, income tax-
ation, retirement planning and estate transfer.
The financial counselor should take courses in
family systems theory, personality development,
and marital and family interaction. It is essen-
tial that the financial counselor be adequately
trained in effective intervention techniques so as
to be able to bring about beneficial changes in
the client's behavior.

The major in Family Financial Planning and Counsel-
ing at Brigham Young University builds on the simi-
larities of the two distinct professions with
courses in risk management, consumer credit, in-
vestments, taxation, and financial analysis. All
students also take courses in family interaction,
interviewing skills and counseling. The unique
combination of Family Resource Management, Family
Life Education and Marriage and Family Therapy
within one department makes possible the team
teaching of some courses. Thus the combination of
faculty with training in several disciplines with-
in the Department and the structure of the curri-
culum has made possible a program that produces
approximately 35-40 majors a year in Family Finan-
cial Counseling and Planning.

As a result of their unique training, students have
found a broad market for their skills. Many have
gone on to obtain certification as financial plan-
ners. Quite a few have secured positions with
financial planning firms; many have established
their own businesses. Fewer have found job oppor-
tunities as financilal counselors, although we ex-
pect that more of them will pursue job opportuni-
ties in this expanding field.

PROFESSTONAL COMPETENCIES FOR THE CAREER OF
FINANCIAL COUNSELING BASED ON PRINCIPLES OF
RESOURCE MANAGEMENT, CURRENT PROBLEMS OF
CLIENTS AND RESULTS OF EMPIRICAL

SURVEY RESEARCH

Flora L. Williams4, Purdue University

Professionals in financial counseling who teach
principles of resource management, who are aware
of the real problems of clients, and who keep cur-
rent with knowledge of alternatives and research
will be recognized for their contribution for im-
proving the quality of life. Financial counseling
is emerging as a career in which professionals can
give hope to clients who have resource constraints,
economic uncertainty, and difficult decisions.
Financial counseling based on principles of re-
source management helps clients to reevaluate the
use of resources and fulfill basic needs whenever
there is a crisis or a change in circumstances or
goals.

Financial counseling, as opposed to financial plan-
ning, has a comprehensive approach to reevaluating
use of resources to obtain economic well-being of
individuals and families. One of the most impor-
tant competencies of the financial counselor is to
help clients to change consumption patterns or

life styles. This is facilitated when counseling
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skills are merged with resource management prin-
ciples.

The curriculum for the option of financial coun-
seling at Purdue University was developed on these
theoretical bases. The purposes of the financial
counseling course is to integrate theory with
field practice, It is designed to synthesize
knowledge obtained in previous courses, acquire
knowledge unique to financial counseling, and to
apply this knowledge. Currently, 14 models of
financial counseling are examined in this course.
The option prepares financial counselors to work
with clients from low, middle, and high income
families.

A CONSUMER PROGRAM FOR ARMY FAMILIES

Nancy Nolfs, Military District of Washington, Fort
Myer, Virginia

The Military District of Washington Consumer Af-
fairs Program is a comprehensive effort composed
of five interdependent components including: con-
sumer education, consumer advocacy, information
and referral, program outreach and financial coun-
seling. Much of the work done by the consumer af-
fairs staff is consumer education. Currently,
this includes bimonthly consumer education work-
shops for enlisted wives, a weekly consumer edu-
cation course for incoming personnel E-1 to E-4,
and training programs for commanders and units.

Advocacy for the service member in the military
environment takes several forms. One is assisting
consumers in negotiating through the complex web
of military regulations that can govern and con-
trol a service member's life as a consumer as well
as a soldier. We also serve as the "consumer
voice" in a number of onpost committees and coun—
cils. Information and referral services are made
available through our consumer education resource
center which is a small library where materials
and information are collected, cataloged, and made
available.

The financial counseling service includes assis-
tance in managing consumer credit and debt; pur-
chasing consumer goods and services; and develop-
ing skills in family budgeting and recordkeeping.
We assist clients in managing repayment plans and
also mediate with client's creditors on an as-
needed basis., Clients are counseled and assisted
in working through and understanding the consumer
decision making process. Through these services
they are encouraged to exercise their consumer
rights to analyze, question and ask for redress.
They are supported as they play active roles in
changing the system when it is not responding to
their needs.

The five components of the Army Community Services
system are Interdependent. We strive to maintain
a holistiec, balanced approach to meeting clients
needs.

5Consumer Affairs Coord., Army Community Services



RESEARCH METHODOLOGIES FOR CONSUMER POLICY ANALYSIS:
ROUNDTABLE DISCUSSION

W. Keith Bryant, Cornell Universityl
R.0. Herrmann, Pennsylvania State University

Discussion of research methodologies for consumer
policy analysis dwelt on three aspects: the
types of policy research, sources for models of
policy evaluation research, and available data
bases for policy research. TFor typologies and
models, two citations were given:

Phillips, L.W. and B.J. Calder. "Evaluating
Consumer Protection Programs, Parts I and II,"
Journal of Consumer Affairs, 13(2):157-186
and 14(1):9-36.

Campbell, D. and J. Stanley. Experimental and
Quasi-Experimental Designs for Research,
Chicago, Rand McNally, 1966.

Three points came out of the discussion on data
sources. The Inter-University Consortium,

located at the University of Michigan, has a large
accessible archive of data sets. Random telephone
surveys probably are the cheapest current consumer
survey technique. It is sometimes possible to

add a few questions to a national consumer survey
quite cheaply.

1 : .
Professor, Consumer Economics and Housing.

2Professor, Agricultural Economics.
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USING MICROCOMPUTERS IN CONSUMER EDUCATION

Gerald A. Bird, Virginia Techl

THE PERSONAL COMPUTER

Until rather recently, faculty teaching in col-
leges and universities or in the Cooperative
Extension Service had rather limited access to
computers. The available main-frame computers
were powerful, but not generally suitable for
utilization in most classroom teaching-learning
situations. Thus, the computer was not generally
available to students or Extension clientele,

During the 1970s, technological advances made
possible the microcomputer, which has become
known as a personal computer, During the past
six years, several million personal computers
have been purchased for use in the home, business,
education, and by Cooperative Extension.

USING THE COMPUTER

The participants in this roundtable session and
other consumer educators contacted prior to the
session, indicated extensive use of the personal
computer in their work. Some examples of computer
programs used are listed with the institution in
which they are used:

Towa State University

Cooperative Extension has adapted programs, for-
merly used on main-frame-computers, for Apple
micros. '"Dollar Stretcher" is used primarily to
help newly unemployed families adjust their spend-
ing to their new situation. After the program is
run, the client receives the output of the pro-
gram, pamphlets, and one-to-one counseling. An-
other program which calculates the costs of owning
and operating a car is used with a learn-at-home
course, Money Mechanics.

Texas Cooperative Extension

A variety of computers able to utilize the CP/M
operating system are being purchased. One of the
first programs developed figures the costs of a
loan and prints a loan amortization table.

Kansas State University

TRS-80 and Osborne computers are being used in
several courses. The Home Management Laboratory
is based entirely around the microcomputer,
beginning with learning word processing. Other
assignments include accounting, evaluating a
budget program, a group decision-making simula-
tion, and a management simulation, "The Family
Resource Game."  Four programs were used as
part of another course to (1) analyze the

Lassistant Professor Family Economics
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family food budget, (2) show the effect of infla-
tion on future purchases, (3) analyze resources
for retirement, and (4) to analyze family spend-
ing. Finally, in another course, students have
an option of writing a computer program or
modifying an existing program.

University of Missouri

Resident instruction and Cooperative Extension
are working together on instructional programs
for Apple and IBM computers. The program "Life
Insurance Planning" is used in a financial
counseling class to determine the amount of life
insurance needed. '"How Much House Can You
Afford?" is used in class as a demonstration,
with input from the students to illustrate a
variety of financing situations. "NOWACCT"
assists in comparing the services and charges
of NOW accounts and will compute the average
balance. Programs are in development to (1)
calculate the cost of raising a child and (2)
analyze budgets for use by financial Counselors.

TRENDS

Several identifiable trends were evident from the
session. Personal computers are being utilized
in the teaching-learning process in higher edu-
cation and Cooperative Extension in the form of:
hands-on experiences, demonstration of methods
and techniques, and analysis of personal finances.

Main-frame computers are being supplanted by mi-
crocomputers as teaching tools because they are
relatively inexpensive, transportable, and capable
of running many types of programs. In additdion,
students being trained for careers in family econ-
omics, home management, and consumer studies will
be using computers, especially personal computers
in their work. Thus, it is important that stu-
dents learn to use and become comfortable with
computers as a part of their program of study.

Finally, Cooperative Extension appears to be
moving to the use of personal computers to better
serve their clientele, for the reasons stated
above.

