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PREFACE

The development of strategies: to'integrate consumer educat-
ion concepts into theﬁpublic gschool curriculum is ‘iong overdue.

This admission is not}tof@hdicate that no consumer education .is

taking place in Maryland public schools. A survey éqnducted in

the fall of 1972 revealed that évery student in Maryland schools

is exposed to some consumexr concepts somewhere in his school
career. However, this exposure cannot, by any stretch of the
imagination, be described as systeéematic.

N

Consumer unrest and interest in consumer education are not

. phenomena of the 1970's. The present era of interest in con-

sumer education was preceded by two earlier.periods of concern

- services on the market are too numerous; our economy is too

beﬂaSSimilatedeithout.aééistanée. When a subject becomes Eoo.{3

in the early 1900's and 1930's. Each of these three eras of
interest in consumer education have occurred during periods of

rapid social'change and economic dislocation.  Following the

‘first two eras, public pressure caused minimal consumer /legis-

lation to be enacted; then interest ii. consumer education faded.
Tt is believed by educators, poliﬁicians and businessmen that
this will not be the case today.

‘There is a growing recognition by. consumers and businessmen

" that the consumer can no longer be self-taught. Products and |

. . ~ i . ~'\\
complex, the pressures of modern. urban living are too great to L

*

diffiCult to be learned in the normal course of evénts -~ whether

‘it is bookkeeping, linguistics, or consumer education - then it



"proper;y belongs in schooi.mhere formal,.systematic instruction
can be glven.

The Vocatlonal Educatlon Amendments of 1968 added another
dimens1on to help spur, the thlrd era of interest in consnmer
educatlon through Part F of the Act, entitled’"Consumer ané Home~

N

maklnq Educatlon.v‘ Monles approprlatﬁa 1n thlS sectlon stlpulat—
ed that_consumer education must_be-an 1ntegral gart of all. home |
aconomics programs in the nation. Congress.in‘this way indicated
that'it saw consumer'eduoation as a national-need: .Deiegate
Joseph L. Long,.Sr.L of- the Maryland Legislature, in'October of
1972 filed a House Joint Resolution requesting that thé Ma¥yland ~~
State'Department.of Edﬁcation study theifeasibilitjlof/implement_
ing a consumer education oourse'Of 59 dy in the reqdired curri-
culum of the public schools. The resolution was passedvin.April
of 1973, indicating the approval of the General Assembly-of o
Maryland. | |

In orderﬁto fulfill this mandate, a Consumer Education Task
Force was appointed-by'Dr. James A. Sensenbaugh State Superin-
tendent of Schools. The 1nteragency task force was comprlsed of
Maryiand State Department of Education personnel,~and representa-
tives from localfboards of education,¢Ba1timore.City,-federal and
state agencies interested in consumer education;' In his letter
zof appointment Dr. Sensenbaugh charged the task force with ‘the

follow1ng respons1b111t1es.
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. BExplore the feasibility, including human and . .
fiscal resources, for.providing a consumer ’ -
_educatlon course of study for every student
in Maryland;

.'Develop a five- year.pian of action for
consumer -education in Maryland K - Adult. S

The task force met and explored the feas1b111ty of provwd-
ing a consumer educatlon course of study for every student in

Maryland. After due cons1deratlon, and a thorough search of the

‘ literature, it was the unanimous decision of the task force that

it would be more feasible to provide an interdisciplinary approach

to consumer education within| the existing curriculum of the.public

.schools of Maryland.

Dr. William L. Johnston/, Director of the Center for Consumer

Education Services of New Jersey, who was formerly in Illinois -

 when consumer education legislation was enacted there, favors an

interdisciplinary approach; integrating:consumer concepts into

mathematics, English, science, languages, home economics, business,

" social studies, industrial arts, etc.; rather than having a course

in itself. According to Dr. Johnston} a course is a "one shot
deal" while an interdisciplinary approach is ongoing.

The. task force responded by (a) developing & framework of

consumer education concepts and objectives, (b) exploring the

present status of consumer education in_publvc education and

other delivery systems, and (c) recommendin strategies for

attaining comprehensive-consuﬁer education in the'Maryland Public
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schools.

o
e

completion aré necessary for the attainment of consumer educa-
tion goals and objectives.

pursue the fdllowrng

the 1nvest1gatlor and testlng of stafflng and
program models;

the planning,

. the preservice ahd 1nserv1ce education of teachers
to teach consuper concepts; and
. 1mplementation,

and evaluation of

\
\

1nterd1s01pllnary programs in consumer educatlon.

The MaryJand State Department of Educatlon, as’ coordlnator

of thlS slgnlflcant interagency effort, w1ll investigate the most
pleted

effetc1ve means through which this _plan can be presented and com-

Johnston) William L. Consumer Education: An Interdisciplinary
pproach, 1971 : o : S

- \. . : ) N |
/ : :

The Maryland State Department of Education will continue to

Proceeding from the strategies are activities whose

e



RATIONALE FOR CONSUMER EDUCATION

, R U !

The process of making choigesiisipart'of”the daily lives of

" almost all indiyiduals,hbut_unfortunately, the results of poor.

decision making are readily\ evident -—_on‘the parts of ohildrén

‘and adults, in individuals and groups. These choices involyednog;ww

only économic considerations, but often decisions of a sooial,

.polltlcal, moral, or aesthetic nature.»
A

Consumer educatlon does not purport to direct consumer chorces.

Rather\lt seeks\to build. .awareness of alternatlves and opportun—
A

ities. A551stance is prOV1ded for the consumer in makvng the !

!

! \ - ! .
i -

best choice for his purposes, in llght ?f hlS own values. Con—j

i
I

sumer educatlon does not 1ndoctr1natefvalues, but rather seeks to
-help the consumer clarlfy hls.values/ln relatlon to his needs.‘
.Consumer educatlon ideally proviaes;experienoes thatienablé stu;
dents.to engage in weighing the'evidencefnecessaryhin making |
intelligent decisions., Therefore, it is essential that consumer

educatlon be closely ‘related to.the realltles of everyday life.

In the current era of rapld change, prlmary object1Ves of

’securlng food, -clothlng, and shelter may be the\same as they have

™\
been in the past but the methods of achlev1ng these goals have
changed. Accordlng to Stewart Lee, a noted consumer economlst,'
'"These changes demand new skills and new understandings as one

.assumes the role of wage earner, hOmemaker, community member,.

’ purchasing agent,-trust‘officer, credlt manager and money manager.

\

COnsumer educatlon is an 1mperat1ve need for every person in

wl




America. We have p*ogressed from a. producer economy " to a}
"consumer economy." For the modern American consumer this is
a time of dreat“opportunity. America is described by economists
as‘the richest country in the world with the highest disposable
income. Qur free“enterprise system provides greater'choice in

the marketplace than in any other country. Individuals can

I I

tdemand and obtain serv1ces that make life more’ convenlent than
'ever before,‘such ‘as Self serv1ce fac1llt1es, credlt cards( and
'drivefin'facilities, They can'also_rent anything from a wedding
dress tO‘a‘sailboat._ ‘ | .
HOWever, it is a confu51ng time as. 1nd1v1duals often become
‘lost in the perplex1t1es resultlng from‘a progress1ve economy

- ()

Products are more complex and frequentlyvmore dlfflcult to eval-

uate.’ Serv1ces are often dlfflcult to obtain. Consumer losses

".‘r’

through frauds cost mlllions of dollars a year Not- only are
these losses costly, -but’ they often affect the llves and safety_
of_the people-defrauded.

It is more important than ever to become informed consumers{

and consumer education can provide  the basis for beComing such a’

consumer.’ Since eyeryone is a consumer all of his life, 1t is
essential that schools prov1de educational programs that w1ll

enable students to become«informed_and'consclentious buyers of

o t

those goods and services needed A wéll*informed.consumer public
will ultimately heJ to prov1de a mor% stable economy . .




.
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.A strong need for c¢onsumer education was shown by Dr. Robert
Herrman, sociologist at Penn State University, in a recent study

-entitled_fThe New Generation of Young Adults: Their Consumer

Behavior." As a result of his findings he stated:

The new generation clearly needs consumer /
information and education. It is not prepared -
for adult money - management roles either by its
past’experiences or training....
VThe riew generation seems likely to be more
/'interested in consumer education and concerned
about consumer problems than previous generations.
They seem especially sensitive to and resentful
of business attempts to take advantage of the
consumer. Their interest in consumer problems -
seems to be part of a broader concern about the
welfare of the powerless in their dealings with
‘the pOWerful.‘ﬁIt.should-reShlt in a generation-
‘which is both more sensitive to poor and careless
treatméent by retailers and manufacturers and more
favorable to consumez protection legislation.

S : _;_“‘Ong01ng“consumer education will be necessary to _

assist the new generation to understand the
.ramifications of the consumer leglslatlon.

The need for consumer educatlon 1s also strongly supported

by a study called Consumer Education 'in the,States,'a repert and

recommendation of the Task Force on Consumer Education of the
Educationwcemmissionvof the States. This report and its recom-

-mendatione’are found in Appendix C of this plan.

f
. Y o
Gordon, Leland J. and Lee, Stewart. Economics for Consumers,

1967




DEFINITION'AND S5COPE OF CONSUMER EB%@%Q%ON

e 7 The Consumer Education Task Force adopted the following

1

deﬁinition origiﬁally developed by the President's Committee

4. ' C !
on Consumer Interests:’ '
Consumer Education is the preparation of the
individual in skills, concepts, and understanding
that are required- for everyday living to achieve,
within the framework of his own values, maximum
-satisfaction and utilization of his resources.

Thué, consumer educétion seeks to Lelp each person: (a)
understand his own value system, (b) develop sound decision-'
;in' making procedures'basea.on his_OWn-vaiués,,(c).evaldété alfefha-
.gﬁives in the marketplace in épdér td obtain the best buys, (d) -
uﬁaerstand his rights and respdhsibilities aé a COnsumef in.oﬁ¥
society, énd (e).fulfill hisurole in dirécting a free enterprise
system. These inherent areas of study should Helplﬁhé ihdividual

"learner become an informed, conscientious, and skillful buyer of

[

goods and services he will need.

'

In a sense this is what consumer educatior is all about --

helping all indiviauals -- at whatever economic level -- to make

the kinds of decisions which will heip them to participate effect-
. i - . . ) : ) ) ] R .
“ively in the marketplace, in order to obtain maximum benefit and

satisfaction from resources. -




CONCEPTS, GOALS, AND OBJECTIVES FOR COMPREHENSIVE CONSUMER EDUCATION

The foundation of consumer education rests in>life'sepractical
experiences and‘problems.. To establish a base‘from which these
exXperiences and.problems could be met-forthrightly; broad concepts )

about consumer education needed to be identified."From these
concepts;ybroad goalsjcould be.formulated. The concepts intrinsic
to consumer education were placed within the perspective of the
primary goal of-consumerleducation: to help the individual become
- an informed,.conscientious, and skiilful buyer of the coods and
services[he will need. 9_ |
To attain thislérimary goal, each consumer must: .

a. Improve his ability to evaluate, purchase, and use
goods and services available to the consumer;

b. formulate strategies which‘will’assist him in
analyzing consumer problems;

c. !develop sound decision maklng processes based on
his values and goals;

d. wutilize resources to facilitate greater satlsfac-g
tion in making consumer. decisions; :

e. develop awareness of and use reliable sources of
consumer information; and :

£. understand the rlghts and respons1b111t1es of"
consumers. :

Comprehensive consumér education offerings-include the

v ¥ N LMo L

- following concepts and‘objectives: _ RN
© CONCEPTS OBJECTIVES \’ -
- N The'informed‘consuhgr w1£l
Buynanship of Goods | Discuss and explalé local, state,
and Services . - and federal laws appllcable to

-each concept.




CONCEPTS

Buymanship;of Goods
and Services (Cont'd)

Advertising

Clothing, Furniture
and Appliances’

Credit -

Food

Health Needs, Drugs
and Cosmetics

OBJECTIVES

The informed consumer will:

. List and apply the basic princi-

ples of buymanship and explore
problems concerned with obtaining
services.

Describe basic provisions and
responsibilities contained in
contracts, warranties, and
guarantees.

