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) ‘ This teacher's guide for consumer education, one in a
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STATEMENT OF PURPOSE X

Although teens compose approximately 13%
of the consuming population their in-
,fluence greatly exceeds their numbers. °
Teens collectively spend millions of
dollars annually in discretionary
spending. As members ¢f families, they
also infjluence a major portion of the
purchases made by their parents. It

is not surprisling that they are wooed

by business and industry.

* %k %k %k %

. OBJECTIVES OF TEENS ARE

. IMPORTANT AS CONSUMERS
. For teens to realize they 'compose an
important segment of the consuming .
population. :

For teens to realize they need training
and guidance to develop the skil¥s
neéded to become competent consumers.

For teens to realize there .is-a dis-
tinction between the information needed
to make individual purchases and the
judgments necessary to make wise buy-
ing decisions, and that throughout

life information gathering will be a
continuous and necessary process in
order to exercise the principles of

" good judgment which were learned.

* k % k %

IDEAS TO TEACH IN TEENS
ARE IMPORTANT AS CONSUMERS

A1l teen-agers are consumers. £

Teens are inexperienced as consumers
and have received very little training

N
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TEERS ARE IMPORTANT AS CONSUMERS
SPECIAL INTEREST TEACHING GUIDE-.

Teen ConsuMer - PRoJECT

" 1in_this important area.

A Laterature

N
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" 4-H consumer education projects can help

* young people to become more competent as

consumers, - )
' ¢

It is a unique phenoma when teens who

. are not self supporting form an impor-
tant segment of the consuming popula-
tion-and exert a tremendous jnfluence
on the marketing system of a nation.
This is the resu1t of an affluent eco-
nomy. 3
Teens own an impressive co11ection of
items representing-many dollars spent.
Among their possessions t s have items
which they do not use thaf collectively
represent a considerable .ipvestment.
These purchases frequentty are the result
_of impulse bg?ang or p007 Judgment.

*****m

SUGGESTED RESOURCES
(Pesple ] .

Ask the manager of a teen shop, motor-
cycle shop, or a bicycle shop to discuss -
his volume of sales to teens and-for
them, and the dollar‘value of such sales.

The literature suggested below is avail-
able from the Florida Cooperitive Exten-
sion Service. Request from’%?ur County
Extension 4-H Coordinator.

TEENS ARE ;IMPORTANT AS CONSUMERS
4-H SI 36.1 M -- Member Piece!

TEEN PURCHASES

*K***

o Florida Coopepative Extension Service -
‘ ‘and Agricultural Sciences
University E{ Florida, Gainesville




SUGGESTED DISCUSSION OUTLINE

It s desirable for the group. to have
‘read the member piece TEENS ARE IMPOR-

‘Meaning will be added to the discussion
if the special interest 4-H members have
worked on one or more of the activities
. suggested in 4-H SI 36.1 M.

. ‘Many inf1uences working together
deve1oped the teen market. These in-
cluded:

‘- urbanization. The growth of large
urban areas allows young people to
come in contact with each other" ‘con-

" tinuously.

; new freedoms allowed within fami-

« Ties.

- increased leisure time and changes

« in family working patterns.

- better family incomes. '

- mobility, especially on ‘part of
, teens.

- = advertisfng.

\

2. Teen -agers have characteristics that

make them unique as consumers.

- They have not estab1lshed the1r

byying patterns. . .

They aren't restricted by expendi-
tures necessary for Jivelihood.

- They are eager for new. experiences.

They are developing new attitudes

and skills.

3. Teens are pace_setters. They want
the newest, the latest, the extreme and
untried. Fads appeal to them.

s, Teens obtain the money they spend
from many sources including emp1oyment,
parents and gifts.

5. Peer approval is one of the greatest’
influentes on choices made by teens.

6. Manufacturers and,merchants recognize
that teens are deve]oping shopping skills
which will serve them in later years.
They. endeavor to gain the teen's loyalty
for brands and products in an effort to

* 7. Teens have a. tremendous impact on . .

TANT AS CONSUMERS before the discussion.

= the amount of electricity and water -f-' £

8. Most teens assume some degree of res-
. ponsibility for helping with family shop=~ )
. ping. v

FT * k k k % . 3

teens are available that explain details v

v —//

family spending. . .
- Certain purchase4 are made specifi-
cally for the teen, sich thirgs as
food, clothing, schop] supplies, den-
tal and medical bi1]s.

- Teens indirectly igfiuence other »
purchases such as the size of home .
needed, the kind of.car purchased,

I Rl

used, the amount and kind of insurance
carr1ed by parents etc. .

- = 3 of each 4 girls assist.with the
fam11y food buying occasionally.
- 70% buy gifts for the family members.
- 10-15% buy some food for the fami1y

from their inceme. ¥
2

DID YOU KNOW THAT . . .

. . . teenagers come from higher-than-
average families - 28% higher according -
to Federal Government figures? arents
of teens are usua11y at or near /the peak
of their earning capacity. Additionally
more mothers with teen-age children are
in, the labor force than are mothers of
any other age group. Of course, the
salary of the employed mother adds to

the family income.

. . . a survey by Rand Youth Bureau in -
1968 found America's 28 million teenagers ’
spent twenty billion dollars that year? ;e
It was found tHat: . . ‘f
- girls ade 16-19 spent $16.85 per Y
week of an income of $19.50. - L
~"boys 16-19 spent $15.65 per week - I

* from an income of $18.35. ' Pt
- girls 13-15 spent $4.95 weekly from i

an ‘income of $5.80. '

- boys spent $4.85 weekly from an in-
-come of $5.65. ~

{

. . . about 11/4 million teens are stock- i i
holders? Books written espec1aﬂy for ’.,:

win their patronage for years to come. c;of the stock market and its operations.
i 3 . ; .