PARTICIPANTS

Participants in the roundtable session were:
Sheran Cramer, Cynthia E. Crawford, Mary Dee
Dickerson, Donna L. Dismukes, H. D. Drennan,
Evans, Cindy Needles Fletcher, Sue Alexander
Greninger, Marta Ma Guevara-Umana, Jamey Hatch,
Beverly Henderson, Letta W. Jasper, Joan Kinney,
Laurene Larson, Frances Cogle Lawrence, Judy A.
Lazzaro, Stewart Lee, Mary Jane Shumard, Pat
Tengel, Natalie Thomas, Louise Wesswick, Janet M,
Wilson, and Janet C. Wolf.

Jim



THE ROLE OF CONSUMER AND FAMILY FINANCE COURSES IN FAMILY STUDIES
AND HUMAN SERVICES PROGRAMS

1
Jean M. Lown, Utah State University

ABSTRACT
Most academic programs in family studies and human
service professions do not require any courses in
consumer studies or family finance. This round-
table group discussed strategies to encourage the
faculty directing these programs to require con-
sumer and family finance courses in their cur-
ricula and to facilitate greater interaction with
the program faculty.

With the changing and uncertain economy complicat-
ing family resource management decisions, human
service professionals and family counselors need

to be educated to help families avoid or cope with
financial problems. Financial problems are among
the top contributors to marital discord and
divorce, vet few family counselors or social work-
ers are trained in the principles of family
financial management. Although these professionals
counsel families with financial problems on a
regular basis, they often lack knowledge of family
finance and consumer principles. The American
Association for Marriage and Family Therapy (AAMFT),
the major accrediting authority for family thera-
pists, does not require any courses in family
finance. How can professionals deal with the

whole spectrum of family problems if they ignore
this crucial component?

Problems of families do not fit conveniently
into narrow categories or disciplines. The
allocation of a resource to solve one house-
hold problem leads to or affects other
decisions within the family environment.

The family must be studied as a whole system
because its components are nonseparable;
that is, it is a system that cannot be
reduced to the sum of its parts. If the
quality of family life is to be changed or
improved, we must find ways to deal with all
aspects of family life in terms of the inter-
actions and the relationships between the
parts. [1, p. 10]

Roundtable participants discussed strategies to
encourage more interaction among professionals in
these related disciplines and to encourage col-
leagues teaching family studies and social work to
require consumer studies and family finance courses
in their curricula. We need to encourage AAMFT to
require training in financial counseling. Poten-
tial benefits will accrue to faculty, students,

and the public we serve.

The following strategies to achieve these objec-
tives were discussed.

1. Get to know your colleagues in related
disciplines. Discuss your concerns related to

1Assistant Professor, Home Economics & Consumer Ed.

students' educational backgrounds and let them know
your areas of expertise.

2. Invite family studies and social work fac-
ulty and community professionals to speak to
your classes. Besides fostering professional and
town-gown relationships, their contributions can
substantially enhance the learning experience for
students.

3. Make your expertise known to the community.
Offer to do workshops on money management or
aspects of consumer education for community groups,
social workers and other professional organiza-
tions.

4, Offer evening and extension courses to
attract adult students who may be professionals in
related fields. Their expertise can enhance the
academic experience for students as well as build
professional relationships.

5. Develop and team teach courses with social
work and family studies faculty such as intro-
duction to financial counseling.

6. Encourage consumer and family finance
students to take courses in social work and
family studies and vice versa.

7. Join and be active in related professional
associations such as the National Council on
Family Relations and invite colleagues to join
ACCI.

By building bridges with colleagues and community
based professionals, fostering student interaction,
and participating in related professional activi-
ties we can accomplish a number of objectives:

-provide valuable cross disciplinary educational
experience for our students.

—-increase awareness of the importance of our
academic programs among our colleagues.

-bolster student enrollment in our courses and
programs.

-provide essential training in money management
and consumer education to human service profes-—
sionals.

-encourage interdisciplinary research and
related professional activities.

~foster professional growth and development.

It is time to be more aggressive in promoting our
academic programs and professional expertise.
Practicing family counselors and academic program
advisors cannot meet the financial counseling
needs of their clients without adequate training
and preparation. We can offer then the opportuni-
ties to obtain this preparation or we can suggest
that they refer clients with money problems to
skilled financial counselors.

REFERENCE
Horn, Marilyn J. and Nickols, Sharon Y. '"Inter-

disciplinary Research: Have We Lost Our Focus?"
Home Economics Research Journal, Sept. 1981, 11:9-14.
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FILMS AND THE REDUCTION OF ECONOMIC ILLITERACY

Ray D. Bernardi, Southern Illinois University——Edwardsville1

ABSTRACT

Audio-visual instructional materials being pro-
duced today for the classroom teacher are avail-
able in practically every discipline. Economic
education is very fortunate to have the Joint
Council on Economic Education which has taken the
initiative to produce a new film series in eco-
nomic education. Called Give & Take, the series
of films consists of twelve 15-minute programs in
personal economics for grades eight, nine, and
ten.

Evidence collected recently has proven, without a
doubt, that young people today are highly oriented
toward learning from films (or what is the same
thing, video presentations). Film is rapidly be-
coming in the twentieth century what the popular
low-priced pamphlet was in the seventeenth century
—-—an important influential vehicle by which "spe-
cial pleaders" (Schumpeter's term) bring their
case before the public (3, p. 1105). Educators
should recognize this phenomena and take advantage
of its pedagogical importance. There is an an-
cient Chinese proverb that says, "Tell me, I for-
get; show me, I remember; involve me, I under-
stand.”" With films, the teacher has enabled stu-
dents to reach the second level of learning. It
may be true that a picture is worth a thousand
words. Look, listen, and learn are the watch
words when using educational films.

There are delicate reasons why schools may be re-
luctant to take on economic education (1, p. 331).
However, the so-called "dismal science" may turn
out to be one of the most relevant courses in the
curriculum, provided that modern teaching tech-
niques designed to maintain student interest are
utilized. The "Theory Y" teacher who believes
that students enjoy learning under favorable con-
ditions will find films to be an excellent source
of learning material.

NEW FILMS AVAILABLE--GIVE AND TAKE

Several agencies have been quite active in produc-
ing quality educational materials over the years.
In fact, with very little effort, the teacher can
find more educational resources than they have
time to sift through. Good films may be difficult
to find. The Joint Council on Economic Education
recently produced a new film series that may be
just what many teachers are looking for. Devel-
oped for students in grades eight, nine, and ten,
Give & Take programs dramatize problem-solving
situations that show students how economic con-
cepts--such as opportunity costs, supply and de-

lassociate Professor of Business Education

256

mand, and taxation--relate to their daily lives.
The series is intended for use in consumer educa-
tion, economics, business education, home econom-
ics, social studies, and other classes where per-
sonal economics material is presented.

Teenagers are active participants in our economy.
They are consumers forming a large market for many
products and services. They are producers, work-
ing at full- or part-time jobs. Teens are also at
a stage in their lives where they must make impor-
tant decisions: Shall I drop out of school? What
career shall I pursue? How active a citizen do I
wish to be? These are decisions that have long-
term implications for the individual's economic
well-being and for the economy as a whole (2,

Px 3.

Give and Take was developed by the Joint Council
on Economic Education, the Canadian Foundation for
Economic Education, and the Agency for Instruc—
tional Television, in conjunction with a consor-
tium of 45 education agencies in the United States
and Canada. Additional support was received from
24 corporations and foundations and from the
Office of Consumer's Education, U.S. Department of
Education. Actual production was under the super-
vision of AIT, JCEE, and CFEE by the Educational
Film Center (EFC), North Springfield, Virginia;
Bradshaw, MacLeod & Associates Ltd. in association
with ACCESS (Alberta Educational Communications
Corporation), Calgary; and The Film Works in
association with TVOntario, Toronto, Canada.

Each lesson in the series consists of a l5-minute
television/film program with teacher's guide
materials to provide ideas for classroom introduc-
tion and follow-up. Each program dramatizes per-
sonal economic problems relevant to the daily
lives of young people. Teenagers are "stars" of
each program, but special visuals are used in some
programs to emphasize selected economic concepts.
Some programs end with a question to provide stim-
ulation for class discussion. Other programs de-
pict the characters arriving at their own best
solutions (2, p. 3). High school age actors were
used because junior high students are likely to
attach more importance to the message being pre-
sented than if students their own age were used.

The guide materials for each lesson include a
Commentary, designed to provide additional theory
background for the teacher, and Suggestions for
Classroom Use. The Commentary consists of expla-
nations of the main concepts in the program and a
vocabulary list with definitions.

Nine of the twelve programs have Student Handouts
accompanying the lessons. These handouts are de-
signed to build thinking skills and to personalize

ZInterview with John Clow, JCEE Liaison for the
production of the Give & Take film series, Kansas
City, Missouri, March » 1983,



the lesson. The handouts encourage follow-up
classroom discussion; there may be more than one
correct answer to a problem or activity.