Recognize various methods used to»*

sell goods and services and
evaluate the value and accuracy
of promotions, advertisings,
and sales in terms of objective
standards

List and use sources of evalua-
tive .information available which
should be utilized to make a

. ch01ce based on need.

Explore resources, types, and
relative costs of credit for
various purposes.

'Identlfy the federal and state

laws that govern consumer credit.

Develop awareness of factors
affecting food purchases and
prlces.

- List wise shopping hablts for

food and develop a food budget
based on family needs. -

-Explorevalternatives available

to select profe551onal services
and facilities.

Develop awareness of and evaluate

supplementary aids on the market
and identify fraudulent products
in this area.

T
7




CONCEPTS

Buymanship of Goods
and Services (Cont'd)

Housing

Insurance

N,

N\

\ Transportation

A
\

\

N

Management of Resources

Consumer Rights and
Responsibilities

Values and Goals "in -
"Relation to Consumer
Behavior

OBJECTIVES

The informed consumer will:

Formulate a plan for locating
alternatives available and pay-
ing for housing to meet present
and future family needs.

Explore the legal obligations,
responsibilities, and rights in

relation to housing.

Assess the adequacy of insurance
coverage in relation to cost and

“need, and learn to understand -

the fine print.

Explore thg”advantages and dis-
advantages -of alternative means
of transportation and compute

‘the cost of finanging these.

Apply basic management principles
to the use of resources available
for satisfying consumer needs and
wants, and formulate and evaluate
realistic money management plan

based on income, goals, and needs.

Evaluate procedures for present-
»ing consumer grievances to
. determine which methods bring

the most satisfactory results.

Define the rights and responsibi-
lities of consumers - and develop. -
them into an overall guide to
consumer action.

Clarify his' values and illustrate
ways in which values and goals

"are related to use of resources.

Evaluate lifestyle and spending
patterns in terms of recognized
values and consciously chosen
goals. : _ '
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CONCEPTS , - OBJECTIVES

N

The informed consumer will:

"Economic Security - Evaluate savings, investments
i , . and government and business

' sponsored resources (i.e. Social

Security insurance, unemployment

insurance and pensions) in terms

o \ of personal goals and financial
‘ . | "situation, current market values,
y . and overall economic conditions.

|
\

Consumer Role 1n the 'Identify the principles on which
Economy J ~ our economi¢ system 1s\based and
' - ' apply this undérstanding of
economic principles to- the- role
of ccnsumer, worker and citizen.
X . . SN\
L . : o ¢
It is not the function of the task force to present specific
. 47 : ’ -7
objectlves to be ‘used 1n.the classroom. This function must remain

the province of the local boards of education and the school commis-
slonersﬂof’Baltlmore CltyfﬁePresentednln th;sbplanlare broaddgoals,
concepts,.and obﬁectives rhat comprise'a framework for comprehen-
sive consumer educatlon. The=assurance that the Maryland Staﬁe
Eepartment of Educatlon will- prov1de ass1stance w1th ‘the development

of specific objectlvestdeveloped to meet stndent needS~at the local-

level is implicit in this report.
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PRESENT STATUS OF CONSUMER EDUCATlON IN PUBLIC EDUCATION

The preceding section delineates the scope of'comprehensive
consumer education. However, before the development of strategies-
to,implement this program,~lt was essential to review the present‘
status of consumer education in the State's public schools.

"The Maryland State Department of Education conducted a survey

/Tof the public educatlonal 1nst1tutlons in the State durlng the

/" fall of l972 to determine the status of consumer education in

~

:

//' o Maryland. (See Appendix B for complete'study.) 'The'23 county:
- .and saltimore City school systems, plus the 16 community colleces
of the State, were surveyed to determine the degree'to which con—
sumer‘edﬁcatlon,concepts Were'being taught on various grade levels
in selected subject areas. The status of the public education

dellvery systems currently in effect was determined as a bas1s for

'plannlng consumer educatlon programs based on need.

A four part questlonnalre was dev1sed cooperatively.by the
Maryland State Department of Education and the Consumer Protectionu
D1v1s10n of the Attorney General's Offlce. The questionnalre Was |
developed with the ass1stance of the Research Coordlnatlng Unit of
the DlVlSlOn of Research, Evaluation, and Informatlon Systems in
the Maryland State Department of Education. This questionnalre‘

\

\'Was piloted with local directors of instruction and selected.super—

\

n

‘visors ‘and then rev1sed on the basis of thelr lnput. Following .
these rev1s1ons, the Office of Fleld Serv1ces of the Maryland State
Department of Education cooperated in the plan to explain the need

and purposes of the survey -at the four Regional Coordinating -

»
."’
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Committee Meetings. ‘All couﬁties and Baltimore City completed
.the questionnéire. ‘ |

The results of ﬁhe survey onlthe’elémentafy level revealed
that éonigmer educatién conceptsvare not faught univérsally at
all grade levels, nor are they studiously ignored. -If'oné ranks
by fréquency_the concepts tadghtlQrades'i-G (see Survey, Appendix
B),.consumer roles'aﬁe taught most often with.managéﬁent éf'feé;v
ourcesjrating a‘cloéé second. 'Consumer protection and conéﬁmer
credit‘aré.taught infreQuenfly{ "Grade 5 emphasizéé constumer |
concépts ﬁost.frequeﬁtly,_while in gradé'z they are taught. the
léast. : The major‘ gap in cons-ume_f edﬁcatidn'at the_‘elem.en'tary
level lies in the sparsity qf concépts téugh£ rather than negiect
‘invce;tain grades. . '

Secondary level féSuIté showed that consumer e&uqation is
‘taught primarily §t the senior high;scﬁool level ana most frequenﬁly
in home éc0nomicsfandhbusiness'codfses, folrlowed by the social |
.sﬁudies and mathemgtics courées.h In many.counties and Baltimore -
City there is evidence of duplicétionlof certain concepts over
.subject areas at the éxpense of other cphéepté. 'Home economics
alone,prQQidés‘nearly‘fﬁll coverage . of -the éOncepts referred té
in ‘the survey.

If one c0nsiders,consumér education by the. frequency of
concepts taught statewide, consumef buying received the most
attention.and economic security and cbnsqmer prbtection received

the least atfention;' Consideration of“conSumer concepts by grade




o/ o

reveals that-consumer education is £aught‘most frequently'in the

12th grade .with the 10th grade a close Second.

~ .

A review of six secondary level survey questions and responses -

follows:
1. "Does the éurriculum,in your county include a specific
course in consumér'eaucatidn?" .(The responSes.revealéd
 that hearly.oné-haif the counties reported that no special f\
curricdium for consumer educatibh exists.) - : "w

2. "Do you cooperate with other disciplines in teachihg |
consumer education?" (The responée revealed that one-half

answefed f%qivor fNéf at.All{" The affirmati&e responses .

indicated a high degfee of‘coopgratiqn between ﬁbme

'econoﬁics'and\buSiness éducation.)

3. “Hgs:your‘éounty-devéloped curriculum guides'invconsumer"
education?"  (Less thdn_haif #eported "Yeé“ affive in'hbmé
‘economics; two‘in social studies; one in-business; and.
one in mathematics. | | : : |

4. "What special consumer education teaching materials have .’
been deVeloped by yourISChool sYstem?ﬁ * (Nine curricula
were listed, plus individual learning packets.)

. 5. "ﬁo you feel that a cburéé”in consumer education should

be made available to all students gfaduating from high

school in Maryland?" (Responses were overwhelmingly

) "Ves ., u)
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= 6. "Do you feel that a course in consumer education should

be required:for all students graduating from high school

in Maryland’" kResponses were overwhelmingly "No;")

In regard to curriculum development two community colleges
reported consumer €ducation ¢urricula had been developed.i_In‘_
;four colleges, the curricula are being“developedh The results on
the p0stsecondary.level showed that of the fourteen responding
colleges, only six reported plans to 1nclude a course in consumer
education in. their curricula. Of these s1x, four reported that

. the course. would be part of the business curriculum; the other two
reported that the courses would be in social science and continuing
_education respectively. |
The results of the adult level survey revealed that nine of
. the 23 counties and Baltimore City include a consumer education
 course. Adult Bas1c Education was reported as teaching consumer
_'concepts in six counties. . Some 3000 adults“are being taught at
least one consumer concept accordingbto the data.
A summary of the K-lz data reveals that:
I. All counties and galtimore City include-some consumer

education'in the;elementary curriculum}' Statewide(gno
systematic.pattern exists as to which consumer conceptsg'
are taught in what grade. 'HoweVer, there is a weak

trend toward: emphas1s of the consumer role and manage-

ment of resources in the upper elementary grades.

: Consumer rights, responsibilities; and'protection receive




the least attentlon, partlcularly in grades l,_2; and 3. \
II. All countles and Baltimore Clty offer consumer educatlon
to the high school populatlon, but:not as a‘separate,'
distinct curriculum or even as‘a'subject. Consumer
education is prov1ded most frequently as a component -of.
home economlcs or bus1ness education, although it also
occurs frequently in soc1al studies and mathematlcs.
The concept of consumer buylng is the one most emphasized,
followed by management of resources. The least attentlon
is -paid to econom1c security and -consumer protect*on.-
Since .no student enrollment’ data ‘were requested thls,study
did not ascertain whether,some students‘in;some»school systems
were "falling through the maze," .and not being erposed to ‘any
consumer educatiOn. However, based upon the pattern of consumer
concept inclusion in spec1f1c subject areas 1t may be 1nferred
'_that'everYﬂMaryland student is expoSed topalmost all-consumeri
concepts at some time-during their ‘school careers, albeit;in a
less than ystematlc fashion. lﬁ/lp_ S B

(The complete report from whlch the preceding summary was

o
-_excerpted~is.Appendix B.)" //

o

T e



OTHER DELIVERY SYSTEMS CONCERNED WITH CONSUMER EDUCATIGN

. . _
A report on consumer education programs must also include a .

~summary of other state, federal, and private delivery systems

—~.

in Maryland that prox}ide consumer '.inf01'matio'r\1 an education.“.

| An enormous amount of educat’ional infbrmatién is obtainable
from other reéources; however’\.fery few.agenldies have a reacﬁing—out
program'initilating' the education;’:tl prlocessz:' .Most agencies respond,
instead, to..individﬁal re?.]ue'sﬁs for- information or to ‘requests
for group 'a'dd‘refsses. -The‘re is én apparent need for teachersﬂto
be informed about the availability of tf}es'e.vre!smdl:l;'ces and to be
able to provide this information to their students .

’i‘he list of agencies and programs in Appendix D, ."O‘thezlr'
Delivery Systems-Concerped with‘.» Consumer Education;" i_s :by no
méans éxhausti’ve, but serves as a sampling of'the kiné}s of avail-
able services. -.Om‘it-ted from the list .are resources ‘.such as the
mass mé—:dia .(who not only rep._?."édi;ce releasés from other agenCies,
but also provide programs=,' articles, an.d columns direcﬁly con-
cerned with co.risumerisr’n);- 'libraJ/:ies with their reservoirs Of‘
directories, books, and journa\‘)l_s; other p;l:ivé;tv:xe-,'-‘non4profit agen-

| _.ci.gsv‘ often éé_nceniérat.;.i_ng"'on a;si\ngleI ‘:a”spect of con.sum.'er:"concern;
and, éf cburse,ii:‘mahy other :Ikstate, county, city, and other iocal-
~agencies and cohunissions with consufner affairs offices.

_Tel_evisiorﬂi is now offering a nunlﬁer of pfografns in the area
of coh-sd_m‘e'j.; eaucatioﬁ, and»ma’y serve. as ,a.ma‘jor source of infor-

mation. during. an energy-conscious future. While instructional
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\

television directly supports programs of the 24 school systems
of the state, both public broadcasting and commerciai.stations
provide additional aid to consumer education. Appendix L lists

the prodgrams from these sources during the year 1972-73.

n
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STRATEGIES FOR ATTAINING COMPREHENSIVE CONSUMER EDUCATION

The following strategies are recommended by the task force
“to attain compreyens1ve consuner educatlon in Maryland ,

A, .6evelopment and 1mplementatlon by the Maryland State ‘
Depantment of Educatlon of initial management act1v1t1es
for the delivery of consumer education.

