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CHAPTER I 

INTRODUCTION 

Contemporary consumers must make many decisions in the 

market place which would have been beyond the imagination of their 

grandparents. The choice of goods and services available has steadily 

increased since the beginning of automation. Modem methods of adver

tising have rushed inf<»rmation about these goods and services to the 

consumer so that today the consumer may think he is in need of some 

item that yesterday the consumer did not know existed. The goods and 

services developed by mcxlem technology have made it necessary for the 

contemporary consumer to Increase and change his vocabulary constantly 

in order to do effective shop{4ng, whether he is slMDpping for items which 

he buys often or items he purchases only once in awhile. 

Today's consumer also has a greater choice in the method he 

uses for payment of the goods and services he purchases. With c:on8tant 

ohanges in relation to available gocxls and services, modem technology, 

lmi»oved ciommunic^atlons, and consumer credit, the need for more and 

(sontinued consumer eduoaticm has been well established. 

Many young people have the advantage of consumer education 

classes while they are still in 8chcx>l, but the adults often have to 

acquire for themselves the information needed for wise consumer pur

chases. The Adult Education Act of 1968 (1) was an indication of 
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awareness by the govemment to provide more educational opportunities 

for adults. 

The education of adults is often different ttom the education of 

youth because it is often attained voltmtarlly on the part of the adult. 

Some high schools offer special courses bxt adults, both credit and non-

credit, depending upon the needs of the students and the structure of the 

course. Commissioned and Federal Agencies may assume some respon

sibility for the education of adults, especially in specified areas. Some 

colleges and universities offer programs for adults, also. 

Almost any adult is free to enroll in a course for college credit 

providcKl he can meet the requirements of that school. However, many 

adults are not &ee to further their education in this manner because of 

previously committed responsibilities. For this reason, colleges often 

offer courses co- entire programs designed especially for the adult 

learner. Numerous adult programs and courses are often offered in the 

community or j\xniot colleges (2). Adult courses or programs offered by 

community colleges are usually designed so that they meet at a conven

ient time. The fee for adult courses may be adjusted to the means of the 

adult. 

The (vograms and courses offered l^ community colleges for 

adults may be fcMT the purpose of working toward a degree, a special cer-

tificiate or certification in some special area such as a vocsatlonal skill; 

or the courses may be designed solely for the enrichment and pleasure of 

the individual. Regardless of the motives of adult learners, there is 

need fcnr the development of methods for gathering information firom these 

adults in order that more effective teaching methods may be devised. 
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Research (3) indicates that mini-courses have been an effective 

method of teaching adults. Since mini-courses are usually quite short 

and concentrated, the adult cian often concentrate on one area for a brief 

period of time and advance his imowledge, skill, or education to a new 

level. Mini-c»ur86S are particularly attractive to adults who have lim

ited time to devote to the CK>ntinuatlon of their education. Since mini-

courses have been successful, it was the belief of the investigator that 

a curriculum variation based on the idea behind the develoianent of mini-

courses could be developed and presented as a separate course within a 

regular course in order to teach another concept. In this study the addi

tional ocmcept to be taught was consumer education. 

?̂ ^^m§ftt Of ttiffi Pr9bt?m 

The major problem of this study was to develop and test a cur

riculum variation of consumer education for adults enrolled in Basic 

Clothing Selection and Constmction, a non-credit course taught as part 

of the adult program at a community college. The currlcxilum variation 

tested in this study was termed "mini-lesson." 

Problems related to this study were as follows: 

1. Determining the content of the consumer eduĉ ation mini-

lessons to be taught to the experinMntal group and determining the 

cK>ntent of the consumer education lessons to be taught to the <x>ntrol 

group. 

2. Presenting the mini-lessons to the experimental group and 

inresenting the lessons to the control group. 

3. Determining whether or not adults learn equally well from 

mini-lessons and from control lessons. 
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Purposes of the Study 

The purposes of the study were as follows: 

1. To formulate instructional objectives to be used for both the 

control group and the exp«rimental group. 

2. To prepare a test with an aooeptable coefficient of relia

bility based on the instructional objectives to be used as a {Hre-test and 

post-test with both the experimental group and the control group. 

3. To determine the indices of discrimination of items in the 

test, 

4. To determine the knowledge of the consumer at the onset of 

the course as measxured by the pre-test. 

5. To prepare six mini-lessons based on the instructional 

objectives to be taught to the experimental group of Basic Clothing 

Selection and Construction. 

6. To compare the scores of the pre-test and the scores of the 

post-test of each group to determine wdiether or not a significant differ

ence exists. 

The following null hypotheses were tested in the study: 

1. There will be no signifloant difference between the mean 

post-test s(X)res of the control p̂roup and the mean post-test scores of 

the experimental group. 

2. There will be no signifloant difference between the pre-test 

scores and the post-test scores lor the control group. 

3 . There will be no significant difference between the pre-test 

scores and the post-test sccxes for the experimental group. 
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3ff9P9 ap<l l4g4^t49P§ Qf th? ?tH ŷ 

The study was designed to be used with adult women enrolled 

in Basic Clothing Selection and Construction, a sixteen week non-credit 

course offered through the department of Home Economics by a community 

junior college as a part of the adult education ix-ogram. The course was 

offered in the Evening College and met firom 7:00 p.m. until 9:30 p.m. 

one night a week. The study was done in the fall semester of 1969 and 

the entire sixteen-week period was used for some phase of the study, 

vt^ich included preliminary work, pre-testing, teaching, and post-

testing . Two sections of the course were used with twelve students 

completing the course in the control group and ten students (x>mpleting 

the course in the experimental group. 

The instoument was limited to measuring cognitive attainment 

of consumer education cx>noept8 by the adult women. The investigator 

recognized that measures regarding the attitudes of the learner could 

have been one avenue of research; however, because of the methods 

used, it was outside the 8CK>pe of this 8tody. 

Adults—includes all students enrolled in Basic Clothing Selec

tion and Consbruction regardless of age, 

Cpntrol lessons—the (x>nsumer education concepts based on the 

instructional objectives lAdiich were presented in the control group. The 

cK>n8umer education concepts were Integrated into the regular lecture and 

demonstration. 

Mini-lessons—the short fifteen-to-twenty minute portion of the 
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regular class session of Basic Clothing Selection and Construction 

designated f(»r the purpose of teaching concepts of consumer education 

which previously had not been a part of Basic Clothing Selection and 

Constmc^on. 