Although there is a logical sequence to the pro-
grams, each is specifically designed to stand
alone so that they can be used in any order. No
prior knowledge of economics is needed, although
students familiar with Trade-0ffs,3 a film series
for ten- to thirteen-year-olds, should be able to
analyze the problems in a more advanced manner.

The programs may be ordered from the Agency for
Instructional Television, Box A, Bloomington,
Indiana 47402; telephone (812) 339-2203. The
complete series is available to all educational
agencies which participated in their development.
Therefore, if your state participated, you will
have free access to the master tapes which you
can acquire and have copied in your school dis-—
trict. Contact the AIT to find out whether your
state participated.

As soon as your district has acquired the series,
please request that a Center for Economic Educa-
tion near you provide a workshop to orient
teachers in how to effectively use them. A
special Give & Take Workshop Leader's Handbook
has been developed that is loaded with training
materials which will help teachers make maximum
use of the films.

SUMMARY

Good teachers are constantly looking for inno-
vative and interesting ways to present subject
matter to their students. Filmmakers have
demonstrated the power of their medium to trans-
mit scientific information about the economy in
an interesting and accurate manner (3, p. 1013).
Economists and teachers have innovated with
graphical presentations throughout history and
there is every reason to believe that they will
continue, as they have been doing, to utilize
the visual potential of film as well.

REFERENCES

lEconomic Education Experiences of Enterprising
Teachers, Joint Council on Economic Education,
in Education USA, June 30, 1980, p. 331.

2Freeman, Vera (principal guide writer). A Guide
to Give & Take. Bloomington, Indiana: Agency
for Instructional Television, 1982.

3Moss, Laurence S. '"Film and the Transmission of
Economic Knowledge: A Report.'" Journal of
Economic Literature, 1979, 9.

4popham, Estelle L., Adele F. Schrag, and Linda

Blockus. A Teaching-Learning System for Business

Education. New York: Gregg Division, McGraw-
Hill Book Company, 1975.

3A 15-film series in economic education developed
and produced in 1978 by the same group which
created Give & Take.

257



ROUNDTABLE:

PATIENT EDUCATION ACTIVITIES FOR PRESCRIPTION DRUGS

Margaret Charters, Ph.D., and Ina Sue Brown, Syracuse University

There is increasing public concern about the lack
of effective dialogue between patients and health
professionals about prescription drugs. Fifty
percent of all prescriptions filled are not taken
correctly. In December 1981, a FDA plan to test
patient package inserts for ten prescription drugs
was rescinded. It was held that the private sec-—
tor could implement a voluntary plan more econom—
ically and efficiently.

The purpose of this roundtable convened one year
later was to evaluate private sector initiatives
in prescription drug patient education activities.

Two national groups are providing leadership in
this area. The Committee on Patient Education
(COPE) was appointed in January 1982. Chaired by
FDA Commissioner Hayes, its members are FDA
bureau administrators. Its charge is to "coor-
dinate government efforts to educate consumers
about prescription drugs and to serve as a
catalyst for private sector initiatives in this
area." It has a Patient Education Resource
Center (PERC) and sponsors research to provide
baseline data on the present state of consumer
prescription drug information. It has initiated
a public service advertising campaign. The
National Council on Patient Information and Edu-
cation (NCPIE) met first in October 1982 chaired
by Paul Rogers. This is a private consortium of
health care providers, consumers, industry and
others committed to communicating prescription
drug information to patients.

Communication between patients and health care
professionals for quality health care requires
work on three fronts:

First, patient education materials and activities
must be available in usable and useful form.
Participants reviewed a display of materials ob-
tained from 67 pharmaceutical companies, medical,
pharmacy and other organizations. Categories
were: disease discussion only; general discus-—
sion with space for specific physician instruc-—
tion; medication scheduling assistance; patient
"how to take" information with specific drug
information for the physician only; mini-package
which combined general disease information and
specific information for related drugs for the
patient; patient package inserts and patient
medication information for individual drugs;
comprehensive programs of patient medication
information such as that of the U.S. Pharma-
copaiea, Pharmex, American Association of Retired
Persons, and the American Medical Association;
education materials from the Elder Ed program of
the University of Maryland; new technology and
media materials including PSA's, advertisements
and hot lines.
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The review of new materials reflected major
investments in patient education materials., A
broad range of usefulness and usability was exhib-
ited. The readability levels of PMI's varied from
grade 5.66 to 14.

Second, the information and materials available
must be distributed. This is very limited. Stud-
ies show 35% of patients still get no drug infor-
mation from physicians or their office; only 37%
get oral information from their pharmacist. Only
6% of consumers receive written information from
their physicians; 14% from their pharmacists. A
survey of physicians in Syracuse, New York, in
March 1983, revealed that only 8.6% of doctors in
the area were using the American Medical Associa-
tion PMI program. AARP includes material in all
mail order drug prescriptions.

Third and finally, materials must be used. Stud-
ies show that only 2-4% of patients request in-
formation from their doctors or pharmacists.
There is a long way to go.

Quality health care requires that medication be
properly taken and administered. All sectors
must cooperate. Consumer involvement has been
lacking in the mix. Roundtable members made the
following recommendations:

(1) Increase involvement of consumer professionals,
as part of the private sector, to help open up
communication between patients and health care
professionals. They have tended to delegate re-
sponsibility to FDA for this function. (2) Expand
patient advisory councils for medical centers by
cooperation between medical and consumer organiza-
tions. (3) Promote cooperation of pharmaceutical
companies and consumer professionals to field test
patient education materials., (4) Educate con-
sumers to ask for information to contribute to the
quality of their care. This could change the dy-
namics of medicine and provide the incentive for
physicians to provide education, lead to increased
instruction in patient communication in medical
schools and perhaps even affect the criteria for
medical school admission. (5) Increase represen-
tation of consumer organizations in NCPIE through
the membership of ACCI and additional consumer
groups. (6) Explore media other than print as
means of patient education and information. Con-
tinue to review readability levels of print media.
(7) Examine the fine line between advertising and
information from the consumer point of view.

The roundtable had representation from the phar-
maceutical manufacturers' association, the medi-
cal profession and the Food and Drug Administra-
tion as well as university faculty, teachers and
students in the consumer field.



INTRODUCTION TO VIDEOTEX:

WHERE IT STANDS

Robert E. Widing II, Ohio State University1
W. Wayne Talarzyk, Ohio State University 2

ABSTRACT
In recent years there has been a growing awareness
of and interest in systems designed to deliver
text, graphics and other information services to
consumers using television or other video devices
for display. This paper is designed to provide an
initiatory review of this developing industry
called videotex. The information presented is
based on four working papers, two research pro-
jects involving interviews with some of the key
participants in videotex development, analysis of
various articles and reports which have been pub-
lished on the topic, and the authors' personal
involvement with videotex projects, seminar pre-
sentations and conferences.

INTRODUCTION AND OBJECTIVES

Videotex can be described as the generic term for a
developing, interactive medium that delivers text
and visual information directly to consumers. It
can be used to reach either mass or tighly target-
ed audiences in both home and business markets.
The user interacts with the system via a handheld
keypad, pushbutton console, or keyboard. Desired
information is retrieved by user command from one
or more public/private data bases through tele-
phone lines, cable or broadcast signals, with text
and graphics displayed on a television screen or
other video device.

Viewed as the product of a marriage between compu-
ter and communications technology, videotex can be
aptly described as a time and space system. The
concepts and services which have been advanced
seem limitless and future applications appear to
be hindered only by the imagination and regulatory
officials.

Videotex is but one of many emerging technologies
often referred to as the new electronic media. Be-
yond videotex, these include videocassette record-
ers, videodiscs, an array of futuristic applica-
tions through two-way cable television and fiber
optic telephone lines, direct broadcast satellites
and personal computers. The new electronic media,
however, should not be viewed as containing inde-
pendent or distinct forms. While in some

lPh.D. student in Marketing who has accepted the
position of Assistant Professor of Marketing at
Texas Christian University beginning in the Fall,
1983.

2Chairman and Professor of Marketing.
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instances they may compete with each other, for
the most part the entire package of technologies
should serve to supplement and reinforce one an-
other. Indeed, to a significant extent they are
interdependent.

In essence, these technologies have the capability
to provide consumers with unparalleled indepen-
dence and discretion over their affairs. The new
electronic media provides alternatives for, or, in
many cases, augments current modes of entertain-
ment, financial transactions, shopping, work, tra-
vel, personal protection, information gathering,
and communicating. In sum, the new electronic me-
dia forms a comprehensive and complex network of
electronic workhorses which may provide the struc-—
ture for the home of the future.