T B. Assistance to. each county and Baltimore City for (a).the
development and 1mplementatlon of a plan to 1dent1fy

/

.consumer infermation, attitudes and skills necessary

AY

to become-an lnformed consumer and (b) the identifica%ion
of personnel to coordinate the plan.
C. Assisting classroom teachers, K - ?dult, to acquire the
-information, attitudes, and skills necessary to inte-
grate effectively consumer concepts lnto content areasl
on' the elementary, middle, secondary, postsecondary, ‘‘‘‘
and adult.levels¢ | | "

D. - Establishment of at least one course and at least one
seminar in consumer education»availaole”to alldprospece_
tive teachers in all public and selected'privately-—
supported institutions of higher learning which have

- : teacher educatlon'programs.

E. Development of a research.design'to measure plan attain-

men;}.prOgram progress, and program effectiveness in

consumer education.




SL6T

saTousby

93®3S 9Y3 UT S9DINOSII

wumum JO S9TIB}IDIODSS UOT3BONPd JIBWNSUOD UO UOTIRWIOIUT dIRU.
000TS ‘Axenuer ‘juspuajurtiadng 93e3Sg ~TpI00D 03 TTOounod Adusbexdjuy ue YsSTTqel sy 9 ¥
SIO3BUTIPIOOD T®
~UoThHay ‘I03PUTPIOOD
UoI3eONpyY IBWNSUOD coaumoswm
vL6T ‘3Iuspudjuriadng Ted0T ISUNSUOD IOT magamcoammu uosxad ® sj3rubrsap.
‘TaquanoN ‘3uspusjuraadng S3e3S A3TD saxowTayTRd Ucm S9T3UN0D [T 30yl umwswmm S Vv
I03B'UTPIOOD UOTIFRD mcmaa HMUOH 3o ucmEQOHm>w© aUy3 y3TM suoTbhax
: -npg Idunsuo) ‘sIo03y 9SO0U3 3STSSe 03 I9PI0 UT SPISBU pue S3DINOSII
vL6T -'UTPIOD) TrRUOTDbOY TeooT AJT3uspT 03 muﬂommmo A10sTApR U®B UT
‘zoquajzdag ‘juspuajurxadng S3e3§ 3oe ou $I03RUTPICOD TRUOTH3I INO3 dY3 ummswwm. Vv
muuom .mHm>wH ITe 3 sTooyos oTTqnd Ucmﬂwumz o3uT :
ysel ‘I03BUTPIOOD s3daduoo xawunsuod burjeabajur 03 meAvaasm.
uoT3RONPY IBWUNSUOD o3a7dwoo pue dorsasp 03 Tauuosiad juswizedsp
‘sjuspusajutiadng TedoT o3etxdoxdde Jo pastadwodo 80104 seld AIeuTTdTId
vL6T ‘3snbny ‘juspuajurxadng 83e35. .  ~STPISIUI UOTILONPH ISBUNSUOD SpIME3IelS 3urtoddy £ v
// * -0 . . .
cowumusvw Jsunsuod ul 3sTreToads e Aordwa 03
. peau sy3 ATTedor3yToads - ‘ueTd .UOT3IEONPT IBWNSUC)H
SUCTSTATID ay3 juswaTdwt 03 Sposu Tauuosiad BuTuxsduod
poileubisap pue juapusjutiadng ay3z 03 3xods1 03 FuSpPuUdI
juspusjutaadng 83¥38 -utxadng ay3} Aq pejeubrsep uosiad ayjz 3sanbay A4
"ueTd UOT3IOY, UOT3eONpF Idwnsuo) jJuswaTdut
: : pue S3BUIPIOOD 03 SIaquaw JJB3IS PuB UOTSTATD
000°52ZS v.61 .'AInr 3uspuajuriadng a3e3s uoTjeonpy Jjo 3uawixedag 93e3s pueTiaen ucaommm. 1V
umOU. ] . DWTJ - A3TITTYTsuodsay coauaﬂhommo Nwﬂ>w#04 wmwumuum
o .co.n#moﬂba IdWNSuUod 3O AISATISP Syl I0F SOTITATIOR JUsWohePUPW TRIJTUT wo _ :
o .-~coaum09©m Jo ucwEuum&mo @3e3s pueTAIeR w:u Aq ~coaumucwEwH@Ea pue juswudolaaaq 'Y %mmumuum

C

E

s



3
N ;
\. — h
v /
) *sI8YOERa3 03 I9339TsSMau ATyjuow e axedsaxg
_ (se3e3s @y 3O zoammHEEou uoIlzeonpPyg
%n uoT3EpUBUIODSI G *ON ‘D xTpuaddy s9g)
Ucmahumz UT UOT3IERONP® IBWNSUOD SATsudayaxduod
203 so0TAa9s 3xoddns Axessao9u -apTaoad
T2UuuosaIadg 03 ISpIO UT ‘I93UsD SY3 UTRjUTew pue a3eATIOR
sao1axss 3jusudoTaaad 03 paddrtnbs pue pazye3s aq o3 suorbax mnn Jo
. KIeIqIT ‘I03RUTPIOOD 9UO UT JI93US8D |DINOSSI UOTILONPD umasmcoo e .
000‘SES 9L6T ‘uUdaen uoIjeonpd JISBUNSUOD Jo mm%uououm B JO 3jusuysITqe3ss 9yjl Uul umamm4 € 9g
3sTTeTOSds uOT3ERONPH :
IBUNSUOD ™/ STOFRUTPIOOD *SPaJI® 3UL93U0D TR O3uT s3doaouod umasmcoo
. TeuoTbay ‘I03IBUTPIOO)D o3exbo3zur o3 uerd e jo jududoTsasp 9yl UuT
9. 6T ‘UdDIER uoT3EONpd IDUNSUOD SIO3RUTPIOOD UOTIEONPS ISWNSUOD TeDOT ISTSSY Z g
. P
r 3s1TRIO=adg uotrleONPI _
_ ) asunsuo) ‘90104 ‘
o U o ysel AxeuTTdIosTp
. 96T -I93uUl ‘IC3BUTIPIOOD Uzmahumz UT UOT3IEoNpS ISUNSUOD 9ATS
000°T $ 1190300 UOTIeONPHE IBUNSUOD ~uaysadwod usmEmHQEH 03 saulTepInd mummasmmmao 1 9
SUITL A31TTqTSsuodsay , uot3jdraosad Muﬂ>ﬂuo< Abajex3s

3s0D

‘uetd msu 93B'UTPIOOD 03 HmcsOmumm Jo soaumo

|Hmausm©a ®Y3 (q) pu®R ISUMSUOD pPSUWIOFUT UEB swodaq 03 Aresssosu STTIYS pue

sepn3Tije ‘uUoTjewIOjUT Isumsuod AJT3udpt 03 uerd ® Jo uoTjzejuswsTduT
I03 A3TD SI0uIT3TEd purp AJUNOD YOES 03 SOURJISTISSY

pue jusudoTaadp 8yl (e)

:g %mmumyum

Q
-RIC
o v

E



?0104 3seq uory
—eonpd ISuMSUO) SPTM
-23e3s

TeuotTbay ‘uoried
-npd IswWNsuc) uTr 3IsT

/53103 UTPIOOD -

*SToAdT
SNOTIEA UO SEaIR JUDIUOCD BY3 Jo siosTazadns pue
‘9ouepINd pue UOTIONIFSUT JO SIOIDSITP IOF SOOUD

9L6T -TeToads ‘I03RUTPIOO) ~ISFJUOD UOTIRONPS ISWNSUOD TRUOTHSI Inoj Jo UoTl
000‘¢c $ " ToqUOAON UOT3EONpPH IBUNSUOD -ejuswatdutr pue Hutuuerd ur drysaispesa] IPTAOIJ v D
. 80104 MSeL Aieu ‘SpaIe 3JUDJUOCD pPO3DATSS 03JuT s3dsdouod umancoo
-TidtosTpaeojul ‘103 “butiexboluT 103 S9THS3RIIS UO SUOTIIRIUDS
LL6T -BUTIPIOOD uUOT3ednpd -21d ode3 09pPTA JO SOTISS B JO UOTIRUTWASSIP.
000/0TS / I9qUSAON I2uMsSUuo) 3IDOBIJUOD .pue ‘juswdorsasp ‘butuuetd sy3z ut umwmmm €D
: *sautTepInd syl jo
aouejdsodor 9yl U3 TM POUISOUOD STenpTIATPUT. TT®
®3eAaT3ouw 03 3q @ﬁsoz‘mmomusm UL “ST9AST TTE UO
I03BUTIPIOCOD sIauoT3T3orad 03 UOTI3IEONES ISWNSUOD Jnoge UOT3
, uoT3IRONPH I3 ~BWIOJUT aaTsuayaxdwoo jussaxd o3 doysyaom anoy
9.6T -NSU0D ‘SI03BRUIPIOOD 7 POSeq-UOTSTA®T93 TBUOT3IONIISUT uUe JO UOT3IeUu
000‘0Z% 1190300 TeuoTbay 3IOBRIJUOD ~TwessTp pue ‘jusudoylsasp ‘HutuueTd Y3 TM ISTSSY Z 0
*SeP9I® 3US3U0D Tk 03Ut s3dsouod
uoT3ILONpPsS ISUNSUOD 93eIbHO3UT 03 BaIR IT2U} UT
uorjeonpyd xsunsitod uTt SI®Y3lo uTexy TITIM STenpTIATpul asayy] ‘uoTbax
3stTRTO®ds ‘3?0104 yoes uT T3uuosaad 3jTnpe pue ‘Aiepuocdas ‘Aiej
. )sel, ‘SIOJBUIPIOOD -USWATD 9PNTOUT 03 SIseq TeuoThal ® uoO SI2UOTITI
TRUOTHdY ‘I03BUTPIOOD -oexd paj3osTas X0 sdoysyIOM UOTIJIEONPD ISBUNSUOD
000‘€ $ 9L6T ‘ATny UOTIedNpH I2WNSuUo) 3o uoT3zejuswRTdWT pue JudwdoTaADP BY3 UT ISTSSY T 0
31S0D ST, A3TTTIgqTSsuodsay uoT3dTIOosag AJTATIOV T LGCERY R ET
]
*sSToAST 3Tnpe pue ‘Axepuoossisod ‘Axepuodss ‘STpPIwW ‘AIejuswsaTa 9y} uo sesIe
™~ " 3Ua3und o03UuT s3doduocd IaumsSuod AT9AT3IOSIFS 93exbajur o3 Kxessosoau STITYS pue
o ‘sepn3iT23e ‘uUuoTIPWIOIUT 22U~ axTnboe 03 ‘3Tnpy - M ‘SIoyoedl wooisseld HurlsTssy’ :0.4Abajeazs
_O
- \l

E

Aruitoxt provided by Eic:



.23

3sTTRTORd;
uoT3eONpPy ISWNSUO))