CHAPTER II 

REVIEW OF LITERATURE 

In the study, a review of pertinent literature was made. The 

literature reviewed by the investigator was in the areas of consumer 

eduoation and adult education. 

<?Qn?VPfir t̂t<gfltiQn 

The need for consumer education has been well established by 

a number of changes in the American economy. Since the turn of the 

century, the American economy has been transformed £rom an economy 

based primarily on agricmlture to an economy based primarily on industry. 

The standard of living in America fcur the most part has imiivoved. 

Choices open to the consumer are almost infinite. Urbanization and 

greater purchasing power ere factors which are responsible fcnr current 

consumption patterns (^. 

As early as 1912 (5) tte term "consumor education'* was used, 

but its first great emphasis came in the 1920*s. It was not until the 

1930*8 that important concepts of consumer education began to be devel

oped by several different curriculum areas. Immediately following this 

period. Interest in consumer education dwindled, mainly because of the 

war. 

Beginning with the Kennedy administration and the creation of 

the Consumer Advisory Council (6), interest in consumer education was 

7 
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renewed again. A very keen awareness of consumer problems was 

developed during the Johnson administration. Recommendations by the 

Consumer Adviscnry Council for the establishment of the President's 

Special Assistant fcnr Consumer Affairs were accepted by President 

Johnson. Acccsrding to Betty Fumess (7:73), the President's Special 

Assistant f(»r Consumer Affairs at that time, the greatest single accom

plishment of this office is "getting consumers to think for themselves as 

a voice." 

With the appointment of Virginia Knauer (8:23) as President 

Nixon's Special Assistant for Consumer Affairs, the cause of the con

sumer was reinforced. The Nixon administration, while continuing 

consumer programs started under previous administrations, has empha

sized the need for establishing pennanent institutions to give the Ameri

can people, in their role as <x>nsumers, statutory representation in the 

Federal Govemment (9:17). 

Additional interest in consumer education is evident as the 

result of new state programs, increased attention from the business 

community, and sponsorship of consumer-caredit counseling services, 

Illinois, New York, Iowa, Rhode Island, New Jersey, Michigan, and 

Idaho (10) have all passed laws which require instmotion in consumer 

education in high sohool classes. Due to designation by the Vocational 

Education Amendments Act of 1968 (1) that Home Economics become 

Ccmsumer Education and Home Economics Educaticm, courses in con

sumer education have been developed and consumer education units 

added to existing courses. 

Some believe 1968 to be "the year of the consmner" because of 
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passage of legislation to emphasize education for consum^ship. The 

passage of the Vocational Education Amendments Act (1) provided for the 

education of cx>n8umer8hip. Many states such as New York (10) have 

passed legislation which was responsible for creating a Department of 

Consumer Affairs in the state. The Department of Consumer* Affairs in 

the state of New Yĉ rk (11) can set standards; see that manufacturers, 

salesmen and retailers opu^te within the law} and fine and suspend 

licenses of offenders. 

Even though state and federal consumer legislation is being 

provided, as long as freedom of choice and actions of buyers and sellers 

are placed ahead of the enforced consumer laws, the consumer must 

accept his responsibility to be well-informed and utilize what he knows 

as he makes decisions for financial security and acquisition of goods 

and services (12). Consumer educsation is one avenue of informing the 

(x>nsumer so that he can be well-lnfCNrmed in order to make wise ded-

sionB and utilize his resources to their best advantage. 

The purpose of consumer education was the achievement of 

better uses of merchandise and services to make available a means of 

becoming bettor individuals for the achievement of a finer total social 

structure, according to Tocme (5). He believes that a marginal life is 

not caused by poor income as much as it is caused 1^ poor consumption. 

According to (Tampbell (13), consumer education is mainly a 

matter of teacMng people to use money mcxre effectively. Thus consumer 

education as listed by Campbell (13tF-26) involves teaching and moti

vating students in the following areas: (a) setting up realistic and 

meaningful economic values and goals, (b) developing shopping skills 
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for goods and services, (c) establishing long-range plans for present 

and future financial security, (^ using economic resources—cash, 

credit, savings. Insurance, investments—effectively, and (e) under

standing consumer rights end responsibilities in regard to personal 

needs, the business community, and the national economy. 

Marguerite C^ Burk (14) <x>nducted research in which she {vo-

posed to Integrate current knowledge of the aspects of consumer 

behavior with the multi-dimensional characteristics of reality. Burk 

developed a series of frameworks designed to Integrate the foUowingt 

1. The p||Yffh9̂ ffig|ffiftl« f9gHPt9qic»̂ # t̂ftTQPQtogjtgfft, and 

related to 
2. the behavior of individuals, families, end groups as they 

take q<fflgwn^ yolQip 
in 

3. individual and group (̂ ĉ?|»4ot>-mfKiffq or PTOMffm̂ ffQltV̂ q 
processes related to bUY4Pfl and jisiM. QOodB and services 

and 
4. the economic phenomena of consumption and §;̂ pgn<;J4̂ ttrei5 

Miiich result 
from 

5. the gQ̂ ;î 9?ff9n9m>ff ?fr«<?M? Sl <?<?^^^nP^W having these 
dlmensicms: 
a. behavioral 
b. economic and technical (quantity, value, and 

quality) 
c. temporal (situational—dynamic) 

d. aggregative (micro—macro) (14:159)^ 

Burk (14) made various comments as to the advantage, inter-

jMretation, use, and Importance of these conceptual frameworks. How

ever, she admitted that reseeirch-based knowledge is needed, both in 

ways of teaching and in the kinds of knowledge to be taught. 

In order fcMr the consumer to make better use of the resources he 

now has, the consumer may need to make better decisions in relation to 

his goals and values. A number of studies related to decision-making 



11 

have been conducted. In a study by Frances M. Magrabi (15), which 

attempted to develop a method of relating values and decision-making, 

conclusive evidence was not obtained of a relationship between the 

respondent's hierarchy of charac:teristlos and his choice, even though 

respondents did appear to base their choices on the information about 

characteristics. Cavanagh and Prince (16) attempted to develop a tech

nique for communication of abstract ideas to disadvantaged groups, but 

their procedure and testing were not extensive enough to produce sig

nificant results. Maynes (17) discusses some of the avenues open to 

consumers that aid in the decision-making process, but he does not 

recommend a teaching method to convey his ideas. 