Videotex is, perhaps, the most exciting and feared
of the new technologies, for it not only has the
potential to replace and perform a vast array of
everyday functions, but also to challenge and al-
ter the current social, economic and political or-

der. Most of the new technologies simply augment
current lifestyles and operating systems. Video-
tex may act to fundamentally change them. High or-

der change of this nature is always accompanied by
fear, resistance, and, in at least some sectors of
business and society, losers. The transition which
futurists see occurring over the next twenty years
through videotex and other, perhaps superseding
technologies, will undoubtedly bring painful ef-
fects upon the vested interests of today, as well
as a number of challenging questions of a moral,
societal, and ethical nature.

The objective of this paper is to provide an intro-
ductory review of the videotex industry. It is
specifically designed to enlighten the uninitiated
student or business person on the issues, current
status, and future prospects of wvideotex. To
achieve this end, the area of concentration will
not be technological. Rather, technology will be
addressed only when that topic will serve to illu-
minate problems, conditions, or opportunities.
Hopefully, after examining this study the reader
will have a general framework in which to analyze
and assess the prospects of this growing and dy-
namic field.

The remainder of the paper is organized into six
basic sections., The first two sections will be
devoted to an introduction to videotex and its two
generic forms, teletext and viewdata. The third
section will examine environmental trends which
should facilitate videotex adoption. The fourth
section will discuss selected issues and problems
facing the industry. The fifth section will focus
on the market characteristics of current and po-
tential videotex adopters. The final section will



offer the authors' concluding comments and perspec-—
tives.

TELETEXT
Overview

Teletext is the broadcast form of videotex and re-
fers to either one-way, non-interactive transmis-
sions, or in its more widely viewed form, simple
interactions between the user and broadcast pages.
Teletext can be broadcast over virtually anymedium
including television signals, radio frequencies,
one or two-way cable, and microwave and satellite
transmissions. Due to the lack of a hard wire con-
nection, except for cable delivered teletext, the
user cannot be charged for receiving teletext
transmissions; further, only pages of information
can be delivered to users as there are none of

the interactive capabilities required for services
such as in-home shopping or banking.

Revenue streams to the broadcaster to support tele-
text can be gained from advertising pages, supple-
ments to regular television advertising messages,
passive advertising such as a firm's logo appear-
ing on information pages and local/network tele-
vision subsidization for public service purposes
and to expand audience bases.

Teletext can be divided into at least two general
categories, interval and full channel teletext.
Although full channel teletext certainly has com-
merical potential, it is interval teletext car-
ried over television signals which should be
widely available to consumers in the shorter term.
Therefore, this paper will limit dits scope to
include only interval teletext.S

Interval Teletext

Interval teletext is broadcast in "piggyback" fa-
shion on regular television signals. This is
made possible by placing (called multiplexing)
the teletext page stream into the excess capacity
of the television signal., All television broad-
casts have this excess capacity as a portion of
the television screen is left devoid of program-
ming for technical reasons. This small unused
portion of the 525 lines (in the U.S.) on the
television screen is called the blanking interval
—- the black bar which can be seen when the pic-
ture rolls on an improperly adjusted television
set -- and it provides the vehicle for a number
of interval teletext forms. Following is a de-
scription of three interval teletext applications.

Interval teletext forms include overlay, boxed
and simple-interactive teletext. Overlay

3For a review of full channel teletext see Talar-
zyk and Widing, "Introduction to and Issues with
Videotex: Implications for Marketing" College of
Administrative Science, Ohio State University
Working Paper Series, WPS-14 (January, 1982).
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teletext enables the message to be layed on top of
regular programming and both are viewed concur-—
rently. Currently, the most common application
for overlay teletext is closed captioning for the
deaf.

Boxed teletext refers to teletext shown through a
rectangular box figuratively "cut-out" of a por-
tion, usually the lower third, of the television
screen. Headline news, sports, weather and other
information flows across the box, while the view-
er concurrently watches regular programming. To
receive overlay or boxed teletext the viewer must
have a small decoder which easily attaches to the
television set and which is controlled by an on/
off switch.

The remainder of this interval teletext discussion
will concentrate on the third form, simple-inter-
active teletext., Hereupon simply referred to as
teletext. This form differs significantly from
the two just described as the user may actively se-
lect the information he desires, as opposed to
passively receiving what the broadcaster elects to
send. In this case, when the decoder is turned on
teletext replaces regular prpgramming. The user
must also have a small hand-held keypad, which is
attached to the decoder, in order to demand de-
sired information pages. Following is a descrip-
tion of the British Ceefax teletext system which
currently has over 214,000 users [7, p. 16], as
described by Joseph Roizen [4, p. 9].

A viewer with a teletext receiver has a
control keypad that resembles a small
hand calculator. By pushing certain
buttons, the viewer can command the
home receiver to shut off the regular
TV program on the screen and to display
instead 'pages' of . . . information
that is constantly updated by the TV
studio. An index page (or pages) tells
the viewer what information is avail-
able by page number. Selecting the
appropriate page will bring the viewer
such items as news headlines, sports
results, weather forecasts, entertain-
ment or shopping guides and a variety
of other public interest material.

A problem exists, however, with interval teletext
which primarily affects the simple-interactive
form. The excess capacity of the blanking inter-
val is small which limits the amount of information
that can be delivered in a reasonable period of
time. Since the pages in a teletext "magazine"
are broadcast sequentially and the entire magazine
page stream continuously, the greater the number
of pages in a magazine leads to a longer waiting
period for any one page. For the 100 page” maga-
zine in the Ceefax system the average waiting per-
iod is 12.5 seconds, with the longest waiting time
being 25 seconds. Therefore, even with more

Bach page or "screen" can contain about 75 words,
excluding graphics.



sophisticated decoders that contain some internal
memory, it is felt by most industry participants

that the upper limit is about 200 pages, with under

150 desirable to enhance user convenience.

In sum, while the user has some choice over the
information he receives, the range of information
available cannot compare with the depth or breadth
of information in viewdata systems. Following is
a brief description of selected interval teletext
activities in the United States.

Teletext Activity

NBC and CBS have each begun broadcasting separate
teletext magazines that should be publicly avail-
able in the Spring of 1983. Both firms are cur-
rently awaiting FCC approval for their respective
broadcasts, which is expected to be granted in
April, 1983.

In order for consumers to receive one or both
magazines, however, the networks' local affiliates
must elect to pick-up and pass-on the broadcast

in their areas. Further, decoders and keypads are
not yet readily available as U.S. manufacturers,
until this time, have had no potential market to
produce for. Therefore, CBS and NBC have begun
broadcasting their respective magazines despite

no available audience in order to spur the manu-
facturing and retailing of necessary equipment,
and to encourage local affiliates to offer tele-
text in their areas. Decoders and keypads com-
bined are expected to be pricedunder $250 at
introduction. However, this is expected to drop
dramatically over the next several years to a

$100 to $150 price level.

The 100 page CBS magazine (NBC's is very similar)
features both hard and soft news, each containing
about 50 pages each. The editorial staff keeps
the magazine highly current through 24 hour a day
updating. The hard news section includes head-
line stories, business and financial news, sports
reports and scores, and national weather reports.
The soft portion consists of a leisure section
that contains feature stories, consumer tips,
games, quizzes, horoscopes, recipes and the like.
It is anticipated that many local affiliates will
not only pass through the national magazine to
consumers, but augment it with a local teletext
magazine as well. The cost to affiliates for the
equipment necessary to do this ranges from $75,000
to $200,000 depending upon the desired level of
sophistication. The affiliates would "round-out"
the national broadcast with local news, traffic
and weather reports, and so on.

KEYCOM Electronic Publishing, a jointly held con-
cern by Field Enterprises Inc., Honeywell and
Central Corporation, began broadcasting a similar
magazine in November, 1982. Its 100 page National
KEYFAX Teletext Magazine is carried over the
blanking interval of Ted Turner's WIBS "Super Sta-
tion." The total potential market for this cable
delivered system is numbered at approximately 24
million households.

KEYCOM's approach to marketing, however, is
greatly different than the national networks.
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KEYCOM will market through cable television systems
both the teletext service and the keypad/decoder
as a package for which the consumer is charged $19.
90 per month. The hardwire connection, in-place
billing and servicing departments of participating
cable companys, and the equipment/magazine package
approach make the subscription fee feasible. KEY-
COM has set a target subscriber base for the first
30 months of operation at 200,000 households.

Teletext Potential

Teletext is well suited to provide very general in-
formation which is of wide appeal and highly time
perishable. While some possibilities exist to seg-
ment markets on a fairly gross level for such vari-
ables as geographic location, time of day and chan-
nel watched, teletext is a mass market, not a fo-
cused or individualized medium. Although the
broadcaster is somewhat handicapped by the page
limitation problem, this drawback may turn into an
asset by narrowing the scope of his activities,
thereby enabling the database to be kept highly
current with "least common denominator' type con-
tent at a relatively low cost.