‘IJe3s UOTSTIASTDY

TeuoT3ionIlsul ‘xo3

*9SIN0D 3TPaId 9H3TTO0D UOTIBONPS

- 9l6T1 -RUTPIOOD UOTIeONpPA I2UNSuU0Dd pssed UOTSTASTS] amcoauo:uumca
00040Z$ 'Toquajdesg IBUNSUD) JORIIUCD ue JO UOTIRUTWSSSIP pur HutuueTd UT umﬂmmm 8 D
‘(3oaload aeak-g) saaT3zoslqc coﬂumoﬂ@m
. ISWNSUOD UTe3lje PTNOD YDTUM ‘sesre 3ua3u0d Ite
aesalk uoTl " uT S9TITATIOR UOTIEONPS ISUNSUOD HBUTHTIIOSIP
3SITT 9L 6T —-eONpPF IBWNSUOD UT ' STOA®T SNOTIBA UO STenURW JO. UOTFIRUTWSSSIP
000°'GLS ‘zoquajdss ,3sTTetoads 3doeI3UOD pue ‘jJuswudoTsasp -‘HButuueTd Sy3z uT ISTSSY L D
‘uUOT3IEONPI IBYDRS] md suwexboxd
buraszyzo uoT3leoNpPd ISYHTY JO SUOTINITISUT
T SI03eONpPS I9YOes]l pajzosaTss I0I doysiaom
3stTeIoads UOT3RONPS I2WNSuNd B JO uoTjejuswsTdwT pue
000‘%V $ uoTjeonpg IBWNSUOD Butuuerd ay3z utT 3sTsse pur dIysispes] apIaoag 9 D
sxojeonpyg
I9yoes], ‘9AT3B3USS \
-a2xday pareodg 9bHSTT0D
KITunwwo) ‘uoTied *S9baTTOO AJTUNUWMOD Y3 UTl Speay Jusu
-Npd IdBWNSUOD UT 3IST ~-3xedsp pue uOT3}ONIISUT JO suesp x03 doysiaom
: ~Teroads ‘I03BUTPIOOD UOT3}edNpd IdUNSuUOd ® JO uoTjejuswsTdwuT pue
OFPT‘'y & 9L6T ‘yoaxeR uoT3eonpd ISUMSUO0) putuueTd ay3z uT 3IsTsse pue dTysaspesal SpTaoad .0
. FS0D SWITY, “AITTTqTISsUOdsSay uot3dTaosad A3 TAT]OV. %mmumHWm
*STOAST 3Tnpe pue ‘Axepuoossisod ‘AIepuodss ‘oTppIWl ‘AIejusuwaTs .8Yyjz uoO seale
3U93U0D O03UT SIJODOUOD IBWNSUOD ATIATIODIID 93eaba3ut 03 Axessaddu STITIS pue
‘sepniTile ‘UOTIRWIOIUT Y3 oua:@om 03 ‘310pY - M ‘saayoesl WoOoXsSeTd PUTISTSSY | »mmuu Fb

JAruitoxt Provided nau:



muoumoﬂ@m Iayoe9sy],
‘9DI0g 3Ssel
uoT3IeOonpd ISWNSUO)

‘uoT3zeonpyd

Iswnsuo) uT 3siTetoads
1103vUTPIOOD

*SUOTINITISUT ITSYI UTY3ITM uotiejuswaTdwt
103 satbajexis bButuueld UT SOUSISIUOD BY3
Je SI03EONP® 9S9Y]l ISTSSY ‘uoTlejuswaTdwt
I03 sotbojeads ayqrssod pue sauTlTSpPIND
9S8yl SSnOoSIp 03 pueTAIR UT sIayoesq]
butxedsad suorin3iTlisur TTe cﬂxwmmumuu
-sTutupe a3eTxdoxdde pue si03EONPD -IdYDELDTZ

00£‘Z ¢ 9L6T ‘UoIBW uoT3eONpPH IBWNSUOD P93109T95 Y3 TM S9DOUSISFUOD Aep SUO dIBTITUI Z a
TouuosIag
UoT3IedTITIXBD
dSQW ‘sxojednpd,
Isyoeal ‘UuoIll *sI9yoeal aataosdsoad
-eonpy Iswnsuo) uTl 3ST 1Te 3o coaumosmm soTAaxSSs~-0ad I0J SIBUTT
K 9.6T -Tetoads ‘I103RUTIPIOOD -9pTINH UOTIRONPD ISBWNSUOD JO UOTFIRUTWSSSIP
00S*‘T-§ { KRxenuep uoT3IEONPH IBWNSUOD pue ‘jusudolsasp ‘butuuerd oYl UT 3ISTSSY Id
350D SWTL. .wuﬂaﬂuﬂmcommvm uoT3dTI0sSad AJTATIOV. Aba3e13s
- swexboxd uoT3eOoNpPd -
I9Yyoesal sarY YDTUM mcacnmma I9ybTIY JO SuOT3INITISUT pajxoddns Arajeatad :
~ peo3o9T9s pue OITqnd TT® UT sSIayoed3z aaTidoadsoxad TTe 03} STqeTIRAR UOT3IRONPD .
uwewmcoo UT IPUTWSS BUO 3SES] 3B PUR SSINOD SUO 3ISEST 3B JO JUSWYSTTQe3IsH | :a Absjei3s
i .
. RS
b >—

Aruitoxt provided by Eic:

E



25/%

6L6T _ | : " s3Tnsez 3xodez pue (0) T &

T 0007'GS § Iaquoidag . I03 vmmon>m© ubTsep Uoaesssx ay3l JuswaTdwl € 4
| ) . _ : . ‘s3Tnse1 310deI pue (q) vcm.amv 14

8,61 Aaenuep : 103 padoTaasp subIsep yosaeasar syl juswsTdul 24

*s3juspnis uo wexboxd uoTjeonpa :
umESmQOOHmuouwsu uommwcm>ﬂuomuwmmzeaov

by

*uetd
: UOT3EONPS 4LOWNSUOD uamzu UT ST9A9T
GL 6T I9quaides uoT3EONpPg IBUNSUOD 1Te 3e poadTyoe bursqg aae mm>ﬂuomﬁno . !
uTr 3sIiteroads " KAousbe TedOT UYsIym 03 jusaxs ayl - (q)!
.Esasoauuso.. ,
. . o2y3 o3uT s3dedouUod ISUMSUOdD FO
I03B'UTPIOOD UOTIEONPH UOT3eIHO3UT 9Y3 I0J UOTIOSITP sapTtaOad _
Iaumsuo) ‘swa3lsig _ ueTd @23e3S 92Ul YOTYM 03 3JuaIXd ¥YlL (B)
UOT3RWIOJUI PuUe , o
GL6T asquaidas uoTjenTeay ‘yoxessay :aansesu 03 ubrsop ydaesssx e doraaad T4
150D’ .. PWT - A3TT1TqTsuodsay : uoT13dTIosag AJTATIIOV . : AbajvIls

*UOT3RONPD IBWNSUOD UT mmmhm>ﬁuomwmw wexboxd pue
‘ss91b01d wexboxd ‘juswuTeije ueTd ainseaw 03} ubTsop yoaessax e Jo juswdolaadq :id mmmumuum
. _ - e

C

l{\l‘i

Aruitoxt provided by Eic:

E



APPENDIX A | 2W4LX

House Joint Resolution No. 4 -- By Delegate Long
LR270 ~ RESOLUTION NO. HJR4 (3.1)
HOUSE JOINT RESOLUTION
. | {
1 House Joint Resolution requesting that the State :
2 Department of Education study the feasibility of
'3 _implementjng a consumer education course of study
4 in the required currlculum of the publlc schools
5 of the State.
- 6 WHEREAS, By all accounts our seciety is a
7 consumer-oriented one in which we are constantly
8 called upon to make reasonable choices between
9 different goods. However, the complex1t1es of the
10 current situation are such that thls is not always
11 completely possible.
12 If nothing else, there seem to be many different
13  brand names for v1rtually identical goods from which
14 the buyer must choose. ' The buyer must also be able to
15 differentiate between. various auxiliary aspects of
16 different goeds, such as financing, ease of repair and
17 the reliability of the manufacturer, among others.
18 | The buyer-wheﬂis unable to'choose~rationally that
19  which best suits his needs runs the distinct risk of
20 being dissatisfied with his purchase. None of us can
21 afford to make repeated purchases until we happen upon
22 the correct choice. In what way can we acqulre
23 “consumer-oriented skllls°
24 : The'best way to reach the-maximum'nﬁmber of
25 potential consumers is through the schools of the
26 State. In the quiet order of a classroom the
27 techniques needed to act as an informed consumer can
28 _be taught; now, therefore, be it .
29 ' RESOLVED BY THE GENERAL ASSEMBLY OF. MARYLAND, That: '
30 the State Department of Education study the
31 feasibility of 1mplement1ng a consumer education

32 course of study in the public schools of the State;
33 and be it further

34 . RESOLVED, That the State Department of Educatlon
35 report to the General Assembly at its 1974 Session
.36 with the results of its study. '

EXPLANATION."Underliningrindicates amendments to bill.
( (Double brackets)) indicate matter stricken out of bill.

[Kc .-
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APPENDIX B

A SURVEY OF CONSUMER EDUCATION IN MARYLAND

THE MARYLAND STATE DEPARTMENT OF EDUCATION
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INTRODUCTION

" As p;rt of an effort to determine the degree to which ;onoumei

éducationlis being taught in Maryland séhoolf, this survey was conducted
for the Consumer Protectionm Diviaion of the Attorney General's Ofgice and
the Maryland State Department of Education by the Conaultant for Conaumer
Education in the Division of VOcational-Technical_Education and the .
Coordinatéf of the Vocational-Research.Coordinnting.Unit in the Division
iof Research Evaluation, and Information Systems.

Recent legislation contained in the Vocational Education Amendments
of 1968 and the {igher Education Act of 1972 have chnrged educators to
~onsider sgripusly-one_pf the greatest chqllengea of our times-the education )
of the cohsﬁmet. | o

Theré are two compelliné forces behind the accelerating need for
consumer edué;tion in our qchoolg. Oﬁe is originatiné within the séﬁools-

. the necessity to make education relevant to the 1mportaﬁt problems of real - - =N
iife. The other is originating outside the schools-as evidenced b}'the
ﬁrobiems encountered by people.living‘in a modérn,'induéi}inlizedleconbmy.-

This challenges 311 §f us to give thoughf'to the questiom, "ﬁﬁﬁt
is Consumer Education?h. -As defined by the Pfesideht's Comnittee oh
Consumer Interes;s: Ml |

| "Consumér education is preparatibﬁ of the 1ndiv1dual in
skills, corcepts, and understandings-that are required

for cvery-day living to achieve, within the framswork.
of his own values, maximum satiafactioa and . utilizltion

: of his resources.,"” - ’ 34¢¢%//) o
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Individuals must make choices in many areas of daily life. qur
decision making is réldily observable on the part of children and adults,

both as individuals and in groups, Chbicua involve not ouiyvba.ic

'economic factors but also factors of a sogial,-polificul, esthetic, and

moral nature, Frequently, choicea need to bé made on the basis of perépngl
values alone. Consumer education is not intended to direct consumer"
choices, It does provide avareness of ulternutives and opportunities, and
it does usaist the consumer in making the choice which is best for his
purpoeés in' 1ight of his Qalues.

If uurriculum organization is dusigned to focus attention upon
essentials, thenvconéumer educafion deserveé to be.oné'of the 1ntégrat1ng
vehicles for a curriculum which is aystematically expluré; with all students.

Th@ need for consumer educution in today's educutiona; system 1is evident.

1i
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REVIEW OF LITERATURE

Research in consumer educarionyis conspicuoualy lncking in the

litercture.\ It w0u1d not be difficult to ‘trace the consumer movement in

&
historical perspective, or to cite research in the area of consumer

' behavior, buyer\setivation,or consumer satisfaction since these’areasvhave

been studied and \re-studied by the American Marketing Association. However,

|
|

_ very few aurveys of consumer education have been pu?lished. In fact,Jonly
twe §tete surveys were located.. | 3 | ' ' .!
| The first one located was a_surveyxof consumer education in Illinois
which was conducted as pert of the effort to develdp guideiines for Jhe
_ implementation of Senate 8111 977 mandnttng inccructton in consumer e?uca-

*

. tion in Illinois Approximately 30 percent of the seeondarylgchool adminis-
trators respondeduto“tﬁe'survey.- Datq-suppliee in the ipvestigetioh re- )
‘vealed that consumer education has'been~spread-rether widely--in.orer
twenty subjects;._The greateer'cohcentrarien of consumer edueetion subject
'matter wis cbntatned 4in home eccncmics and business caursee. Generally,
business was the course which led all. others in Illinois secondary schools|
in amouut of consumer education 1n‘the course cqntent,‘.A separate course
'in>consumer education.was usually offered only.in large aehodia ao~the.
pcrcentagc of secondary school pupils etudying the subject has been emall
(approximately lOL).- B ,
) The second survey entitled'"A Surrey of Existing Consumer Educatioh

Practices in New Jersey Schools" was eonducted by the Center for Consumer

, Edugption_éeryigg;_in anrefforgmegggetermgpe‘;he:existiqg practices in
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New Jersey public schools in providing instruction in the area of

consumer education. Although it 1s generally agreed that consumer

cducation is a vital and necessary part of the educational program of

all students in New Jersey, the data revealed that only about one-third

of the students in New Jersey's public schoole have the opportunity to

. develop consumer skills and concepts through formal education programs.

The findings of the survey revealed:

1.

2,

7.