When Helen G. Canoyer (6). the first Chairman of the Consumer 

Advisory Council, presented what she believed to be necessary for a 

"breakthrough" for the consumer, she was very careful to consider vthy 

and when people buy, as well as what they buy. She concluded with 

the following statement: 

A real ixreakthrough might be; Harness the home economist's 
knowledge, the advertiser's know-how for mass communications, 
and the concern of the President's Committee on Consumer Inter
ests into one grand team. The objective would be to make the 
consumer a more effective actor in the market place, a more 
intelligent user of our nation's resources, and a more effective 
manager of the family's resources (6:527). 

Toone (5) believes that emphasis should be to stress the 

importance of the whole process of education in order for one to become 

a wiser consumer and to receive more meaning from life. President 

Johnson's Special Assistant for Consumer Affairs, Betty Fumess (7:72), 

said the home economics teacher should "give more emi^asis to con

sumer education,—rather than consumer information." 
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A<4v4l E<ttf9gtt9n 

Consumer education is being emphasized for a number of age 

levels. Not only is consumer education being taught in the public 

school, but there is concern regarding consumer education for the adult. 

This emphasis is not just in the form of legislation that protects the 

consumer, but adult educators are being encouraged to organize classes 

in consumer education or to integrate consumer eduoation into classes 

which are already in existence. In fact, when Hamilton Still well (18) 

was president of the Adult Education Association, he suggested five 

programs designed to involve adults in consumer education. Philip A. 

Hart (19) designated consumer educ:ation lox adults as the second 

greatest area of need in his five areas of urgency in regard to adult 

education. 

In order to teach consumer education to adults, one would find 

it worthwhile to review some of the trends in adult education. The most 

varied kinds of (organization, structure, purposes, methods, technicjues 

and participants are included in adult educational activities (20). 

Regardless of the level or application of adult education, the adult 

usually selects and directs his learning voluntarily. Diversity, by 

necessity, is characteristic of adult education. 

Mildred Bulpitt (21) has reported a number of reasons for the 

current interest in adult education. Some of the reasons adults from 

twenty to eighty-two years of age gave for attending classes at night 

and on Saturday were as follows: 

To keep their jobs 
To advance in their chosen fields 
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To keep intellectually alert 

To better handle family problems (21:23ff.). 

Probably one of the biggest jobs of the adult educator is to 

make an effort to meet the needs of the undereducated, especially those 

having an education under the eighth grade (22, 23). Harriette 

Dorgan (25) discovered how desperate many adults are to learn when 

she asked her students, at the conclusion of an adult basic education 

course, to respond to a questionnaire by indicating how the class had 

helped them. Some of the responses of the students which indicated 

how important the class had been to them were these: basic education 

helps me find new horizons, helped me to use my time more wisely, 

helped me to become a good citizen, helped me to take care of my busi

ness and my bills. Others were just thankful for the opportunity to 

study. In fact, the Vocational Education Act of 1968 (1) stipulates faro-

grams especially for adults, the undereducated, and the handicapped. 

Liverlght (23) believes that the adult educator must designate 

himself to face the crucial issues of today before definite gains in adult 

education can be made. Many adult education programs have lacked 

activities which are vitally concerned either with value conflicts or with 

problem-solving in the crucial areas of need. The lack of {diilosophy 

and goals, the lack of relevance, and the under-utilization of resources 

are problems faced by the adult educator. Liverlght (23) views that 

with the develoi»nent of a sense of mission end direction, discovery of 

more effective methods in education, and realization of problems as 

they exist, great strides could be made in meeting the needs of adults 

of all levels who desire education. At the conclusion of a speech. 



Holden (22) made this challenge: 

Let us teach by example, using educational process by 
applying the <x>ncept of lifelong learning; and in so doing, 
people everyv^ere who want to lead a fuller life and continue 
their education will have the oppcartunity to do so, thus 
improving the quality of living (22:158). 

14 



CHAPTER in 

METHODS AND PROCEDURES 

In order to fulfill the purposes of the study, the procedure 

included development of the consumer education lessons, development of 

the objective test, presentation of the consumer education lessons, and 

administration of the pre-test and post-test, which are presented in this 

chapter. In addition, the treatment of data is included. 

$9^gff!̂ i9n 9^ g9nggp<;ff m^ f9nft^t49n 9{ lffi»irwffti9h^i Qbi^gnv^s 
To develop the study, instructional objectives were written for 

the <x>nsumer education unit. Five consumer education concepts were 

selected as the basis fear the instructional objectives. The consumer 

concepts selected were shopping skills, cx>n8umer rights, goalB and 

values, consumer responsibilities, and end use perfcHrmanoe of pur

chases . The five consumer concepts and related instructional objectives 

were structure guides for the six mini-lessons used for the experimental 

group, as well as utilized for the integration of consumer concepts into 

the lessons for the control group. The instructional objectives were a 

guide also for the teacher-made test which was used as a pre-test and 

post-test for both the experimental and control groups. A complete li8t 

of the instructional objectives is shown in Appendix A. 

15 
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D9Yg]t9Pm^n^ 9i o<m§wm g<l̂ 9ftUoft ^n^m 

Development of Mini-lessons for the Experimental Group 

Although the regular course was basically a clothing constmc

tion course, the Investigator was hopeful that consumer education would 

become a part of each lesson. An effort was made to concentrate mean

ingful consumer education concepts into brief periods of time, The 

result was known as a mini-lesson. Six mini-lessons were developed 

for the experimental group using the five consumer concepts and 

instmctional objectives as a guide. Each mini-lesson was stmctured 

so that it would emjidiaslze one consumer education concept. A minimum 

of fifteen minutes and a maximum of twenty minutes were used for each 

curriculum variation lesson. 