The major barriers to diffusion at this time are
the cost and availability of decoders and keypads.
Loveless and Robinson report [2, p. 30] that a
survey conducted by Wasatch Opinion Research Cor-
poration indicated that with equipment priced at
$50, 67 percent would purchase, 42 percent at $100,
15 percent at $250, and 4 percent at $500. This
would suggest that mass market penetration would
be significantly hindered by the $200 to $250 price
level expected at introduction. However, anticipa-
ted price declines of 50 percent or more over the
next few years would ease this problem significant-
ly. Further, televisons are expected to be intro-
duced within the next several years which feature

a built-in teletext option for under $100. Fin-
ally, the monthly lease charge approach depicted

in the KEYCOM system shall also help ease teletext
into cable equipped homes.

The best estimates, therefore, are that this tech-
nology may achieve mass acceptance providing
equipment costs fall to between $50 and $100, if
information is tailored to exploit the medium's
strengths, if standards are adopted to facilitate
usage across teletext channels and systems, and if
available revenue streams can be developed through
creative applications. There is some question,
however, as to whether teletext will survive the
rush of viewdata systems which are currently emer-
ging.

Providing teletext gets off the ground and pene-
trates the mass market ahead of viewdata, the
consensus in the industry seems to be that tele-—
text has enough advantages to survive. There are
a number of reasons for this viewpoint. First,
the level of information available through tele-
text may be adequate for many consumers and usage
situations. Second, much of the needed equipment,
already used for standard television transmission,
is in place. Third, it will continue to be char-
acterized by no or low cost (outside of the ini-
tial equipment purchase) to the user and relative-
ly low cost to the broadcaster. Finally, the



system lacks complexity, requiring little or no
skill on the part of the user. Essentially, tele-
text serves as an extension of current viewing ha-
bits and lifestyles, as opposed to requiring some
behavioral change on the part of the user. In sum,
teletext should serve to complement, rather than
directly compete with viewdata.

The remainder of the paper will for the most part
be concerned with viewdata applications, primarily
because of the far reaching implications of that
medium when compared to teletext. While teletext
is an important component of the new electronic
media, it is viewdata which appears to promise
sweeping challenges, problems, opportunities, and
societal change.

VIEWDATA
Overview

Viewdata describes two-way, fully interactive sys-
tems capable of giving the user access to virtual-
ly an unlimited number of pages of information
(text and graphics) and a wide array of services.
The services may include in-home shopping and
banking/bill paying, eletronic mail/messaging, se-
curity and other personal protection systems,
games/entertainment, energy management systems,
and personal computer enhancement. While informa-
tion pages are used in a number of the above ser—
vices, a great number of "pure" information cate-
gories may be offered as well. These may include
all or portions of newspapers and magazines, res-
taurant reviews/menus, independent product/service
reports, transportation schedules/information, en-
cyclopedias, specialized information services,
community and public interest listings, employment
search, and so on.

Viewdata is far more complex and capital in~
tensive than teletext systems. Teletext simply
requires the broadcaster to organize an editorial
staff to create and keep the relatively small num-
ber of broadcast pages current. Viewdata systems,
depending on their width and depth of services,
may require the system operator to maintain infor-
mation pages reaching to the millions, as well as
to organize an operation entailing possibly hun-
dreds of independent service and information pro-
viders. The interdependencies, cost, and sheer
size of the operation require a major commitment
by firms with wide and varied skills.

Viewdata subscribers are connected to a system by
two-way cable or telephone lines. The user de-
mands information or services by using a keypad,
terminal with keyboard, or a personal computer.

A modem/decoder. attached to the demand device
enables the user to send and receive information
over telephone or cable lines. This hard wire
connection allows system operators to monitor us-—
age and charge the consumer for content accessed
in any number of ways.

System Types

Generally, there have been two types of viewdata
marketing approaches, system dependent and system
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independent. System dependent viewdata binds the
user to a particular system by packaging and mar-
keting equipment and services together. The equip-
ment provided would usually be compatible only
with that system operators service. The user is
limited, therefore, to a particular system opera-
tor's data bases and content providers. This lack
of compatability may be intentional so subscribers
are kept captive, or simply be the result of the
fields state-of-the-art. Regardless, the offer—
ings of a single system operator may be more than
enough to satisfy many consumers. Cable based
systems tend to follow this approach and some tele—
phone based systems such as Viewtron (discussed

in the "Activities" section below) have adopted it
as well.

System independent viewdata enables the user to
choose and, if desired, switch viewdata system
operators with ease. The user need own a modem
and terminal or personal computer, however, which
requires a significant cash outlay, usually start-
ing around $500 and depending upon power and op-
tional equipment, ranging up to $6,000. Phone-
based services such as those offered by Compu-
Serve, The Source and Dow Jones are examples of
system independent viewdata. The growing number
of personal computer owners are natural markets
for these services. The user cannot, of course,
access those systems requiring system dependent
equipment.

Keypads, Terminals and Personal Computers

Keypads used to demand information have been pri-
marily used in system dependent viewdata. The
keypad generally requires users to utilize the
hierarchical, "menu-free," information search for—
mat. While simple in design, this method of ob-
taining information is time consuming and provides
ample opportunity for error. On the other hand,
the consumer does not need a sophisticated skill
level to use this system. The keypad approach is
relatively low cost and at this point appears
appropriate for the introductory stage for the
mass, computer-unskilled consumer markets. With-
out a keyboard, however, it is impossible to have
"true" messaging capabilities, to utilize alterna-
tive systems, to perform enhanced functions, or to
quickly and efficiently access data. Currently,
however, all four of these capabilities may be
unnecessary for many consumers.

Terminals and keyboards provide the user increased
flexibility, quicker access to information/ser-
vices and enhanced capabilities. The more diffi-
cult to learn but highly efficient keyword search
format is usually offered in conjunction with
viewdata using terminals. In addition, the key-
board also allows for "true" electronic messaging
and mail. The terminal as a demand device has been
used in both system dependent and independent
viewdata..

The personal computer enables the user to go be=
yond viewdata by providing information storage,
the opportunity for personal programming and use
of independent software packages, and advanced
computational capabilities. Firms such as Compu~—
Serve also offer personal computer enhancement by



providing subscribers with the power and programs
of their large scale computers. Further, person-
al computers and software packages can be used in
conjunction with videotex data bases. For exam-—
ple, the Dow Jones News/Retrieval service offers
both archival and highly current financial infor-
mation on firms, industries and markets; Dow Jones
software packages and the users personal computer
can combine. to analyze this data in a variety of
ways. The personal computer has been restricted
to the system independent category. Therefore sys-—
tem dependent services would be unavailable to the
user desiring to use his personal computer.

Telephone versus Cable

Both telephone line and cable delivered viewdata
have distinct advantages and disadvantages. A
major problem with cable is that while the cur-
rent household penetration rate is approximately
34%, only about a third of that figure includes
the two-way, interactive cable required for view-
data.

A second difference is that cable system opera-
tors are not common carriers,which would prevent
an independent system operator from using cable.
In effect, franchises granted to cable systems by
local governments provide for local viewdata
monopolies. Wide-band cable does have many ad-
vantages over telephone lines. Providing that the
interactive cable has been carefully installed,
it allows for much faster and more reliable data
transmission than telephone lines. Second, com-
munication costs are largely fixed regardless of
volume. This enables the system operator to use
flat monthly pricing policies, as opposed to the
highly usage sensitive pricing strategies neces-
sary for phone based services. Third, cable de-
livered viewdata doesn't tie up the family phone.
Finally, wide band cable should be better suited
for providing services such as telemonitoring due
to its larger capacity.

Another significant advantage to be gained from
cable will be attained as central business dis-
tricts are wired. Currently, a significant bot-
tleneck in electronic information flows exists
when moving information the "last mile" That is,
transmitting information from, say, New York to
Los Angeles can be accomplished at tremendous
speeds/volume via satellite and microwave trans-
mission or even dedicated telephone lines; how-
ever, moving information from the Los Angeles
receiving point out to where it is needed, in
homes and offices, requires using telephone lines
not designed to carry heavy loads. Wide band
cable could ease this capacity constraint and
should be an important link in overcoming the
"last mile" bottleneck.

During much of this decade, however, the ubiqui-
tous phone system should serve to carry much of
the viewdata carrdiage load. Cable carriage will
become increasingly important, nonetheless, as
two-way cable is laid and household penetration
rates reach the 50% or greater levels projected
for 1990. In the early to mid 1990's, however,
telephone companies should have replaced much of
the currently used pair-wire lines with fiber
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optic lines. Fiber optic lines can do everything
that cable can do, only better. Until that time,
cable and telephone lines should tend to supple-
ment one another,and even be used together in hy-
brid systems, rather than engage in active competi-
tion.