Consumer education in New Jersey schools is minimel
to non-existent in the elementary school.

In the middle school, consumer education is not defined .
as a discipline, but exists peripherally in home economics
and mathematics.

The greatest contribution to consumer education is being
made at the senior high school level. Courses in home
economics, business, and distributive education provide

a relatively comprehensive coverage of consumer education.

.Consumer education, although in & ‘stronger position in the

educational hierarchy than ever before, is not generally
accepted as being‘xmportant enough to be 1nc1uded in the
education program of all students.

Almost half of the high schools have~an elective course
as the basis of their consumer education programs,

About 607 of the- schoois continue to rely on one teacher
for-onc ¢lass approach rather than staff utilization for
sonsumer education.

S

Little -‘certainly not enough - activity in curriculum

development in consumer education is evident.

- Another type of study such as the ome in Texas conducted by the

Consumer Credit Association of Texas :esuLteo\ih a handbook for high

school teachers to use in the classroom entitled, "Consumer Credit

Education-for,Texans". This is widely used in Texas,
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Robert Herrmaﬁn in his speech at the 15th Annu&l Conference of the
American Council of Consumer Interests took é different approach. He
é%rveyed &nd reported on the consumer education needs of the new generation
of young adults. He first gxamined their conqumer;behavior and then
projected conﬁumor education ﬁeeds.— |

Dr. Herrﬁann (1969) states, "In reviewing today's consumer, research
shows him ;ptimisfic aboﬁt financial futures, experiencéd in\ spending
money, but lacking any real experience in managing it, incliqed toward
coﬁformity with peer-approved consumpticn styles and sképtical of adver-
tising and pfoduct claimg." -

‘It would appear thaf'éli Americans need consumer information and
education. They are not well prepared for satisfactory adult consumer
béhavior. Because  of their skeptical attitude toward praduct,claiﬁs and‘
advertising, they will accept 5&&;59 on some problems. However, they

"need consumer adviﬁors who do not scek to promote ; special interest,

In additipn to buymanship.informafioh, the Amefican';onsuming public

badly needs guidance in managihg:their finances. Discretionary spending

as children and teenagers does not provide relevant information or

experience in.monéy management, (Rennmrs,»1957) Few everukeep‘written

records. Dr. Blood in his book Husbands and Wives: Thelnyggmics of

Married Living states that  money managemeht‘becomes a subject of disagree-
ment between husband and wife upon the arrival of the first child, and .
concern about the family's financial situation is gfeater than at any other

stage in the family life cycle. (Lansing, 1955) This stage may be the

A
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teachable moment for financial management information.
Research shows consumers are not well informed about consumer
credit despite the fact that most adults are using it. Data from the

1967 survey of Consumer Finances suggestsa that young adults are no better

informed than the rest of the adult population. Along with the rest of

the,adult population, ‘they tended to undereatimate the cost of automobile
installment credit when questioned in a hypothetical borrowing situation,
The 18-24 age group was, however, more confident of their answers than
some of the older age categories qu;tioned; fewer‘of the younger age

categories gave ''don't know" answers to the questioh. While the youﬂger

‘generation is wary of credit, they do use it. (Ratona, 1965) There are

indications from the survey of Consumer Finances data that the problem of

establishing credit i8 of special concern among young adults. (Katona, 1965)

This topic may be useful as an opening wedge for a more comprehensive

program on credit cosfs and tcrmms,

.Thc.youngér generationbscéms likely to be more interested in con-
sumcr-oduéatiop.and concerned about consumer problems than ?revious
generations. They seem especially sensitive.to and resentful of buginess
atteméts to take advantage of the:consuﬁér. Their interest in éonsumer

problems seems to be part of the broader concern about the welfare of the

powerless in their deaiings.with the powerful. This concern about the

‘rights of the underdog apparently has its origins in the equalitarian and

democratic emphasis of many parents who employed permissive child réaring
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techninues. (Jencks, 1968) It may result in a generation which is

/
both more sensitive to boor'énd careless treatment bx/égtailerqfand
mariufacturers and more favorable to consumer protepfion legislation.

This review of reseérch'begén with the s;até;ent that research in
consumer education 1is COnspch0u51ydsparse. It is important to be aware
thaf one reason for this #ﬁfthat renewed emphasis in thig area - has become
vigible over ;he last théee years. Another reason may be that the‘COﬁ;
sumgr educatioﬂ'compopént'of many studies is interwoven 1ntovvarioﬁs
vsubjecf matter aregs/so that it is not readily apparent.

Whatever the reasons, this generation of ybung people-presents a
major:challengv for consumer education. They clearly need the information
which consumer vducators and product testing agencies can supply, but
they are poing to demand the best of efforts and exﬁértiae. Let us hope

cducators will be wise enough to recognize these special needs and

smart enough to answer thelr questions.
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PURPOSE .

Consumer education is presently,enjoyingvn relatively strong position
in the hiérarchy of edué@tional priority. This is a direct result of
public interest in consumerism expressed by mass ﬁédia governmental agencies
and consumer ofganizacions. This public 1nterestlhas prompted the educa-
tional community to give more attention to consuger education. Educators
at all levels in formal aﬁd'iﬂformal educational settings are attempting
to include consumer education in their educational programs.

Although the interest in and concern for consumer education is rela-
tively néw, the éub)ecc itself is not. Consumer education has.been included
as part of thevcurriculum for many years. Ig is an integral and very
important paft'of courses in home economics and business éducacion.‘ Some
schools 1nc1udé_;0urses in consum;f education or consumer economicg.
Unfortuﬁately these efforts;\even though chey are well formulated ahd A

A

extremely helpful, fail to ér&yide broad opportunities in consumer education

\ \\" .

for large‘numbers of acudenté.
This survey Oprublic educational ;nstitucions in Maryland was con-

ducted to éecermine the state of the art here and now. The school ngtems

of the State were éurveyed to determine the degree to which consumer E

ed&cntion qoncebts are being taught 6ﬁ vafious grade 1eve1§ in selected

subject areas. It was feit tﬁere was a.need to determine the delivery

.systemsgln effect at presént 80 that a more comprehensive program could

beﬂdeveipped, 1f this were found to be necessary.
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METHOD

This report deals specifically with consumer education as taught
‘1n the public schools, in the commuhity cdllegeo of the State, and to
the adult populatipnbthrough both groups. |

Tnis four part questionnéire evolved from a cooperative venture
between the Maryland State Department of Education and tﬁ; Consumer Pro- -
tection Division‘ofvthe Attorney General's office. The first step in the
pfOCess was the development by speéialiuta from both organizations of |
questions which could obtainldescriptions of current practices in the
instruction of consumer education. Thesae questions were then aubmittea
to the Maryland State Department of Education's Division oflReseafch,
Evuluatién, and Information Systems as a basis for their design of a
survey questionnaire. Sections of the queotiénnaire addressed elementary
education, secondary educationm, ndglt end community college activity;
This aufvey form was previewzd in Montgowery, Gﬁrrett, Kent and Allegany
Counties by directors of inatruétibn, vhose recqmmendationo were incor-
porated in & subsequent revision.

Following this revision, the Office of Field Services was contacted
to place thejconsumer specialist on the agenda for the Regiohal Coordinating
Committee Meetings to discuss consumer education and explain the purpose
of the survey. (See Appendix A) |

"The second sampling data was’gathered through a survey of the
directors of instruction from the 24 local educatiom agenéies, and the
deans of instruction of sixteen community colleges while further informa-

tion was gathered through a review of current literature focusing on
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surveys in consumer education and consumer behavior in relation to
/ : '
‘consumer education needs. It is the intent of the coqcefmd parties
to continue to refine the instrument and to extend the u’aﬁp-l—ing ares

80 as to establish a wide base for the incorporation of consumer

education within all agencies of public instruction.
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ANALYSIS OF DATA

_ Results on the Elementary Level

Response Rate
- | The questionnaires used in this otudy were constructed
specifically for the major grade level divisions and proctored
to all lpptoptiate peroonnel 1n each of the twenty-four local

education agencies, The distribution of questionnaires was as

follows:
Elementary Level: 24 Elementary Supervisors
Secondary Level: 24 Supervisors of Social Studies
: 24 Supervisors of Home Economics
, 24 Supervisors of Business Education
- 24 Supervisors of Mathematics
24 Supervisors of Driver Education
24 Supervisors of Industrial Arts
24 Supervisors of Coop Programs
24 Directors of Instruction
Post-Secondary Level: 16 Deans of Instruction
Adult: 24 Adult Supervisors or

Deans of Community Services

The 1néidence.of responhe and return of these'questionnaires

was very nearly 100%. Only two community colleges and five subject

areas in one county failed to respuad, In lightvof this rate of
return, it is valid to claim that the results are not merely a sample
sdrVey but constitute a pophlatiOn description. The data and what

they portend are discussed below by grade level divisions.

~

Table 1 displays the response mode to the queécionnaire con-

structed for and administered to the elementary supervisors.
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TABLE 1--NUMBER OF COUNTIES IN WHICH CONSUMER EDUCATION CONCEPTS
ARE TAUGHT, BY GRADE

Concept » © Grade

1 2 3 & 5
Consumer Role . 14 15 16 14 14 13. 86
Values and Goals 12 11l 14 - 12 11 10 70
Management of Kesources 13 12 12 15 13 11 76
Conpumer Buying 10 ‘11 11 11 12 10 65
Consumer Credit _ 6 3 3 4 9 11 36
Economic Security 6 10 11 9 12 11 59
. Rights, Duties, Protection 6 5 5. 7 -8 7 38
Other 2 0 . 0 1 0 1 4

TOTAL 69 67 72 713 719 74

Even & cursory glance shows that consumer education, as‘represented

by the seven enumerated concepts, is by no means universally taught at

‘all grade levels in Maryland s elementary schools. But neither is it

\the case that consumer education is studiously ignored on the elementery

levels,

~ Some caution with the interpretation of Table 1 is iﬁdicated. Fof
each concept listéd, the aéaocia;ed rownfreQuehcies By-grade~éontain
duplic.tgycounts; For eiample, consider concept 1, the cﬁnsumer role:

the counts

14 15 16 14 14 13

N

‘reCount'the same counties on several grade levels. However, examinatiom

of the raw data (See Appendix B) shows the consumer role being taught in
every county in at least ome oritwo grades, Similarly, the raw data show

all concepts taught in all counties in some grade.
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Table 1 does show at a glance, the relative importance placed on
the concepts by the elementary schools. Adding the row frequencies for

each éoncept results in a rank ordering of these concepts as followa:?

Consumer Role in the Economy  \ 86

1

2 Management of Resources 76
3 Values and Goals - 70
4 Consumer: Buying . . .65
5 Economic Security 0. 59
6 Consumer Protection . © 38
7 Consumer Credit . 36

From tﬂis ordering it appears that the consumer role.éndhmhnsgément of
reaources.@re'the most eﬁphnsiied Qhereaa conaﬁmer protecttoﬁ and con-
sumer credit are Sparsely taught, . o~

5. | In much the same vuy, the freéuenciea of Table 1 may be added by
v'¢olumn to identify thq rank ordering,of the grade levels in vhich the

concepts are taught. Adding each column shows the following rank order-

ing of the grades:

with 79

1 Grade 5
2 Grade 6 . with 74
3 Crade 4 with . 73
4  Grade "3 with 72
5 Grade 1 with 69
6 Grade 2

with 67W7 

Observe how close the rank ordering is for the various grades, with
a spread of only 12 from high to low, indi;ating a rather uniform spread
" of concepts over the grades. Compare this with the ranking on the concepts

vhich show a Spread‘of 50 from high to low. It appears therefore that the




48

major gap in consumer.eduéntion for elementary schools lies in the
- sparsity of concepts taught rather than the neglect of ﬁgrtnin'gradea.
' The greatest. nhortcoﬁinga,nré with the concepts of consumer proéection
and consumer ére@it. 'Befond that,.the gemeral ﬁhrﬁst of conduger eﬁucation
in elementary schools 1is :oughly at 50% of its maximum potentiql.