D9Y t̂9Pmgm 9f tyeggc?f̂ i| fpf th? QgnlPSl QV9MP 

The investigator was careful to see that the consumer education 

concepts for each mini-lesson were incorporated into the lessons for the 

control group. The same instructional objectives were used tat the con

trol lessons as were used for the mini-lessons. For each control les

son, the investigator made notattons throughout the regular class outline 

in order to be sure that every consumer education concept that was used 

in the corresponding mini-lesson had been incorpcnrated into that control 

lesson. The addition of the consumer edu<:ation notations to the regular 

outline proved to be a successful method for seeing that both the control 

group and experimental group received instmction regarding the same 

consumer education objec;tives, but by two different methods of teach

ing. 
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Development of the Oblective Test 

Num^ous objective-type test items were written tor each con

sumer instm<;tional objective. The test items included matching items 

and multiple choice items. Sample items of the consumer education test 

are found in Appendix B. The test items were structured so that they 

would measure various levels of learning. After the test items were 

written, a grid, v\^ch is found in Appendix A, was constmcted in order 

to indicate the level of learning of the instmctional objective each item 

tested. Fifty-one per cent of the test items were structured to test con

sumer knowledge, 13 per cent of the test items were stmctured to test 

consumer comprehension, 17 p ^ cent of the test items were stmctured 

to test the consumer's ability to apply the knowledge he had attained, 

and 19 per cent of the test items were constmcted to test the consumer's 

ability to analyze consumer goodB in relation to possible consumer 

choices. 

Befcare the test was typed into its £lnal fcarm, it was divided 

into three parts in ardor to eliminate confusion and facilitate adminis

tration. Part I was self-contained in that the student had all of the 

necessary materials fco* completing the test in the test packet. Part I 

contained seventy-two multiple-choice and matching items. 

To develop Part U, the investigator collected numerous 

swatches of falnrlc v\^ich illustrated various choices the consumer might 

have to make when purchasing textile merchandise in the market place. 

One section of Part U contained six swatches of fabric, of which each 

had one inferior quality which may be found in fai»*ic or in textile arti

cles . The second group contained six swatches which were examples of 
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fabric which may or may not require the purchase of additional yardage 

fcHr the constmction of an item. The test item vdiich corresponded to 

section two asked the student to distinguish between the swatches which 

required the purohase of additional yardage and the swatches which did 

not require the purchase of additional yardage for the constmction of an 

article. The third section of Part II consisted of a group of seven 

swatches which all required the purohase of additional yardage, but the 

test item required that the student select the reason for the purchase of 

the additional yardage. All of the swatches were displayed on a table in 

a designated area of the room. There were nineteen items included in 

Part II. 

FcMr use in Part III of the test the investigator purchased four 

men's white shirts. The shirts had different fiber content, different 

finishes, and some variation in constmcstion details. For example. 

Shirt A was 100 per cent cotton and did not have a fabric finish. Shirt B 

was 65 per cent Dacron Polyester and 35 per cent combed cotton with a 

permanent-press finish in addition to a soil-release finish. Shirt C was 

100 per cent Dacron PolyesU^ with a permanent-press finish as well as 

a wrinkle-resistant finish, and Shirt D was 100 per cent cotton with a 

permanent-press Unish. Items in Part III of the test were designed so 

that the expected performance of one shirt could be distinguished from 

the expected perfcMrroance of another shirt in regard to fiber content, 

finish applicaUon, and/or both fiber content and finish application. All 

four shirts used in Part III of the test were displayed in a designated 

area of the room. The final form of the test was proofread by profes

sional associates of the investigator before it was administered. 
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PreggntaUon Pf Mini-lessons and Control Lessons 

The control group of Basic Clothing SelecUon and Constmction 

met one night each week and the experimental group of Basic Clothing 

Selection and ConBtmotion met another night of the week. The control 

group meeting was earlier in the week and the experimental group met 

later in the week. 

The first session of Basic Clothing Selection end Constmction 

for both the control group and lot the experimental group was used to 

introduce the course. The second session of Basic Clothing Selection 

and Constmction course was used to administer the pre-test, which will 

be discussed later in this chaptnr. The third session of Basic ClcAhing 

Selection and Constmction was the beginning of the presentation of the 

cx>n8umer education objectives. The consumer eduoation objec^ves for 

shopping skills, which had been integrated into the lecture, were first 

presented to the control group. 

The third session of Basic Clothing Selection aiui Constmction 

was used ioc presentation of the first mini-lesson in the experimental 

group. The mini-lesson. Shopping Skills, was presented at the con

clusion of the regular class. Tl^ lecture that night had concerned buy

ing faille, interfacing, notions, at cetera; therefore it was the opinion 

of the investigates that the mini-lesson would be more meaningful to the 

student if it were ivesented at the conclusion of the regular class ses

sion. 

The consumer education objectives for textile laws were pre

sented to the control group during the fourth session of Basic Clothing 

Selection and Constmction. Regardless of vtdiich of the instmcticmal 
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objectives had been inccnrporated into the regular lecture of Basic 

Clothing Selection and Constmction, the same objective was presented 

to the control group during the same week in v4iich the experimental 

group was presented the corresponding mini«*le88on. 

Some of the mini-lessons were presented at the beginning of 

the regular class sessicai. Prior to the night for which the second mini-

lesson was scheduled, the students had been asked to collect consumer 

infcHrmation about the purchases they had made for the Basic Clothing 

Selection and Constmction class. Since the student had collected cur

rent information about textiles, the second mini-lesson was presented at 

the beginning of the regular session before the student became involved 

in his laboratcxry work. No attempt was made to see that the mini-lesson 

was presented at the same time sequence during each session; however, 

the investigator did attempt to present the mini-lesson at the most 

meaningful time. 

The same procedure was followed for all subsequent mini-

lessons and c»>ntrol lessons until all of the mini-lessons had been pre

sented to the experimental group and all of the consumer education 

objectives had been incc»-porated into the lecture or demonstration of the 

control group. 

Administgation of the Test 

Administration of the Pre-test 

The students were given an introduction to the purpose of the 

test. Then they were asked to complete Part I by selecting only one 

response for each item of the matching and multiple-choice items. 
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When they had completed Part I, they were instmcted to feel free to get 

up from their chairs and go to the designated table where the swatches 

tor Part II were assembled. Again they were directed to select only one 

response fc»r each item. At the completion of Part II, they were 

requested to examine the ready-made articles by moving to the area 

where the shirts were grouped. After they had responded to the appro

priate items, they v^re asked to check each part of the test before 

giving the test to the teacher to see that their name was on every part 

and that they had responded to all of the items. 

The students were allowed all of the time they desired to com

plete the test. Some of the students completed the test in one hour, 

but others t<x>k as long as one hour and forty-five minutes to complete 

the test. 