Revenue Sources

For the system operator revenues can be obtained
from consumers through start-up or installation
charges, equipment lease or sale income, and fixed
period or per minute usage fees. From content pro-
viders (CP's) system operator revenue sources in-
clude page creation, storage and updating charges,
percent-of-sales income from retailers, per in-
quiry or lead fees from advertisers, and equipment
sale or lease income. Cable operators may be will-
ing to provide certain viewdata services at a loss
or less than full cost with expectation of increas-
ing the number of regular cable subscribers and by
boosting advertisng sales through a larger subscri-
ber base.

Revenue for the CP includes increased sales of pro-
ducts (goods and services) both over the system
and through regular channels, CP's may share in
system operator usage fee revenues, financial in-
stitutions would use viewdata to reduce processing
costs and garner revenues from transaction charges
assessed to consumers and CP's, and other CP's
would probably receive revenues based on the usage
of the information/services.

Viewdata Applications

"In 1979 there were approximately 30 viewdata ex-
periments and operational systems internationally,
today (October, 1982) that number has more than
tripled,”" [1, p. 4]. 1In addition there are over
300 private videotex systems either installed or
on order [3, p. 4]. The amount of capital inves-
ted in tests and publicly offered systems alone
has been estimated to be well in excess of $500
million [7, p.1].

In North America, videotex-like systems began to
emerge in the early 1970's when Dow Jones began
offering business and financial databases to the
business and investment community and the Mead
Corporation introduced its Lexis system to the le-
gal profession. 1In the late 1970's CompuServe
(owned by H&R Block) and The Source (owned by Rea-
ders Digest Assoc.) entered the videotex arena
with services designed for the household market
and they quickly became known as the "Information
Utilities." These early entrants have been joined
by scores of other firms and organizations who
have conducted experiments, field tests and/or

brought public systems to the marketplace. Some

5For an in-depth review of selected activity in
the field, please see Talarzyk and Widing," View-
data Project Reviews.' The Ohio State University,
College of Administrative Science Working Paper
Series, WPS-16 (February, 1982) A revised and ex-
panded version is forthcoming.



of these firms include Knight-Ridder Publishing,
AT&T, CBS, American Can, Chemical Bank, Banc One,
Citibank, Chase Manhattan Bank, ADP Inc., Cox
Broadcasting Corp., The American Farm Bureau and
Times Mirror. Following is a very brief overview
of the Viewtron market test which is intended to
give the reader a flavor of the activity in the
field.

Knight Ridder Publishing's subsidiary, Viewdata
Corporation of America, has completed concept
trials and field tests for its Viewtron system.
Knight Ridder will have invested in excess of $25
million by the start of service. The test market
phase will begin this Fall in the South Florida
area with a subscriber base initially expected to
be in excess of 5,000 households. AT&T's American
Bell subsidiary will lease dedicated terminals to
subscribers, although the terminals may also be
purchased for about $600. The service is expected
to be priced at approximately $25 per month, not
including terminal lease charges. Viewtron will
offer an array of shopping, banking, entertainment,
information and other services from scores of con-—
tent providers. Current plans include rolling out
Viewtron into 11 other major markets during 1984/
1985, providing the SouthFlorida market test proves
to be successful.

Viewdata Potential

Relative to teletext the advantages of viewdata
include high level interaction and user controlled
information searches, from moderate to high speed
data transmission (with interactive cable being
far faster than phone lines), a virtually unbound-
ed number of services, information that is both
broad and deep, widespread commercial applications,
and flexible pricing options,

Viewdata can offer information/services of both a
general and specialized nature. Indeed, as a de-
mand medium there is ample opportunity for consu-
mers to self-segment and tailor their information
and service needs to their individual require-
ments. However, most information and services
geared to consumer markets will be packaged at
various levels of specialization and comprehensive-
ness to enhance the ease of usage and digestibili-
ty, as well as to satisfy price/specialization
trade-offs. Therefore, viewdata should experience
growth through a focused approach using the princi-
ples of market segmentation.

ENVIRONMENTAL TRENDS
Rising Costs

Rising costs in many affected industries may serve
to give a boost to the videotex solution. For ex-
ample, within the banking industry it is estimated
that the true cost of check processing ranges from
$1.00 to $1.50. This and other traditionally low
cost banking services are expected to rise sharply
due to the labor intensive nature of such activi-
ties over the next several years. Similarly,
other industries such as publishing and retailing
are experiencing squeezed profit margins due to
rising energy, raw materials, labor, and building
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expenses. By electronically providing information,
retail catalogs, bill paying, and other services,
the prices to consumer should be able to be kept
lower. Indeed, computer and communications tech-
nologies are on a declining cost curve, while most
industries are experiencing upward cost pressures.
Over time, videotex systems should increasingly be-
come cost effective.

Demographic and Life Style Trends

Two income families, single parent families, and
later marriages (more single adults): These trends
reflect a time poor consumer who would directly
benefit from the convenience and time saving char-
acteristics the emerging technologies offer.

Increased emphasis on '"own time": The value con-
sumers place on personal time is increasing. Acti-
vities which are "less than fun" are ideally suited
to be substituted for by videotex. In-home banking
and shopping will be directly affected by this di-
mension.

Life Simplification/instant gratification: Many
consumers today want things now, with little or no
inconvenience. These consumers are well suited to
the videotex characteristic of providing a response
immediately and on demand. 1In addition, needs of
consumers desiring self-tailored life styles and
an increased amount of control over their lives

can be satisfied through the videotex option.

Growing computer consciousness: From grade school
children through middle aged office workers, expo-
sure to Information processing equipment and com-
puter technology is growing. While a portion of
society views computers with fear and distrust,
this number is decreasing.

Energy price and availability: Videotex, to a sig-
nificant degree, can substitute for consumer tra-
vel. The substitution of telecommunications for
time, energy, and travel is viewed positively from
both economic and national security perspectives.

Growing information appetites and overloads: Vi-
deotex offers comprehensive information from many
sources, organized and edited to the viewer's
needs. If properly packaged, consumers will re-
ceive only the information they want, when they
want it.

Rising crime and security concerns: Lower cost
alarm systems made possible by videotex systems

can provide burglar, fire, and medical protection
to the mass market. Public opinion polls frequent-
ly cite the increasing crime rate as one of today's
major concerns.

Need for low cost and effective messaging capabili-
ties: Electronic mail, bill paying, and other in-
formation services can circumvent the mail system
and should prove to be an increasingly attractive
alternative to the post office.

Life-long educational process: Non-traditional
students may continue their formal and informal
education through text and tele-courses, without
the time and inconvenience problems associated



with going back to campus.

A great many other social trends and problems can
be satisfied or solved through videotex and rela-
ted technologies. Telecommuting and teleconferen-
cing are two such related concepts which will grow
in importance throughout the 1980's. In the fol-
lowing section, selected issues of importance to
videotex development will be advanced.

VIDEOTEX ISSUES
Value to Consumers

There are some skeptics who question whether cur-
rently available alternatives cannot perform many
of the in-home/at-work functions touted by video-
tex proponents, often better and at a lower cost.
Banks have Pay-by-Phone services; mail order firms
often offer toll-free numbers; comparison shopping
can be accomplished by multiple catalogs with far
better quality pictures compared to computer
graphics; a newspaper is much cheaper, portable,
and easier to read; information which is deep and
specialized is offered by magazines, newsletters,
libraries, and through other means; electronic mes-
saging and mail can be accomplished by telex, cur-
rent viewdata-like systems, and a phone coupled
with recorder; computer enhancement can be attain-
ed through time sharing systems; electronic games
can be purchased and played through their own sys-
tems.

What videotex offers is all of the above functions
and many more carried through one source, when, if
packaged correctly, offers many performance bene-
fits unachievable through any other means. 1In
addition, assuming most of the above services are
desired by the consumer, the overall price should
be more cost-effective than with each service of-
fered and priced individually. This is not to say
that viewdata systems will replace all currently
available and potentially competitive forms. On
the contrary, videotex will often supplement those
forms or combine with other new/old media to over-
come inherent weaknesses.

Nevertheless, many critics voice wvalid arguments
concerning the value and cost effectiveness of a
number of proposed videotex offerings. Some video-
tex systems have been accused of simply duplicat-
ing presently available alternatives at a greater
price and with less utility. Obviously, people
will not change their habits unless true perfor-
mance and/or cost benefits are developed.

Value to Organizations

The major players in North America come from nu-
merous industries, primarily due to the wide and
varied applications presented by videotex. View-
data, due to its inherent capabilities, has attrac-
ted participants from publishing, retailing, agri-
culture, banking and other financial intermediar-
ies, information processing, and communications.
Teletext, due to its more narrow applications
range, is composed of members primarily from the
areas of broadcasting and publishing.
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The motivating forces behind entry into videotex
can be partially explained according to industry
membership. The communications industry, includ-
ing telephone companies, broadcast and cable sys-
tems, and the information utilities, tends to view
videotex as an opportunity in which a great deal
of synergy can be obtained. Existing excess capa-
city in distribution and computer facilities, over—
lapping research and development applications, in-
place distribution infrastructures, and comple-
mentary activities for current management and
other human resources, work together to make vid-
eotex a logical extension of their respective
businesses.