3. Results on the Secondary Level

In order to understand the strategy of analysis on the secondary

leQel, considgt the basic data element in the study:

3

xk,s{c,g =. l’or blank

where the subscripts have the following denotationms:

stands for county (up to' 24)

. stands for subject area (up to 8)
stands for concept (up to-8)
stands for grade (from 7 up to 12)

m 06X

“From the construction of the questionnaire it is obvious that

o xk,s,é,gib>-. 1.

if and only if in county "k" concept "c¢'" is taught in subject "s"

in grade "é";‘ The. 1isting of thé rawv data in Apﬁendix B shows the
two possible values of X fér evef& cognty; eve;y.subject area, every
concept, and every grade. | |

Since the primary interest of this Teport is at the State level, -
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the presentation of res:lts here Seginé with a summation over the

24 countties. jlele.Z ahowa:the result of this summation. It should
be noted that all analyses performed ét the State level were also

done for each couhty. The results of theeé annlyaeo,-EOunty by county,
are available for ihsPec;iqn in the Vocational Beiearch Coérdindting

Unit of the MSDE.

_ TABLE 2--NUMBER OF COUNTIES WHICH TEACH CONSUMER CONCEPTS IN
" SUBJECT AREAS BY SECONDARY GRADES '

Subjeét Areas*

Grade 7 12

3 4 5 6 7 8
Consum&r Role o : 6 7 6 4 1 6 1 0
Values and Goals 4 16 S5 3 1 S 2 0
Managements of Resources 9 15 4 3 0 5 -1 1
Consumer Buying .3 17 3 6 1 8 3 1
Consumer Credit 2 5 2 4 1 3 3 0
Economic Security 2 5 2 4 0 3 0 o
‘Consumer Rights, Protection -~ 2 9 3 2 0 3 1 0
Other 1 4 1 1 o0 3 o0 0
Grade 8
. Congumer Role .9 8 6 4 2 8 1 0
Values and Goals 5 17 43 1 6 2 0.
Managements of Resources 9 16 4 3 1 6 1 1
"Consumer Buying 4 17 3 7 19 4 1
Consumer Credit 3 6.2 4 1 4 3 0
Economic Security 6 5 2 3 o0 2 0 o0
~ Consumer Rights, Protection 8 9 3 2 0 3 .1 O
Other : 1 1..1 1 0 1 0 O
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TABLE 2--NUMBER OF .COUNTIES WHICH TEACH CONSUMER CONCEPTS IN
SUBJECT AREAS BY SECONDARY GRADES (CONTINUED)

Subject Areas*

Grade 9 - 1 2 3 4 5 6 1 &
Consumér Role ) 12 10 10 11 1 9 &4 2
Values and Goals - c 11 16. 9 6 1 7 4 1
Managements of Resources 13 16 7 12 1 6 2 1
Consumer Buying .9 19 8 14 2 8 5 2
Consumer Credit & 6 6 12 2 4 4 1
_Economic Security 7 8 5 4 1 4 1 1
Consumer Rights, Protection 6 13 5 3 0 6 2 1
‘Other 1 2 2 3 1 2 1 0
- Grade 10 -
Consumer Role 8 14 15 12 9 9 4 3
Values end Goals 6 19 13 13 11 .8 2 3
Management- of ‘Resources =~ . 13 20 14 14 9 7 3. 3
‘Consumer Buying ‘ 4 19 15 18 ‘15 12 5 3
Consumer Credit 3 16 13 17 14 6 3 3
Economic- Security - 4 11 10 8 9 6 4 1
- Consumer Rights, Protection 1 15 9 10 13 6 3 2
Other ' S 1 2 1 3 2 2 .3 O
L .
" Grade 11
| Consumer Role- 12°15 15 8 5 7 4 3
e Values and Goals | 9 18 13 7 6 7. 2 3
: . Management of Resources 14 21 13 10 3 6 3 4
Consumer Buying 521 15 10 4 8 4 3
Consumer Credit - 7 20 16 10 4 6 .4 4
Economic Security 10 18 14 8 4 S5 4 4
Consumer Rights, Protection 8 18 14 7 4 s 4 3
1 1 2 0

Other _ 2 3 1 1
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TABLE 2--NUMBER OF COUNTIES WHICH TEACH CONSUMER CONCEPTS IN
SUBJLCT AREAS BY 'SECONDARY GRADES (CONTINUED)

Subject Areas*

- Grade 12 1 2 3 4

5 6 7. 8

Consumer Rolc o 18 14 15 9 3 7 71 5

Values and Goals ' 15 16 14 8 4 8 6 5

Management of Resources -~ 14 19 15 11 1 7 7 5

Consumer Buying oo 11 21 15 15 &4 8 -9 5

Consumer Credit .= , 12°°21 16 14 4 5 8 5
Economic Security 15 22 15 10 1 7 &6 5

Consumer Rights, Protection .15 20 16 9 3 6 "8 5

1 1 3 o0

Other ¢ | 2 3 2 2

*Subject Area Legend: : o
1. Social Studies ' 5. Driver Education

2, Home Economics . " 6., 'Industrial Arts
3. Business BEducation 7. Coop Programs
4

4. Mathematics _ 8. Other

" The primary puprSC;of Téble 2 is to permit a>Verf fine-grain
inspection of just'how man& counties tea@h thch concept in which subje;t ~
area in which sccondary grade. For éthplé; the very fifsf'number 6, o
1ndicate§lthat in six éouﬁ:ies the conéumet role 1is taught in the‘social'

. studies in the seventh grade. .Note';hat the gfeatest nuﬁber is 22, which

.occurs.under the 12th~gradé, on row 6, coiumn 2. ’.This-indicates that ih
422 counties economic security is taught in home economics in the 12th grade.
The reader may now formulate all 8X8X6 = 384 such questions and" find the

_answers as appropriate entries of Table 1. Gursory inspection brings to
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light that the frequecciea are hi;gher for the upper grades, higher for
the first four subjects, and fairly uniform among the concepts. This
1nd1cates that on the whole, consumer education is taught primarily in
the senior high school in t;ue subjects of social studies, home economics,

business_education and mathematica.

Of course, more is needed than a cursory inspection of 'so exhaustive

a tabular array of fumbers. In order to answer higher level questions

with precision, the following subsequent analyses were performed:

s

Summation’ over grade level:z = : (Table 3)
Summation over concepts ’ (Teble 4)
Summation over subject areas (Table 5)
Summacion over gradcs and concepts (Graph 1)
Summation over grades and subjects (Graph 2)
‘Summation over concepts and subjects "~ (Graph 3)

Summation over grndes, concepts, and subjects

For a better understanding of these tables and graphs, the manner

in which the§ vere computed is given as follows:

Table 3 was obtained by adding the corresponding entries (cells)
of the sixth grade level sections of Table 2.

_ Table 4 was obtained by- computtng"the‘column totals in ‘each
ofﬂthe gtade sub- sections of Table 2.

. Table 5 was obtained by computing the row totals in each of
the grade sub- sections of Table 2

Graph L was constructed from the column totals of Table 3.
Graph 2 was constructed from the row totals of Table 3.

Graph 3 was constructed from the column tctais of Table 4,
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Each table and graph gives a slightly different perspective on
the population description. Discussion of perspectives now follows,

table by table and graph by graph.

TABLE 3--STATEWIDE INCIDENCE OF CONSUMER CONCEPTS BY. SUBJECT AREAS*

Consumer Concepts Subect Areas
1 2 3 4 5 6 71 8
Consumer Role _ 65 68 67 48 21 46 21 13
Values and Goals 50 102 58 40 24 41 18 12
Management and Resources - ' 72 107 57 53 15 37 17 15
Consumer Buying o 36 114 59 70 27 53 30 15
Consumer Credit - 33 74 55 61 26 28 25 13
Economic Security 44 69 48 37 15 27 18 11
Consumer Rights, Protection 40 84 S0 33 20 29 19 11
_ Other ' 8 1 8 11 5 10 9 O

*Subject Area Legend:
1. Social Studies
« . Home Economics -
. Business Education
. Mathematics

. Driver Education
Industrial Arts
Coop Programs
Other

W~ W

2
3
4

Table 3, as explained, contains the county frequenciee collapsed
over-grade levels. It shows the relati?e frequency of occurrence fOf
the vééiqug consumer education concepts by‘subject afeﬁs,.fegardless of
grade.level. We noticé at oncevthat consumer concepts are most frequently,
occurriné in home economics. Let's examine one of the entries for a more

_.precise~exaﬁp1e-the largest, 114, on row 4 in:céiumn 2. This_s;ys that -

the concepéxof consumer buying 1s taught most often in home economics in
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thé‘State of Maryland. If the categories of "Other" are ignored for
both the concepts and the subject areas, we see that the relative
frequencies range from a low 15 (for management of resourcee and economic
secur#ty in'd;i;Ef“education) to a high of 114 as noted sbove. This
range becomes more meaningful in comparison with the ma#iﬁun range éf
0 to 144 (6 gra&es x 24 counties). Thé center of gravity of the entire
table lies at 37.6, whereas that same center for‘a maximum result would
be at 72, This indicates tﬁat, on the whole, approximately half the
counties teach consumer education in apbfoximately half of the grades on
the secondary level in the various su?ject.areas. As with Table 2, the
reader may pose the 8X8 = 64 concept by subject questions and find the
anawers in the appropriate entries of Table 3,

In a similér fashion, Table.b answers the 8X6 = 68 distinct que;tions

having to do with vhich subject areas on what grade level contain how much

consumer education.

TABLE 4--STAT£WIDE INCIDENCE OF CONSUMER EDUCATION IN ‘SUBJECT
.AREAS BY GRADE

" Subject Areas " _ Grade Level

7 8 9 . 10 11 12
Social Studles™ 29 © 45 65 40 67 102
Home Economics 78 79 90 . 116 134 136
_Business Education 26 ~25 52 .90 101 108 .
Mathematics 27 - 27 65 95 _ 61 78
Driver Education 4 6 9 82 31 21
Industrial Arts 36 39 46 56 45 49
Cooperative Education 11 12 . 23 27 27 57
Other 2 2 9 18 24 35

‘ , N
\\
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In this casc, the maximum possible range is from 0-192
(8 concepts x 24 countiés), whereas the observed range is from 4-136,

Note that, as alrecady indicated earlier;’the upper grades are most
hcavily populated, particularly in social studies, home economics and .
business education,

Table 5 sﬁows the concentration of the various consumer conceéts as
they occur in the secondary grades, regardless of subjects. The maximum
range would:be from 0-192, with the obaerved fange being from 16-88.

One can see then that the concept concentratién is ovér a somewhat tighter
: _rénge than was the subject concentration, This means that in many count;ea
a considerable duplication of certain concepts ovﬁr subject areas occdrs,

perhaps at the expense of coverage of other coacepts.

TABLE 5--STATEWIDE INCIDENCE. OF CONSUMER4CONCEPTS BY GRADE LEVEL

p— —— ———  ————— R

" Consumer Concepts o Grade Level
7 8 9 10 11 12
ongsumcr Role V 31 38 - 59 74 . 69 78
Values and Goals 36 38 53 75 65 76
Management of Resources 38 41 58 . 83 73 79
Consumer Buying 42 46 67 91 70 88
Consumer Credit 20 23 41 75 71 - 85
Economic Security 16 18 31 53 67 84
Consumer Rights, Protection 20 26 36 59 63 82
Other . 10 5 12 14 11 14

Perhaps the most understandable State sumharies are contained in

Graphs 1-3.
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Graph 1 shows the distribution of consumer education, all concepts

taken together, by subject areas.
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Home Economics - ) 070.6.0.0.0.0:0.0.0.0.00.0.0.0.0.0.0090.00666.6966066000000660666¢00 QXKD
Business Education  [XXXXXOXXXXXXXXXXXIOOKKXXXXXXXKXXXXXXX (402) -
Mathematics NXOOKX XXX XX IOKKKXXKXKKKXKKXXKK  (353)

Driver Education XXX (153) :

Industrial Arts X XXX XXX X0 X XXX (271)

Cooperative Education PEXXXXXXXXXXXXXX (157)

(Other : DIXXXXX  (50)

0 50 100 150 200 250 300 400 500 550 600 650

GRAPH 1--STATEWIDE CONSUMER EDUCATION BY SUBJECT AREAS

It is now overwhelmingly clear what we have already begun to suspect:
conSuﬁer education in Maryland is priﬁarily taught in home economics first,
business educafion second. Since Ehe maximum 1ncidént fdr any-subject would
be 1152 (=24 counties x 6 grades x 8 concepts), we see that in home economics
alone more than 50% of tpe cﬁnsumer education nee&s are met. Referring back
now to Table 3, which removes the grade level distinction; we see that '
home economics alone érovides near}y full covergée of the concepts.