Administration of the Post-test 

Upon the com^detion of all of the mini-lessons and control 

lessons, the post-test was administered. As the students had taken 

longer to complete the pre-test than the investigator had anticipated, 

not all of the post-test was given at one time. Part I of the test was 

given at the conclusion of one session of Basic Clothing Selection and 

Constmction while Part H and Part III were given at the conclusion of 

the following session of Basic Clothing Selection and Constmction. The 

consume items used for the post-test were kept well <»'ganized in case 

a student had been absent at the time the post-test was administered, 

the materials could be ciuiokly assembled and the student took the test 

before the beginning of the next session. 



22 

yre4|i^fil,9f Dfttft 

The test papers for the control group and for the experimental 

group v/ere scored and tabulated to give means and standard deviations 

so that the data could be subjected to the following t-test (25:89): 

where 

^1 ' 

Xg » 

*1 '̂  

«2 ' 
Ni = 

N, = 

h ' 
t a» 

/ ' l • 
A ^ N j - l 

/ 

mean of group 1 

mean of group 2 

standard deviation of group 1 

standard deviation of group 2 

total number of group 1 

total number of group 2 

^2 

s2 «2 
N g - l 

To analyze the test items, papers for the post-test of the con

trol group and of the experimental group were grouped together and 

arranged according to the rank order oi the scores. In order to perfc»in 

an item analysis, a tabulation sheet was constmcted so that the fol

lowing formula (26:296) could be administered: 

D = U - L 
N 

where 

D s index of item discriminating power 

U » number of pupils in upper group who answer test item coirectly 
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L = number of pupils in lower group who answer test item correctly 

N » number of pupils in each group 

The coefficient of reliability was determined by using the fol

lowing Kuder-Richardson Formula No. 20 (27:195): 

t̂t n 
n-1 

.02. 



CHAPTER IV 

ANALYSIS AND INTERPRETATION OF DATA 

In order to estimate the effectiveness of the curriculum varia

tions under study, the data were analyzed to determine the significant 

difference between the pre-tests and post-tests of the experimental 

group and of the control group. In addition, an analysis was made of 

the test items in the consumer educ:ation test and the coefficient of 

reliability of the test was determined. 

Bi9qrftPĤ 9â  Pftl̂  

The students in the study were Anglo<^mericans enrolled in a 

non-CTedit adult education course at a community college. A total of 

twenty-two students participated in the study, including two students 

whose age was twenty or less. Ten of the participants were in the 

twenty-to-forty age group and ten students were in the forty-and-over 

age group. No attempt was made by the investigator to determine the 

educational or socio-economic background of the participants. 

Tests of the Hypotheses 

The hypotheses referred to the differences between the pre-test 

and the post-test within and between the two groups of students in the 

study. The significance of the difference between the post-test scores 

for the experimental group and for the control group is shown in Table 1. 

24 
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TABLE 1 

COMPARISON OF THE POST-TEST SCORES FOR THE EXPERIMENTAL 
GROUP AND FOR THE CONTROL GROUP 

Mean Level 

Group Score S.D. t-test of Sig. 

Experimental 68.40 16.85 

Control 78.33 8.25 2.08 NS 

According to Table 1, the experimental group who were pre

sented mini-lessons cUd not differ significantly from the control group on 

the consumer education post-test. Therefore, the null hypothesis which 

stated that there will be no significant difference between the mean 

post-test scores of the control group and the mean post-test scores of 

the experimental group was retained. 

The mini-lessons could be considered as useful in presenting 

consumer education concepts since the t-test results did not indicate 

that the scores of the group with which mini-lessons were used were 

significantly lower than the scores of the group in which consumer 

education concepts were integrated into the regular lecture. As the 

investigator did not have evidence of prior educational experience of 

either group, the greater gains in the control group as evidenced by the 

post-test mean scores may be attributed to the stimulation and motiva

tion which stemmed from interaction in the control group. 

Hypotheses two and three were concerned with differences 

between pre-test and post-test scores within the groups. Table 2 

reveals the results of the t-test of difference within groups. 
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TABLE 2 

COMPARISON OF PRE-TEST AND POST-TEST SCORES 
WITHIN GROUPS 

Pre-test Post-test 
Mean Mean Level 

Group Score S.D. Score S.D. t- test of Sig. 

Control 69.83 10.52 78.33 8.25 5.06 .01 

Experimental 59.20 14.25 68.40 16.85 3.25 .01 

The test for the control group. Hypothesis 2, stated that there 

will be no significant difference between the pre-test scores and the 

post-test scores for the control group. According to the analysis of the 

data, teaching consumer education concepts through integration of con

cepts into the lecture and/or demonstration resulted in a significant gain 

of consumer concepts by the students in the control group. 

Since students who were presented concepts of consumer edu

cation integrated into the lecture and/or demonstrations of the regular 

class made a significant gain in consumer education concepts, the 

method could be considered for use again, possibly with a larger number 

of students. The null hypothesis of no difference was rejected at the 

.01 level. 

According to the analysis of data for Hypothesis 3, which 

states that there will be no significant difference between the pre-test 

scores and the post-test scores for the experimental group, teaching of 

consumer education concepts in the form of mini-lessons resulted in a 

significant gain in consumer concepts by the students in the experi

mental group. The null hypothesis of no difference was rejected at the 

.01 level of significance as is shown in Table 2. 
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A significant gain of consumer concepts was made when the 

mini-lessons were used with a smell number of students. Based on the 

results of the t-test of the test scores, the use of mini-lessons as a 

teaching device could be considered for additional use in regular cloth

ing constmction classes in order to determine whether the mini-lessons 

are an effective tool for teaching concepts of consumer education. 

tt9m AfieiJygHg gf ttw <?9ftf wB9r ?<Jtt9fttt9n T^gt 
In order to determine the index of cUscrimination for the test 

items, an item analysis was performed. Not only was the index of dis-

carimination for each test item ascertained, but a determination was made 

of the percentage of items for the total test with the various indices of 

discrimination. In Table 3, the percentage of items at each index of 

discrimination is indi<»sted. 

TABLE 3 

PERCENTAGE OF ITEMS FOUND FOR EACH INDEX 
OF DISCRIMINATION 

%of 
Items 

4.3 
10.8 
16.2 
20.7 
18.9 

Index 
of Dis . 