The publishing, banking, and retailing industries
cannot approach the communications industry in
terms of achieving its strategic and operating
fit. These industries tend to view videotex as
more of a threat than an opportunity. This, of
course, is a generalization and does not apply to
a number of progressive firms within each of the
above mentioned industries. However, for the
most part, videotex is viewed as both a threaten-
ing substitute and a costly, unknown quantity.
Therefore, many firms within these industries are
standing on the sidelines waiting for a clearer
picture of the future to emerge, and at times
attempting to forestall development through both
passive (e.g., not investing) and active (e.g.,
legal action) means. Those firms who have moved
ahead and invested or participated in projects
have often done so as a defensive response to com-
petitive action.

Chicken and Egg Problem

An often cited problem in the industry is the
chicken or egg dilemma. The industry is reluctant
to bring out new services until there are adequate
numbers of people able to receive them to cost-
justify thedir introduction. Without a sufficient
number of beneficial services, however, the mass
consumer markets cannot be induced to pay for ex-
pensive prerequisite equipment. Subsequently,
without volume increases, prices for equipment and
services will remain high, further inhibiting pen-
etration of mass markets. A key question is, what
combination of services is necessary to reach
critical mass and subsequently drive costs down,
breaking this circular dilemma. This problem es-—
pecially affects videotex systems requiring consu-
mers to purchase their own hardware, as opposed to
those systems which supply equipment at a rela-
tively low-cost rental/lease fee.

Inter and Intra-Industry Cooperation

To a great degree, the opening of the mass market
depends upon intra- and inter-industry coordina-
tion and cooperation. Indeed, channel members,
equipment manufacturers, and technology providers
would benefit by appropriate collaboration. A ma-
jor complaint by many committed firms is the prob-
lem of a number of key firms which remain standing
on the sidelines, rather than investing their
resources. A second concern revolves around the
unwillingness of committed firms to share their
insights and findings with others. The major ar-
gument for industry statesmenship in these early



years is that most involved parties would benefit
from coordinated efforts which enlarge the total
market.

Public Policy Concerns

Numerous legal and public policy concerns have
been raised by outside observers and within the
industry itself. Privacy and security issues; the
problems created by electronic polling; impulse
ordering by consumers; copyright/royalty questions;
liability for improper performance by channel mem-
bers; economic dislocation of business and work-
ers displaced by videotex; the possibility of an
information rich versus information poor caste
system; and a number of other 1984 types of prob-
lems.

Technology has often moved so quickly that the
courts, legislative bodies and regulatory offi-
cials find it difficult to efficiently cope with
the legal, competitive and social fallout of
technologies such as videotex. Nevertheless,

many issues and areas of potential concern have
beenéidentified and some possible solutions advan-
ced.

Standardization

Standardization of the various available protocals
(software which determines the level of resolution
and formats for text and graphic displays) has
been cited by a number of industry participants as
the single most important factor for the survival
and growth of wvideotex. While most involved want-
ed standards to develop sans government interven-
tion, the hope was that the marketplace would

make an early decision. The standard developed by
AT&T, the Presentation Level Protocal (PLP), ap-
pears to have done just that. PLP has been de-
scribed as the "de facto standard" since its in-
troduction in May, 1981. It is currently in the
public comment phase, but has been accepted by
most participants as the industry standard for

the future.

The Canadian Telidon and French Antiope protocals,
-- software is the same for both teletext and
viewdata in each system -- can be relatively eas-
ily adapted to PLP. However, the innovators of
both teletext and viewdata, the British, will
need to undertake expensive and extensive modifi-
cations to upgrade their Prestel (viewdata) and
Ceefax (teletext) systems to be PLP compatible.
The systems currently operated in the U.S. which
have internally developed protocals have virtual-
ly unanimously announced that they will adopt PLP
when their customers have terminals and personal
computers to receive it.

6This area has only been lightly touched on as an-
other conference presenter has been assigned the
task of advancing such issues. TFor an excellent
review of the public policy issues associated with
teletext and viewdata, see Tydemann, J. et al.,
Teletext and Videotex in the United States. Me-
Graw-Hill Publishing Co., 1982,
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The next section will examine the market charac-—
teristics for videotex in terms of potential bene-
fits/attributes offered to consumers, home and
business market distinctions, current and future
markets and lastly, penetration projections for
videotex will be provided.

MARKET CHARACTERISTICS
Potential User Benefits

Many of the aforementioned environmental trends
correlate nicely with the benefits and attributes
which videotex potentially offers to consumers.
Following is a list of benefits and attributes
compiled from interviews with industry partici-
pants (5, p.54). 1In all likelihood, the order of
importance of these benefits will not be constant
across videotex, but will vary by content category,
market target, and types of system. The corres-
ponding definitions have in some cases been alter-
ed by the authors.

1. Increased control over one's life
2. Convenience: less "hassle" than existing al-
ternatives
3. Time saving: increases time for preferred ac-
tivities
4. Simplicity: simple to use
5. Comprehensiveness: includes many relevant in-
formation categores/services in a single
source
6. Organization: provides structure for the
users information/service needs
7. Immediacy: dinformation available on impulse
8. Reliability: authoritative source
9. Accessibility: consumers anywhere can obtain
benefits
10. Affordability: cost-effective
11. Expectation of technological progress: an

idea whose time has come

12. Currency: time-perishable information made
quickly available.
13. Energy: mnot only reduce energy costs, but

substitute for travel mitigating energy
availability concerns.

Home and Business Market Distinctions

The industry tends to distinguish between two mar-—
kets, commercial and consumer. Essentially, the
division is made by a seemingly distinct sepera=
tion of applications and needs. Commercial markets
tend to have more readily defined requirements, are
able and willing to pay for greater specialization,
and are reasonably accessible due to a more en—
lightened outlook towards innovations. In addi-
tion, most firms of significant size are currently
using computer based information systems such as
information processing systems, in-house computer
and data base facilities, and time sharing servi-
ces, Viewdata services may be integrated with
these existing operations and simply extend or aug-
ment many current processes.

Consumer markets are much more complex in terms of
understanding and penetrating. Their wants and
needs are more difficult to assess, they are less
willing to purchase systems because benefits are



less obvious, they are less able to purchase sys-
tems, and they are more difficult to reach in
terms of communicating benefits and stimulating
adoption.

One need be careful, however, of describing the
purpose of usage based on the place of usage.

That is, personal shopping, banking and communica-
tions through viewdata may take place at work,
while a great deal of primary or secondary job
related usage may occur at home.

Current Markets

Two years ago subscribers to the information util-
ities could best be described as computer hobbi-
ests [5, p60]. The majority used data processing
equipment on the job (66%) and often used video-
tex for data storage, personal computer enhance-
ment, and as a communication vehicle to other com-
puter buffs, major computer manufacturers and so
on. The Source now reports that only 40% of its
current subscriber base works in computer related
areas. Further, new subscribers are much more
likely to join for non-computer oriented content,
which the information utilities have greatly ex-—
panded. TFollowing is an examination of some cur-
rent market characteristics for the information
utilities.’

The Source reports (reported in February, 1983)
that the average age of its subscriber is 42 years
o0ld -- 3 years older than in 1981 -- with 64% over
35. Average income is $59,000; most users are
professionals/businessmen; most are college gradu-
ates; and the vast majority (90%) are male. In
terms of usage 20% of the subscribers base acces-
ses the Source most often at work. TFifty-three
percent spend at least half of their access time
for primary or secondary occupation purposes. The
Source data indicates that videotex users are not
solely composed of younger computer hobbiests.

CompuServe has experienced both different and
similar trends in their subscriber base. New sub-
scribers as compared to old tend to be slightly
younger, a bit less "upscale'" in terms of income,
are more likely to be female then before, have
children who are increasingly using the service,
and tend to have occupations which are less tech-
nical.B

The trend towards less of a computer hobbiest pro-
file, despite a subscriber base which predominate-
ly owns personal computers as opposed to termin-
als, is encouraging. It tends to reinforce the
thought that non-hobbiest markets, who purchase
videotex services not for the technology itself
but for the problems it solves, are beginning to
emerge.

7From an interview conducted by the authors with
Nancy Beckman of The Source Telecomputing Corpor-
ation (Feb., 1983).

8Jeffrey Wilkins, from a speech given at the con-
ference '"Videotex: Implications for Marketing
II," (Oct., 1982)
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Future Consumer Markets

Virtually all of the videotex experiments and busi-
nesses indicate that the first wave of future
adopters will be "up-scale,'" meaning consumers

with higher than average incomes, job positions and
levels of education. Provided below are synthe-
sized market profiles gathered from firms who have
conducted and shared consumer surveys and test re-
sults in the industry. [3, p. 61]

Demographics.