In Graph 2, we see the distributiom of consumer cbnqepts in

'Maryland, regardless of grades or subject levels,

Consumer Role XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX. (349)
Values and Goals XHXKXXXXKXXXXXXKXXXKKKK XK XXX XXX KX KXKKXXKKKKK  (345)

Management of Resources FXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX (373)
10.0.0.00.0.00.00000.080000000006060600000060066000699666000.90¢0

Consumer Buying

Feonomte ooeurity  BOOOOORMROOUOMHOOCHHOOCOOOARI. (260y . )
Economic Security (269)

Consumer Rights . (286)
Other : (66) . '
- 0 50 100 150 200 250 300 350 400

GRAPH 2--STATEWIDE CONSUMER EDUCATION BY CONCEPTS
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Note that from the Graﬁh 2 we see that in Ma}yland the consumer
buying concept receives the most attention. Since tbe maximum potential
incident 15 again 1152, we see the coverage of this concept to be con-
siderably short of full. However, comparison with Tables 2 and 3’sf111
show this coﬁcept to occur in every county in at least one subject in at
icaat some gradc. -

The final summation is in Graph 3, which shows the distribution of

v D]
consumer education by secondary grade levels,

Grade 7 FOOCOOXXKXXXXXXKXX (213)

Grade 8 | XXXOOOOUOCODXXXXXXX (235)

Grade 9 IR 010 08 00106000000 00000000000 000000t WELL)

Grade 10 | XOOXXXXXXXOOOOXXXHKIK KX KX XAOKXX KKK XK XXAXKKXXXX  (524)

Grade 11 | XXXXXXXXXXOOXXXXXXXXXXXXXXKXXKXXXKXXXXXXXXXXXXK (490)

Grade 12 | IOOOOCOOKOGX XXX XXX XX 00000 X XXX OO XXX (586)
0 50 100 150 200 250 300 350 400 450 500 550 600

GRAPH 3--STATEWIDE CONSUMER EDUCATION BY GRADES

Observe that incidents arc most frequent on the senior high school
level,

One additional set of data was obtained on the secondary level:
answers to six.questions. Here are the questions:

1. Does the curriculum in your county include a specific course
-in consumer education?

2, 1f your approach is 1nterd1scip11nary, which other disciplines
cooperate?

3. Has your county developed curriculum guides in consumer
education?

¢




4 What special consumer education teaching materials

have been developed in your school system?

5. Do you feel that a course in consumer education should be
made available to all atudents graduating from high school
in Maryland?

6. Do you feel that a course irn consumer educnéion should be
required for all students graduating from high schools in
Maryland’

The response mode to these six questions are compiled in Table 6.

TABLE 6--NUMBER OF POSITIVE RESPONSES TO QUESTION 1-6

Subiect Areas QUESTIONS
1 2 3 4 5 6 Total
Social Studies" 5 13. 6 3 20 4 51 .
Home Economics 10 14 11 10 22 10 77
Business Education 10 14 6 2 21 9 - 62
Mathematics 4 1’ 2 2 19 6 44
Driver Education 5 5 4 2 19 6 41
Industrial Arts 2 9 1 4 21 11 48
Cooperative Education 7 8 4 1 14 7 41
Other 2 5 a1 1 _1 1 17
TOTALS 45 79 35 25 143 54 381

Unlike the responses to the first part of the secondary questionnaire, 
Table 6 contains a high degree of overlap. For this reason, the column
totals must be interpreted very continuously. For instance, in nearly hal £

the counties no special curriculum for consumer education exists at alll
S

Hence, the figure of 45 can be rather misleading, slthough it doea say that

evidently 45 currxcula in consumer education exist,

N
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The answers to question 2 are subjéct to the same caution, Nearly
half the counties responded ncgativély or not at all, but among those
who responded positively, a high degree of interdieciplinary cooperation
is observed.

Angwers tb question 3 were rather sparse. Less than half responded
positivoli, |

It should be noted that the first three questions share this eommunality ,
in théir response modes: there was a high degree of conditiona;, joint h
positive responsé. In other words, a county responding positively to aﬁy
onc of the threc was highly likely to respond positively to thé.other
two. - Or to put it another way, "y;s answers" to the three questions went
togerther, ‘

The responsc was uniformly positive to question 5. From every county
several "yes answers" were obtained. Hence, it is safe to conclude that
cducators on the secondary level agree that consumer education shouid be
mAdc availéble to every student in high school.

Not so with respect tq'requiring such a course.. The majority response

to question 6 was negative.

4. Results on the Post-Secondary level

Of the fourteen’responding colleges, only six reported to include
a course in consumer-education in their curricula,

Of thesz six, four reported the course be part of the business
curriculum; the otﬁer two reported them to be in soéial science and

continuing cducation, respectively.
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Only two colicges suggcég to their students that they take
the coursce. The names giycn‘arc: "Gencral Studies" in one college,
"Para Proféssionll Counsclors" in the other. In only one of these
colleges the course {s ma?datdry;

In regards to a curriculum‘development,,two colleges ﬁlaim
to havé a curriculum developed. In four others, the curriculalére
being‘developed.

Results on the Adult level

Nine of the 24 counties‘repdrt that they include a consumer
education course. Together, these nine counties serve some 3,600

adults,.
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SUMMARY OF CONCLUSIONS

1. All local vdacation agencics include some consumer education in the
elehentary curriculum, .Statewide, no uyefematic pattern exists as to

‘which consumer concepts are taught in yhat grade. ’Hawever, there is a

weak trend toward emphasis of the consumer role and management of.resources
in the upper elementary grades. The rights, responsibilities,.and protection
receive the least attention, particularly in gradés 1, 2, and 3. .

2. all locéi education agencies offer consumér education to the higﬁ school
population, but not as a séparate, distinct curricglum or even as a Subjecf.‘.
Consuhcr education is provided moét frequently as a component of home ;
uconomics or busincss education. It also occurs frequently in gocial sfudiea
und-m;thematics. The concept of consumer buying 1s the one most empﬁaaized,
followed by manzpement of resources, Thg least attention is paid to |
cvconomic security and consumer rights;

Since no student enrollment data were available, this study cannot .

ascertain whether or-nof some students in soﬁe county may "fall througb

_the mazé," and not be exposed to any consuﬁer'education. However, from

tﬁe pattern. of consumer concept inclusion in subject areas, this is mqst
unlikely, 1t may be safely inferred that every Maryland student is

exposed to all consumer coﬁcépt somewhere along the school career, albeit

in a less than syétematic fashion.
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JAMES A SENSENBAUOCH
PaIl SR RN END P !

MARYLAND STATE DEPARTMENT OF EDUGCATION
PO BOX 8717
FRIENDSHIP INTIRNATIONAL‘ AINRPORT

BALTIMORE, MARYLAND 21240

September 29, 1972

Dear

The Maryland State Department of Education in cooperation with the Attorney
General's office, Consumer Protection Division, is interested in surveying the
school systems of the State in order to determine the degree to which consumer
education 18 being taught. There is a need to determine the delivery systems in
effect at present so that a more comprehensive program can be developed 1f necessary.

This uufvey was designed with the help of selected directors of instruction,’
research personnel, and State Department personnel, It was tested in four counties
and revised on the basis of findings. ‘ '

1f one were to ask the question-'"What is consumer education?"-the President's
Committee on Consumer Interests would define it in the following way:

”Consumer education 1s the preparation of the individual in skills
concepts, and understandings that are required for everydaxxliving
to achieve within the framework of his own values, maximum satis-
faction and utilization of his resources,'

Further clarification might be found in the purpose's of consumer education:

© "to help each person evolve his own value system, develop a sound
decision-making procedure based upon his values,. evaluate alter-
natives in the marketplace and get the best buys for his money,
understand his rights and responsibilities as a consumer in our
society, ‘and fulfill his role in directing a free enterprine
system,"

. We would appreciate your utmost cooperation in answering the attached ques-
tionnaire and returning your answers to this office within three weeks, Send to:

Dr. Rose Mary Bergel
Consultant in Consumer Education
Maryland State Denariment of Education
P.0. Box 8717, Friendship Airport : :
Baltimore, Maryland 21240 - .

Very truly yours,
JAMES A, SENSENBAUGH

State Superintendent of Schools

]:KC;S RMB:mh

T ac losures ' : - : , !
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DIRECT IONS

You will note that there ére survey forms included for
the area of Business Education, Coépe;ative Work Study, Driver
Education, Home Economics, Industrial Arts, Mathematics, and
Sdcial.Studies, and one marked '"Other' for any 6thef area in

wh;ch consumer education is being taught. Please confer with

"your supervisory staff and provide us with the infonnhtion

requested.
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CONSUMER EDUCATION SURVEY (ELEMENTARY SCHOOLS)

Ple¢ase confer with your teachers or use your knowledge of the curriculum
of your school to provide the following information:

In the column to the left are seven of the major'afeus.most
often taught in consumer cducation. Check those concept’s
taught at cach grade level indicated by the column headings.

GRADE LEVEL
1 2 3 4 5 6
1. Consumer Role in
the Economy
2. Values ﬁnd Goals
. in Relation to
Consumer Behavior
3, Manégement.of~ .
Resources : S }
4. Consumer Buying
5. Consumer Crpdit'
6. Jconomic Security
7. Consumer Rights, o
Responsibilities '
(Consumer
Protection)
8. Other (Plcase o : > .

Specify)
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II1.

I11.

Iv,

VI.

Sample

'SECONDARY CONSUMER -EDUCATION SURVEY

Does the curriculum in your county include a specific course
in consumer cducation? -

YES : ' NO

Do you cooperate with other disciplines in teaching consumer
education?

YES NO
Has your  county developed cirriculum guides in consumer education?

YES : NO

1f yes, please indicate iés title,

Which segment of_ydur faculty is (was) involved in its development?
(Home Economics, Social Studies, Cooperative Work Study, etc.).

What special consumer education teaching materials have been
developed by your school system’ :

Please indicate title(s) and the segment of your faculty
which was involved in their development (such as Consumer
Education Learming Packet - Managing Your Money, Home
Economics Department)

Do you feel that a course in consumer education should be made -
available to a11 students graduating from high 'school in Maryland?

YES NO

Do you feel thaﬁ é-course in consumer education should be -required
for all students graduating from high school in Maryland?

YES T ONO




.Economic Security /
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VI, Consumer education concepts are often integrated into the existing
curriculum. In the left hand column of the table below are seven
major concepts., Indicate under each grade level which of the concepts
are taught. . :

Consumer Role
in the Economy

Values and Goals in
Relation to Consumer
Behavior

Management of A
Resources

Consumer Buying

Consumer Credit 4 ;o

Consumer Rights,
Responsibilities ’
(Consumer* . : 3 .
Protection) : /

Other ‘ f
(Please Specify): '

;
!
H



70

CONSUMER EDUCATION SURVEY (ADULT)

Are consumer education courses offered in your adult education
program?

1f so, list titles and length of courses (in hours).

Please indicate the number of adults who obtainéd instruction
in consumer education during the school year 1971-72,

Has any special effort been made or is it presently being made
to provide consumer education for special populations (such as
senior citizens, disadvantaged adults)? If so, please briefly
describe what is being (has been) dome. : .



CONSUMER EDUCATION SURVEY (POST-SECONDARY)

1. Does the curriculum in your institution include a course
in consumer education?

2. I1f so, in which department or division of your school is the
consumgr-education course offered?

3. Is this course part of a suggested program?

v ! ’ e

If so, 1hdicaté the name of the program, P

~ Is this-course elective or mandatory for this program?