- .286 
- .143 

0 
.143 
.286 

%of 
Items 

14.14 
10.8 

3.6 
.9 

Index 
of Dis. 

.426 

.571 

.714 

.857 

Ahmann and Clock (26) suggested that items with a discrimina

tion index above -t',20 be considered as a discriminating item, and those 

with an index of discrimination of-t-.10to-(-.20as poor test items. 
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Those test items with an index of 0 and below should be rejected. As 

shown in Table 3, 15.1 per cent of the items were below zero, as is 

evidenced by the negative index of discrimination. Inspection of the 

items with negative indices of discrimination on the student answer 

sheets revealed that many of the items which were non-discriminating 

were items which asked about the shirts and the £Bl»ic swatches. Dur

ing the administration of the test, it became evident to the investigator 

that students tended to respond in terms of their feelings rather than in 

terms of information. The investigator used the guide suggested by 

Ahmann and Glock (26) and rejected those items with an index of dia-

arimination below -f .20. 

Table 4, on the following page, shows the level of discrimination 

for Part I of the test. AcccHrding to Table 4, many of the items in Part I 

could not be accepted as discriminating items. Review of the non-

discariminating items of the test reveals that some of the items may have 

contained vrords or terminology which the students did not understand. 

Perhaps if the student had a better command of the terminology, and if 

mc»'e simplified and explicit instmctions had been presented, there 

would have been fewer non-disoriminating items. Further examination 

of the nonodiscriminating items revealed that the concepts of consumer 

education tested by the non-discriminating items may not have been 

focused on as much as w r̂e the concepts tested by discriminating items. 

Not only was an item analysis made for Part t but also items in 

Part II were analyzed. In Table 5, page 30, results of the item analysis 

for Part II of the consumer test are given. 



29 

J'l. 

TABLE 4 

ITEM ANALYSIS FOR PART I OF THE CONSUMER TEST 

Item 
No. 

1 
2 
3 
4 
S 
6 
7 
8 
9 
10 
11 
12 
13 
14 
IS 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 

IndMc 
of Dl*. 

.571 

.426 

.286 

.S71 

.426 

.571 

.426 

.571 

.143 

.143 
*426 
.143 
.143 
0 
0 
.143 
.143 
.143 

-.143 
.143 
.143 

-.143 
.143 

-.286 
0 
.286 
.286 
0 

-.143 
-.143 
.286 
.426 

-.286 
-.143 
.426 
0 

Accept. 
Index of 
Dis. 

X 
X 
X 
X 
X 
X 
X 
X 

X 

X 
X 

X 
X 

X 

Item 
No. 

37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 
51 
52 
S3 
54 
55 
56 
57 
58 
59 
60 
61 
62 
63 
64 
65 
66 
67 
68 
69 
70 
71 
72 

Index 
of Dis. 

0 
.286 
.286 
.143 
0 

-.286 
0 
0 
.286 

-.143 
.426 
.426 
.286 
.286 

-.143 
-.286 
0 
.143 
0 

-.143 
0 

-.143 
.S71 
.286 
.426 
.571 
.714 
.286 
.714 
.857 
.571 
.571 
.286 
.426 
.143 
.426 

Aocept. 
Index of 
Dis. 

X 
X 

X 

X 
X 
X 
X 

X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 

X 
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TABLE 5 

ITEM ANALYSIS FOR PART II OF THE CONSUMER TEST 

Item 
No. 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

Index 
of Dis. 

.286 

.143 
- .143 

.286 

.571 

.714 
- .143 

.143 

.286 

.286 

Accept. 
Index of 
Dis. 

X 

X 
X 
X 

X 
X 

Item 
No. 

11 
12 
13 
14 
15 
16 
17 
18 
19 

Index 
of Dis. 

0 
.286 
0 
.143 

- .143 
.143 
.143 
.286 
0 

Accept. 
Index of 
Dis. 

X 

X 

In Part II of the test, students were asked to examine fabric 

swatches and make a response. The fabric swatches were used to 

illustrate various fabric characteristics. Acccnding to Table 5, a large 

number of items in Part II of the test have a non-acxeptable index of 

discrimination. One reason for the low level of discrimination of the 

test items may be that the fabric swatches did not illustrate clearly 

enough the fabric characteristic the swatch was intended to typify. 

Also, the students may have had difficulty in applying knowledge gained 

to the swatches. 

An item analysis was made also for Part III of the consumer 

education test. The results of the analyses are shown in Table 6. 

Students were asked to examine ready-made merchandise in 

order to respond to Part III of the test. All of the items in Part III related 

to the i«ady«-made garments. Table 6 reveals that one-half of the items 

in Part III were non-discriminating. One reason for the non-discriminating 
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items may be that the investigatcnr found it extremely difficult to get the 

students to respond to the items in relation to information requested by 

the item. Rather, the students tended to respond to the items in relation 

to some personal preference they had for the garment which did not 

relate to the information requested by the item. 

TABLE 6 

ITEM ANALYSIS FOR PART HI OF THE CONSUMER TEST 

Item 
No. 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

Index 
of Dis. 

.571 

.143 

.143 
0 
.286 
.143 
.426 
0 
.286 
.571 

Accept. 
Index of 
Dis. 

X 

X 

X 

X 
X 

Item 
No. 

11 
12 
13 
14 
15 
16 
17 
18 
19 
20 

Index 
of Dis. 

.426 
- .143 

,571 
.426 
0 

- .571 
.426 
.143 
.286 
.426 

Accept. 
Index of 
Dis. 

X 

X 
X 

X 

X 
X 

The investigator was aware that reasons given for the non

discrimination of the test items in one part of the test may well apply to 

other parts of the test. However, the fact that the number of students 

tested was small must be considered as a major factor in relation to the 

non-discriminating items. 

Coafficiant of ReliabiUtv 

The data were subjected to the Kuder-Richardson Fc»inula 

No. 20 (27:195) to determine the coefficient of relial^ity fĉ - the con

sumer education test. Table 7 reveals the results of the c:alculation8. 
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TABLE 7 

COEFFICIENT OF RELIABILITY 

N pq s^ "̂ tt 

HI 17.35 147.62 .890 

Some writers (26) accept a cxjefficlent of reliability of .50 as 

indicating a useful test. A coefficient of reliability of .94 can be used 

to evaluate individual accomplishment. As the coefficient of reliability 

fc^ the consumer education test was ,890, it appears that the test 

measured consistently what it was purported to measure. 