Age: 25 to 49

Household Income: In excess of $35,000
Education: College or better
Employment: White collar

Personality and Life Style Characteristics.

Pro technology; low resistance to change and in-
novation.

Self-tailored life styles; strong emphasis on own
time, tend to purchase or construct the best,
strive towards self-improvement, want things now,
and inward directed.

Exposure to computer/communications technology at
school or work.

High discretionary incomes; willing and able to pay
a premium for convenience.

Non-traditional family structures; large number of
two income households, single parent families,
and singles.

Time Poor; time constrained and willing to pay for
alternatives replacing traditional activities
which are less than fun.

Information Overloads; information is important to
this group, but they are increasingly finding it
difficult to process and organize their informa-
tion resources.

Other markets include youngsters who exhibit lit-
tle resistance to new technologies, wield signifi-
cant influence over their parents' purchase de-
cision and for whom numerous recreation and educa-
tion applications are being developed. The market
that could, perhaps, benefit the most from
viewdata includes the elderly, handicapped and
otherwise housebound individuals. However, this
market is viewed as a longer term target due to
its generally higher resistence to technology and
a lesser ability to pay for systems than the just
described targets.

Market Development and Projections

Viewdata household penetration/projections have
varied widely, ranging from 7 to over 50 percent
by 1990. AT&T has projected a conservative 7 to
10 percent penetration rate for 1990. Internation—
al Research Development Inc. (IRD) has recently
projected a 13 percent penetration of viewdata
systems by 1992 [6, p.3).

The authors, in the Fall of 1982, sent a question-
naire to 24 industry participants which included a
section concerning penetration rates. The majori-
ty felt that forecasting was a rather fruitless
endeavor fraught with sheer speculation. Those
who did respond indicated that 10 to 20 percent



could be expected by 1990. Tollowing is a review
of the current extent of market development.

As of February, 1982 the Dow Jones news/Retrieval
service had a subscriber base in excess of 60,000,
with a growth rate of over 3,000 per month. In
January, 1983 the CompuServe Information Service
had over 37,000 subscribers with a growth rate of
3,800 per month. The source as of February, 1983
had a subscriber base of over 29,000, with a
reported monthly growth rate of over 1,500 sub-
scribers.

These figures can be compared to earlier subscri-
ber totals. In late Fall, 1981 CompuServe had a
subscriber base totaling roughly 14,000. At the
same time Dow Jones had 25,000 subscribers. In
April, 1981 The Source had about 9,000 subscri-
bers. The rate of growth for all three firms has
increased markedly. Although the absolute num-
bers are relatively small, increasing numbers of
systems and ever increasing rises in the rate of
growth indicates that videotex is beginning to
come of age.

CONCLUDING COMMENTS

What does the future hold for videotex? Based
upon the analysis leading to this paper, it is
expected that over the next ten years teletext
will emerge as a mass market medium, primarily
because of its more passive nature, low cost and
low user skill requirements. Viewdata, on the
other hand, will probably experience growth by
targeting markets. While viewdata may eventually
live up to the projections by some industry obser-
vers of becoming a ubiquitous mass market medium,
it is doubtful that penetration projections of 50
to 75 percent will be reached until well into the
1990's or beyond.

The problems confronting the industry at this
time, such as price, system development and con-
tent formation, should be overcome through mar-
ketplace resolution in time. The organizations
which will ultimately succeed, however, will be
those which have analyzed the consumer and the
environment most accurately, and at the same time
have the distinctive competencies, financial re-
sources, and the will to form consumer dictated
systems. It is important to reiterate that con-
sumer resistance to change can only be overcome
by providing cost or performance benefits una-
chievable by current alternatives.

The potential benefits offered by videotex seem to
hold promise to help ease the pressures on consu-
mers brought by rapidly changing social, cultural,
technological, legal, and economic environments.
Troublesome crime rates, changing family struc-
tures and work roles, evolving missions of educa-
tional institutions, marginal gains in national
productivity, lifestyle constraints, energy price
and availability concerns, and an information

8Reported to the authors through telephone surveys
with each firm.
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impacted society are examples of some of the prob-
lems which potentially can be addressed in a posi-
tive manner by videotex, particularly viewdata.
The wide collection of services should serve to
make increasingly complex lives easier and provide
users with unparalleled control over their affairs.

Such benefits, however, will not be achieved with-
out costs to at least some segments of the popula-
tion. Some current business forms will be altered
or eliminated, traditional social patterns may be
transformed, and Big Brother fears will become in-
creasingly possible. From interpreters of proph-
esy and Orwellian futurists to those with a vested
interest in the present order, resistance by affec-
ted parties will be intemse for those applications
negatively affecting the status quo. Whatever the
final outcomes, one can be assured that over the
next exciting and challenging twenty years, the
social, political, and economic transformations on
a national and international level will be signi-
ficant.
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VIDEOTEX:

THE ISSUES

Mary Gardiner Jones, Consumer Interest Research Institute

ABSTRACT

This artiecle reviews the principal public policy
issues posed by the new videotex services. These
issues concern public access to these systems,
their likely responsiveness to consumer informa-
tion needs and the consumer protection require-
ments of the publiec. The article alsc reviews the
regulatory tools available to meet the public's
needs.

You have just heard a description of videotex and
of the new forms of messaging, shopping, banking

and information retrieval opportunities which it

can provide consumers.

I want to talk to you this morning about some of
the issues which this vast new electronic medium
may pose to consumers in terms of their access to,
and enjoyment of the benefits which it offers to
consumers and citizens.

Unlike the United States Chamber of Commerce's
Biz Net, the consumer movement does not have six
million dollars with which to develop an indepen-
dently operated satellite based information
network to serve the needs of its members. Thus,
consumers must depend on existing information
networks to meet their information needs. To
date, such networks have not yet emerged within
existing governmental, non-profit or commercial
information systems. I believe that consumer
information needs are of such meaning and impor-
tance to the ability of consumers to cope with
their daily lives, that at least some of their
needs will be met through normal marketplace
channels. However, even if videotex systems
slowly evolve to meet important consumer informa-
tion needs, several important issues remain to be
resolved before we can be certain that these
systems will serve the full range of consumer/
citizen interests. These issues fall into three
general areas: providing access to the trans-
mission/hardware system to all consumers regard-
less of their geographic location or ability to
pay; ensuring that the full range of consumer
information needs will be responded to through
the new information technologies and assuring
adequate proteection to consumers against misrep-
resentation and fraudulent practices, political
manipulation and invasion of their legitimate
privacy concerns.

T will deal with each of these issues seriatim,

1Videotex embraces two distinct electronic
services: teletext one-way services available
over TV sets equipped with a decoder and viewdata
two-way systems available over cable or telephone
based systems. Only viewdata systems can provide
the full range of these services. These remarks,
therefore, focus on two-way videotex systems
although many of the policy problems identified
here are common to both one and two-way systems.
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sketching out the importance of each to full
consumer enjoyment of these technologies, the
obstacles which may exist to their achievement and
the regulatory options available to consumers to
overcome these obstacles.

1. UNIVERSAL AVAITABILITY OF VIDEOTEX HARDWARE

If all consumers are to participate in these new
electronic information technologies, they must
have access either to an interactive two-way

cable system or to a telephone-linked home
terminal. While there are several other over-the-
air delivery systems which can deliver information
and programs into the home, these systems are
typically not interactive and provide only limited
access either because of geographic transmission
limitations or because of the limited number of
channels which they can offer.2 While offering
alternative communication systems for geographi-
cally remote areas or for specialized audiences,
they cannot offer a broad-scale universal service
to the consumer population as a whole.

While these alternative systems can exist simul-
taneously with the more universal service type
systems, fears have been expressed that if
licensed too freely or prematurely, they could
syphon off the most profitable segments of the
market (either as respects audience or as res-
pects programs) thus making it more difficult for
communities to attract the investment required to
provide the two-way interactive systems (either
cable or telephone-based) which videotex reguires.
In fact, consumers should examine such arguments
with caution since in the long run their interests
may be best served by a multiplicity of communica-
tion sources to provide them with the competition
and diversity of sources they need to ensure
maximum choice and highest quality.

A second issue confronting consumers in achieving
a universal service concept for the videotex hard-
ware infrastructure is how to ensure videotex
services to their constituents if private invest-
ment does not provide the requisite infrastruc-
ture. Two way cable is not a fact of life in

most cable systems today. Its cost for cities of
750,000 population can run to $10-12 million and
to $3-1 million for cities of 150,000 population.

ZSome of these alternatives include lowpower TV,
Direct Broadcast Satellite (DBS), multi-point
distribution systems (MDS), or satellite master
antenna systems (SMAS). See Washington Post,
August 2L, 1982, page BIl.

3In 1982, more than T70% of the nation's more than
4,000 cable systems are still limited to 12
channels. Of these 4,000-plus cable systems, very
few are interactive (capable of handling videotex
services) and only half could be converted.