4, Has a curriculum for a course in consumer education been
developed or is one presently being developed in your
institution? '
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Education Commission of the States, A Report and Recommendations of

the Task Force on Consumer Education of the Education Commission
of the States, Report Number 42, July 1973 - p.p. ix=-x

CONCLUSIONS

1. Title I, Part F - Consumer and Homemaking Education, Vocational
: .Education Amendments.of 1968 (P.L. 90-576) has been a prime
stimulus in most states in the development and implementation
of consumer education programs. All states have participated
in this program which provides funds for consumer and homemaking
. _ education. Several states have evidenced an extraordinary .
.commitment to consumer education through a variety of activities
emanatlng from the state education agency :

2. ©State 'legislatures have 1ncreasing1y ‘recognized the importance
of consumer education programs by passing statutes or resolutions
urging increased activity in consumer education. However, no
single approach can be defined as the most efféctive for any
given state. In some states, a legislative mandate seems ta have
produced guality . programs; in other states, legislative resolutions
and state boards of education declarations have been quite-
effective. Leadership provided at all levels of education govern-
ance (school, district, state) is the determinarit of successful
.programs rather than set structures ox strategles : ' -

3. -Generally speaking, educatlon off1c1als do not recommend mandatory
legislation as the way to effect the development of consumer
education (or any other curricular area); rather, they suggest
that legislative resolutions endorsing high-priority placement of
cdnsumer education should be  sufficient to direct the state educa-.
tion agency to respond.” Legislatures, however, must recognize
the need to prov1de sufficient funds for an agency to carry out
a mandate or recommendation.
4. There is a direct relationship between- the emphasis on consumer
education and thus,- the-. kind, number and guality of consumer
- education programs in the state and the commitment of the state
~education agency and/or legislature as demonstrated by the exis-.
tence of an individual or -individuals responsible for leadership
in the development and. 1mplementat1on of consumer education.
Where quality programs are evident, they are consistently the
product of an individual (whether in the classroom or the stdte
education agency) who has special competence and experience in:
consumer ‘education, a personal commitment to consumer educatlon
and the support of hlg superiors. v : \

, . LT .
' ) M




There are many curriculum guides in consumer education which
have been developed with state and/or federal funds and, in
some cases, by the business community in cooperation with the
state education agency. Many state officials express the need

" for a central location for these. 1nstructlonal materials and -

guides, whether produced by local or state agencies, business
and industry or other sources in order that they may be used

by the states as they evaluate and develop curriculum,

materials and share experiences. .The lack of a central location
has caused some to feel that there is a dearth of quality-
consumer education materials and others to say that there are
too many materials available to be ablé to make a true evalua-
tion of thelr dppropriateness and usability.

Many states which have indicated a renewed interest in consumer
education suggest that an approprlate "first step" is a survey -
of consumer education programs in the state. Those states

which:-have conducted surveys in recent years have used a variety

of techniques, all of which seem to have made a significant

contribution to program.development in the state education agency.

In addition, many have suggested that this survey, or assessment,
should be continuous so that programs can be properly monltored
and evaluated ,

The area of home economics has been a vital catalyst in the

“"development of consumer education programs to date. For many
- years, . these programs have included consumer education as an

intecral-part of their curriculum. There is a need, however,

' 'to recognize that consumer educatlon should be expanded and

integrated ‘into other disciplines in order that all youths and
adults may experience consumer education concepts which will
equip them to be- knowledgeable and discrimina-.ing consumers in

_the marketnlace.

‘



n ' APPENDIX D : 83
OTHER DELIVERY SYSTEMS CONCERNED WITH CONSUMER EDUCATION

The following list is by no means exhaustive. This is a . .
sampling'to give an idea'concerning the many agencies involved in ’ '

dlssemlnatlng some form of consumer information or education.

Government Systems

"Agency ' : Consumer Program
Attorney General's Office Extensive and émprehens1ve. ‘Specific
Consumer Protection Division and general 1n;ormatlon to individual

: _ requests. Periodic information -
— - . ‘ through mass/media channels; monthly

‘ consumer column to local area news-
papers. _ . . .
Speakers, literature, films to schools,
PTA's, ciyﬁc-and neighborhood clubs -
iand groups. Work with other agencies.

Community Actign Agency (City) Limited Program ‘ '
) ' : Information about credlt unions and
buying co-ops.
- Speakers, flyers''in response to
individual requests and appropriate
neighborhood associations.

Hbusing & Community Development -Information on Housing (rent control,

City) , inspection, evictions, etc.)
Speakers, literesture, tours for students,

civic groups, clubs -- use of slides, .
maps, films, discussions. :
Department of Health & Mental ' - Limited program, news releases about
- Hygiene (State Division of drugs, foods. Respond to individual
Environmental Health Protection) inguiries and complaints.

Bureau of Health Information Information about nutrition, food -
(City) , < control, radiation, heating systems.
: ' ' Literature, mass media releases,
speakers to interested groups and
response to 1nd1v1dual inguiries.
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Government Systems - (Continued)

Agency . B Consumer Program

University of Maryland " v Extens1ve program.
. Cooperative - Extension agents work with 4-H clubs,
' homemaker groups, adult prog:. ams,

and with family aides in threé
Western counties..:

Group programs, mass media, eXhlbltS
- dealing.with famlly living and
resources e.g. food, clothing, money,
management insurance, credit, etc.

7/

Department of Agriculture ' Brand new agency, therefore, most
(State) - regulatory. . Projected: Consumer
S _ education in the following fields = |
grading of agricultural .products / \
(eggs, -meats, poultry), weights and ’
measures; labeling pest1c1des4/soll
.condltlons, nursery 1nspect10n.

|

!

Department of Public Works Speaker programs re/problems connected‘

(Clty) , . with City. Servrces, .inspections, water
. charges, footwdys; zoning, sanitation,
etc. w1th,ne1ghborhood aasoc1atlons. ¢
" In the- -§chools, conflned to ‘Cleanup
programs. ,\

\

State Insurance Commission _ lelted Program '
' Mostly response to individual inquiries
and complaints. Some press|-releases;
infrequently, speakers; no |literature.

Home Improvement Commission . Very limited.
(State) ' _ .~ Mostly’ reSponse to individual compla1nt
' ‘information disseminated when picked
up by news reporters. No P.R.
Department. - - :

Small Loans Commission . Limited program -
(State) o - Respond to about 300 inquiries (not
: AR complaints) .a week. No formal infor-
/- mation dissemination but available '
for speeches relatlng to credlt,
money management.

—_—

Department of Economics & ' No consumer program as. such except//

Community Development (State) for:
Seafood Marketlng ) : Media releases. Cooking demonstrations
Division ‘ < _ (clubs, civic-groups), receipes,

Educational film used in schools in
Oysters.




Covernment Systems ZCOntinued)

Agency’

Department of Employment and
‘Social Services
(State)

i

.

~Maryland Commission on
Aging (State)

\

Commission on Status of
Women

_ |

Commission on Human Relations

- Professional Services
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Consumer Program

Limited Program

Prov1de some consumer information by
use.-0f resource people (Extension
Service and Consumer Protection Div.)
for own training classes.. Hopefully,
some filters into . casework community.

Good program for elderly. At least
half counties have a program (infor-
mation -not available from other
counties; more may have similar pro-
grams). Speakers, classes, news-
letters, resource people (hutrition-
ists, police, medical profession).
Assist also with individual inquiries.

\

Retail credit for women:
Employment practices.
Retail credit cases. Employment

practices.

Standards for individuals providing

mostly case-by-case
Speakers to schools,
community groups re consumer problems,
legal rights

Recent Consumer Law Center

" Examination Boards ti.e. services.
Physicians, Dentists, etc.)
LIMBO ({(non-profit; quasi-government) Systems
Legal Aid Limited Program:
) . information.
statutes,
No literature
Uu.s. Limited Progfam

Post Office

Private, Non-Profit Systems

Better Business Bureau

requesting organization.

New: Consumer Guide to Postal Services

free at all branches. .Covers consumer
information about the malls, including

‘fraud warnings.

Extensive and comprehensive program.
Speakéers to schools, civic groups, any
Mobhile units

literature, fact booklets.

¢
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Private, Non-Profit Systems (Continued)

Agencx

Consumer Credit Counseling

Baltimore Urban League

Self-Help Housing, Inc.
(Example of localized
information in area of interest
and geographically)

Baltimore Consumer Credit
Assoc1atlon

Federal Governmeﬁt

Consumer Program

Mostly credit crises intervention.
Speakers to public and private
schools, other requesting adult group:
Distribution of literature (from othe:
sources) projected. Course to teach‘
teachers teach money management in

'school system.

Extensive, comprehensive program.
Speakers with clubs, interested group:
in Metropolitan Baltimore using visua
aids, films, etc. Brochures re own
services. Literature mostly related
to money management.

Response tq individual ingquiries.

Response to about 240 cases a week
Literature advising about general
ousing problems T
Meetings with neighborhood groups

Speakers_for schools and chers‘

Too extensive to cover. See 125
page booklet, Guide to Federal |
Consumer Services. Almost every
federal agency and many subdivisions

.have a consumer affairs office pro-

ducing amnd disseminating information
of interests to consumers.-—Examples:
Department of Agriculture (food -and
nutrition services), Federal Trade
Commission* (advertising, labeling,
credit), Social Secuyrity Administratic
Housing and Urban Deyelopment, Enviro:
mental Protection Agency, Product
Safety Administration) National Highw:
Traffic Safety Division, Food and Dru
Administration, etc.
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Telev;sion

The offerings in television may be summarized under:
(a) instructional television, (b) public broadcasting, and
(c) commercial television.

Instructional Television in Maryland is a division of the
Maryland State Department of Education. During the 1973-74
school year, ITV is offering’the following-

{1} a televised series in color entitled, Elementarz
Consumer Education, and

(2) thrée lessons in the thirty-lesson series, Basic
Education: Teaching the Adult.

The Elementary Consumer Education series deals with the
three consumer essentials: food, clothing, and shelter. Using
consumer products familiar to children, the 3 fifteen-minute
lessons in the series explore costs, labor, marketing, advertis-
ing, and profit. Each lesson is telecast four times a week at
different times of the school day. For maximum viewing opportu- -
nities, the series will be presented at three different times in
.. the school year: fall, winter, and spring.

Basic Education: Teaching the-Adult devotes three of its
lessons to the adult consumer. The lessons are 16, 18, and 20.
A summary of each of the three lessons follows: " ;
~-Lesson l6: To be a wise decision-maker in spending

money to one's satisfaction, the adult/
student needs some guides and some i
mathematics skills., i

. /.
--Lesson 18: The Adult Basic Education (ABE) inst#uctor
‘ / - should help students b«come famlllag/with
the values of a work- orlented\soc1ety and
help. to 1mplement these values in thelr
lives so that work becomes pOSSlbl?,

meanlngful and satisfying. /

i

{
/ .
--Lesson 20: The ABE instructor needs to know! the
materials available for their stuaents

S " use and how to assess the practlcal valld—
ity of the materials they use. .

Pages from the 1973 74 ITV Schedule BRooklet show1ng ‘'schedules
and giving descriptive headnotes are attached.

The Maryland Center for Publlc Broadcastlng presents a program
entitled Consumer Survival Kit on Monday, Thursday, ;and Friday '
evenings. The" programs include such titles as "Tires,"” "Used Cars,"
"Home Improvements," "Credit," "Weight Control," and "Air Travel.".
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Program # 3: Tires - explores the dlfference among bias
ply, ply, belted bias on radial ply tires and
gives hints on how to lengthen tire life.

Program #21: Used Cars - gives guidance for buying used
cars. ,

A consumer survival kit containing a bibliography and brOchurg
is attached to this report .

The commercial stations in the Baltimore area are WBAL

(Channel 11), WJZ-TV (Channel 13), and WMAR (Channel 2). .- WBAL-TV
offers "At Home in Maryland," "Learning to Do," and will offer
beginning in January, 1974, "Consumer's Notebook." These three

programs present materials relative to consumer concerns.

WJZ-TV offers "Consumer Checkout" at 6:50 a.m. daily (M-F).
In addition, the following programs frequently’ deal with consumer

problems: "New Directions in Living" (a series presented in
cooperation with the Baltimore City Public Schools), "Family
Counselor," and "The Larry Angel Show." Such specials as "Ask

Eyewitness News" sometimes carry dquestions relative to consumer
problems. :

WMAR-TV presents "The Woman's Angle" W1th Sylvia Scott daily
(M-F) from 1-1:30 p.m.

!
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