CHAPTER V 

SUMMARY, FINDINGS, CONCLUSIONS, AND 

RECOMMENDATIONS FOR FURTHER STUDY 

Instmctional objectives were written as a guide for ti«» 

instmction of consumer education concepts both in the mini-lessons of 

the experimental group and for the integration of consumer education 

concepts into the regular class of the control group. The same instmc

tional objectives were used as a guide for the consumer eduoation test. 

The consumer education test was used as a pre-test and a post-test in 

both groups. 

Analysis of the data resulted in a gain of consumer education 

concepts by both groups, and one group did not gain more significantly 

than the other group. The findings, conclusions, and recommendations 

for further study regarding the study are included in this chapter. 

F̂ iyjlingff 

The findings of the study were as follows: 

1. Use of mini-lessons as a teaching device of cx>nsumer edu

cation conoepts was not significantly better or worse than the integration 

of consumer education concepts into the regular class lecture, as evi

denced by the results of the consumer education test. 

2. As manifested by the difference in the scores of the pre-test 

and the scK)res of the post-test, students in the experimental group with 

33 
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whom the mini-lessons were used made a significant gain of consumer 

CK>ncepts. 

3. Students in the cx>ntrol group in which the consumer educa

tion concepts were integrated into the leĉ ture showed significant gains 

as evidenced by the consumer education pre-test, post-test results. 

4. Slightly less than half of the items of the consumer test 

had an acceptable index of discrimination, acccnrding to the data from the 

item analysis. 

5. The coefficient of reliability fear the test was .890. 

ff9n9l^{if49PS 

Conclusions based on the findings of the study were as follows: 

1. Before mini-lessons can be accepted or rejected as an 

effective method of teaching concepts of cxjnsumer education, the mini-

lesson should be used with a larger number of students in order to gain 

further evidence as to the effectiveness of this method in altering and 

expanding cx̂ nsumer education concepts. 

2. Since students in both the control group and the experi

mental group made significant gains in consumer educetion conoepts, 

the consumer education concepts can be presented so that adults expand 

knowledge and comprehend concepts. 

3. The coefficient of reliability of the consumer education test 

was acceptable; however, revision of numerous items, improvement of 

test directions, and simplified terminology are needed to increase the 

over-all discrimination power of the test. 

4. The consumer education test needs to be utilized with a 
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largw number of students in c»-der to determine if more of the items 

could have a higher index of discrimination. 

5. The test stimulated interest in consumer eduoation cxjn-

cepts as evidenced by questions and references to the test item and test 

materials made by the students even though the item analysis revealed 

that there were a number of non-discriminating items in the test. 

Recommendations for Further Study 

Based on the findings and conclusions of the study the investi

gator makes the following recommendations for further study: 

1. Use mini-lessons with mcare students to determine whether 

they can become an effective teaching device of concepts of consumer 

education. 

2. Develop mini-lessons for additional concepts in other areas 

in order to determine the value of using coini-lessons as a teaching 

device. 

3. Revise the consumer test to improve the stmcture, provide 

better instmc^tions in relation to administration, and select better illus

trative materials for the parts of the test which required use of illustra

tive materials. 

4. Administer the consumer test to more students to determine 

whether the small number of students used in the study was a major 

factcw contributing to the non-discrlmlnation of test items. 

5. Administer the consumer test to more students in order to 

conUnue to test the coefficient of reliability. 
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CONCEPT I - Shopping Skills 

Oblective 1: In a given situation the student 
can determine if it is of greater value to him 
to save time (cx>nvenien<e shopping) car to 
save money (comparative shopping). 

JL 

Kttwn ypit l^ JL 

l^mg N9t 1^117 

Objective 2: Given a desired outcome, the 
student can meike an appropriate choice 
from a selection of purchasable items. 

n^m N9. 8« Zl Ji. 

l^m l̂ 9f 22 

Oblec t̂ive 3: The student demonstrates 
ability to do comparative shopping based on 
given desired outcomes. 

JL. 

CONCEPT XI - Consumer Rights 

Oblective 1: Given a list of textile items 
purchasable in the market place the consumer 
can select those items which are and are not 
in violation of cnirrent consumer laws. 

Items No. 2. 4. 29, 30. 31. 32. 33, 
34. 35. 36. 37 X 
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CONCEPT 11 - Consumer Rights (Cont'd.) 

Oblective 2: The consumer knows the nro-
tections and services he c»n receive from 
a designated guarantee <»r warranty, and 
can state the reasons for these protections 
and services. 

Items No. 3. 24. 28 

Item No. 7 

Oblective 3: Given a oollec^tion of labels 
or handtags, the student can determine 
which label gives the best <]uality informa
tion in relation to desired purchases. 

Item No. 6 

Items No. 65. 66. 67. 68. 69. 70. 71. 72 

CONCEPT III - Goals and Values 

Oblective 1: The csonsumer a&n determine 
when It is to his advantage to purchase a 
better quality product even at greater cost, 
than to purchase a lower quality product at 
a lesser cost. 

It̂ ip No. 8 

Item No. 18 

OfelftgtiVff 2? In regard to the purchase of a 
specj^o item, the consumer can select from 
a list the reason or reasons for the purchase 
or non-purchase of an item, in regard to desired 
outcome. (Part HI) 

Items No. 2. 4. 6- 8. 10. 12. 14. 16. 
18. ?o 
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CONCEPT III - Goals and Values (Cont'd.) 

Obiecrt̂ ve 3: The student can name eholcas 
of purchasable items which would contribute 
to attainment of specified goals and/or 
values. (Part III) 

Items No. 1. 3. p. 7. 9. 11- 13. IS. 

CONCEPT IV - Consumer Responsibility 

Oblective 1: In a given situation the (X}n-
sumer can determine his responsibility in 
reporting an unsatisfiictory purchase. 

Items No. 10. 14 

Item No. 20 

Oblective 2: The consumer can identify his 
his responsibilities and his role in tociay's 
market place. 

Item No. 11 

Items No. 12. 58. 59. 60. 61. 62. 63. 64 

It̂ m No- 13 

Oblective 3: The student can identify terms 
which define labels on textile items found in 
the market place, 

l̂ ?m«̂ ?»|p, ?5, ?6* 27 ..,,., -. 
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CONCEPT V - End Use Performance of 
Purchases 

Oblective 1: Students can distinauish 
between generic and trade names for filbers 
or fabrics. (Part II) 

Items No. 38. 39. 40. 4 ; . 42. 43. 44. 45. 
^6^ 47f 48. 4^. 50. 51. 52. 53. 
54f 55. 56. 57 

Oblective 2: Given a crroup of fabric samples. 
the student can select those which would 
require the purchase of additional fal»ric 
(other than indic;ated on the pattern envelope) 
and then state the reason for the additional 
falario requirement. (Part II) 

Itfma No. 9. 10. 11. 12. 13. 14 

Items No. 15. 16. 17. 1?. 19. 20- 21 

Oblective 3t Given a crrouD of fabric samples 
the student can identify inferior characteriatics. 

Items No. 1. 2. 3 . 4. 5. 6 
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APPENDIX B: SAMPLE ITEMS OF CONSUMER EDUCATION TEST 

£§£LL 

Directions: Answer the test items by placing the letter which represents 
the one correct answer to the left of the item. 

1. In order for a garment to be washable 

A. the fiber must be washable. 
B. it must be pre-shrunk. 
C. all component parts must be washable. 
D. it must be Sanforieed. 

_JL» The Federal Trade Commission has regulated the use of terms 
to describe shrinkage of 

A. all fibers. 
B. man-made fibers. 
C. cotton fibers only. 
D. all natural fibers. 

.14. If a consumer purchased merchandise which is unsatisfactory 
or it did not meet the standards for which he was led to 
believe, it is the consumer's responsibility to 

A. not buy that kind of merchandise again. 
B. not to patit>nize that merchant again. 
C. return the merchandise and make a complaint, preferably 

to the manufacturer. 
D. mark the situation off to "experience" and try to do better 

the next time. 

.15. Consumers will find it profitable to search further under which 
of the following conditions ? 

A. When an item is to be in use for xaore than one year. 
B. When an item chests a lot of money. 
C. When an item is being purchased for someone special. 
D. When an item involves a rather large sum of money in a 

long-run household budget. 

.19. The consumer is not likely to save time ncxr money 1^ shopping 
further when 

A. prices are effectively fixed by law, manufacturer, or 
retailers. 

B. tl» expected variation in price and/c»- ciuality is large. 
C. the cost of the search is low. 
D. an item looms relatively large in the long-run household 

budget. 



44 

Directions: In items 26 through 28, Consumer Information Devices are 
given to the right and Definitions to the left. Read each Definition, then 
match it to the Consumer Information Device by placing the letter of the 
Consumer Information Device in the blank to the left. 

Consumer 
Definitions Information Device 

24, A written document of the integrity A. Brand (Trademark) 
of a product and of the maker's Label 
responsibility for the repair or 
replacement of defective parts. B. Certification Label 

25. A type of label which is a d is - C. Guarantee 
tinctive mark, design, symbol, 
word, or combination of these D. Informative Label 
used to identify the goods of a 
particular seller or line of E. Label Law 
merchandise. 

F. Warranty 
26. A general type of label which 

would include information to help 
the consumer make a wise choice 
and care for the item properly. 

27. A type of label which indicates that 
an item has been tested by a lab
oratory: such labels are often referred 
to as "seals of approval" labels. 

28. An assurance of the quality and service 
of, and/or the length of use to be 
expected from a product offered for 
sa le , often with a promise of reim
bursement . 

Directions: Given below are several tradenames for fibers and finishes 
commonly found on the market today. Indicate the correct description 
far each term by selecting either Description A or B for each term. 

Terms Description 

38. Scotohgard A, Fiber tradename 
^39. Fortrel 
^40. Dacron B. Finish tradename 
41 , Ban-Lon 
42. Cresian 
43. Helenca 
44. Zepel 
45. Mercerizing 
46. Spandex 
47. Sanforized 
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fSHil 

Directions: On Table I is a group of fabric samples, each of which 
illustrates an inferior cxr undesirable fobric characteristic. Select a 
characteristic from the list below for each example on the table. 

1. Example 1 A. Bleeding indicated 

2. Example 2 B. Bonded "off-grain" 

3. Example 3 C. Bonding poorly done 

4. Example 4 D. Crocking indicated 

5. Example 5 E. Exc^essive fading indicated 

6. Example 6 F. Printed "off-grain" 

7. Example 7 G. Shrinkage indicated 

8. Example 8 

Directions: On Table III is a group of fiabric samples which always 
require the purchase of mĉ e fabric than indicated on the pattern 
envelope. On the right side is a list of reasons why additional fabric 
is required fc»r a specific view and size. Select a reason for each 
exampte on the table. 

1. Example 1 A, Balanced plaid 

1, Example 2 B. Napped fabric 

3. Example 3 C. One-way design 

4. Example 4 D. Unbalanced plaid 

5. Example 5 

6. Example 6 

7. Example 7 

8. Example 8 
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Directions: The four white dress shirts hanging at the front of the room 
are representative of merchandise commonly found in department stcnres. 
Observe the letters attached to each shirt. Using the letters attached to 
each shirt answer the following (luestions. After each question has been 
answered select &x>m the "Reasons tor Choic:e" on the left and give your 
reason why you selected the item. 

A. Shirt A 1. Desirable fiber content 
B. Shirt B 2. Desirable finish 
C. Shirt 0 3. Desirable construction 
D. Shirt D features 

4. Style or cut of shirt 

1. If you must always send your shirts to a commercial laundry 
vy^ch one would you select? 

2. Give a reason for your choice in item No. I . 

3. If you travel a great deal which shirt would you select to be 
the least wrinkled when you unpack? 

4. Give a reason for your choice of answer in item No, 3. 

5̂. Which shirt would be the hottest to wear? 

6. Give a reason for your answer to item No. 5. 

7. Which shirt would be the coolest to wear? 

B̂. Give a reason for your choice of answer in item No. 7. 

_ 9 . Which shirt would require the least amount of ironing if 
laundered according to the directions? 

JIO. Give a reason for your answer to item No. 9. 

_13. Which shirt would you expect to cost the most? 

.14. Give a reason for your answer to item No. 13. 

J.B, Which shirt would you expect to cost the least? 

.16. Select a reason for your answer to item No. 15. 

.17. Stains would be the easiest to remove from which shirt? 

18. Give a reason for your answer to item No. 17. 