* k k k %,
,Pragared by: -
arriso © “Chata Bartscht Durkiam L R
g’:zur;:e*: Educ:t(on . Home Msanagement and o . ‘ s
Specialist . Family Economics Specialist . L *
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RECORD SHOP TEENS AND ADVERTISING " !
HORLD R N
.\ s BIKE SPECIAL INTEREST TE.ACHING GUIDE , S
‘ SHor L B oY
\TEEN CON,,SUMER 4-H PROJECT ‘ . : .
" STATEMENT GF‘PURPOSE . ) ’ Advert1s1ng can be used 1nte111gent1y
T . when you understand it and are aware °
‘It's estimated that youth watch 2,500 of" the emotional appeals.
commercials on television during one : . L
year not to mention radio, néwspaper, : KRRk ok *

and magazine advertisements. Youth ° .
) dherage 220 minutes in front of a-tele~ SUGGESTED RESOURCES
’ vision each week. This is more time - )

. than they spend with.their teachers. [PeopTe]’ .
With so much exposure to advertising,. o ) T
youth need to understand sales appeals The advertising manager from a radio or
in order to choose rationally from the television station,.newspaper, or adver-
many products and sérvices available. tising agency would make an excellent
i - resource person. Such individuals would
" ¥ KR K X . waht to talk about what goes into deve-
. . loping an ad or commercial, cost of
OBJECTIVES OF TEENS ANb ADVERIISING , various typest of ads, economics of ad-
vertising, advert1s1ng s responsibility
) For teens to develop an understanding to the consumer, and job opportuh1t1es
N that much advert1s1ng is aimed at the in th1s f1e1d 5 ’
.-. youth aud1ence . Cy
,To teach teens that advertising is ) T
neither a)l good or all bad. . - The advertising departmént‘of a news-
' . " paper, radio station, or television
To encourage teens to analyze adver- station would be very good. An adver-
tising to determine the sales.appeal _ tising agency would be excellent, if
being used . there are any in your _community.
To alert teens to the language of”ad- .o
vertising and how to determ1qg/ﬁh1ch o L :
information is reliable. o T TEENS AND ADVERTISING -
\ e 4-H SI 36.2.M -- Member Piece :
= * k kK % o — / S . . )
o : A-LOOK AT ADVERTISING - .
IDEAS TO TEACH IN VO Florita Cooperative Extension Service.. ¢

TEENS AND ADVERTISING Request from your County Exterj,lonlkﬂ
‘ ' | Coord1nator (EHE 88) Free i
The youth audience is a special target

’i audience for advertisers because Advertisements aimed at teens in maga-
the desire pfbyouth to tr{’gngfhings. zines, newspapers, on radio, and TV.
i7('dvert1sing is any form of public an- [Audio-Visual Aids |
. nouncement intended to aid directly or
indirectly the sale.of: products Both_of the slide sets sudgested "are
Pl avaiiable from the Floridd Cooperative
. Advertisers pften use emot1ona] appeals. Extension Service. Request:'from your -~
_ Such advertising does not really inform, County Extension 4~H Coordinator.at
i rather 4t encourages you to buy. least 3 weeks in advance. T
R T- . l . . .6 » K ) . . f‘ '
. E TC ) ‘ TS FiloridnCoopentivo Exten;!onSeM%e ' . .‘ ' o /’//
ERIC- ~ > insigs of Food st Agreund Seiehces . y -




.. Color;.5-7 miniites.,
. opment, obaect1ves and some advantages

LO

¢ 'get your attent1on +

*

A LOOK AT ADVERIISING
Explains the deve-

and disadvantages of advert1s1ng

THAT SMILE or -
N YOU BUY SEX APPEAL?

-

" " Color;.script on cassette tape; 5 mins

Presents. an introduction of advert1s1ng

" claims with specific information about

the advertising of two grooming- pro-
ducts: ‘toothpastés and mouthwashes.

* k. k k %

'SUGGESTEU DISLUSS FON OUTLINE

It's advisable for the grbup‘te(haye
read the information in the member piece

51 Benefits andvcriticdéms ofgadvertjsjng.

6. Advertising appeds - } : .
-= there are 11 appeals 1isted on the :
member piece.. Have the class list

" - at least one,ad us1ng each type of-
appeal. . . -

- have®¥ch member of the group de-

. . cide which appgal would be most ef-. -

*.d Favorite ads'and reasons.

) 8' Moét disliked ads/and'reasons.

10. 'D1scuss the activities the youth

of TEENS AND ADVERTISING before the dis-"

cussion. (4~H SI 36 2. M)

More meaning wou]d be added to the dis-,
cussion if the members of the. group had

worked on one or more of the act1v1t1es

"« suggestedin 4-H. SI 36.2 M.

.

1. Exposure to advert1s1ng --
- number .0f ads you can reca]l
seetng or hearing.today.
- what you do when commertials. are
on TV.er radio., ‘
- what you do when you see ads in
newspapérs, magazines or bi11boards
...read them or block them out. .
- what it takes for advert1sxng to »

/

2. Pros and cons of billboards -- .
-*information versus blight to the
countryside.
- alternatives to billboards, i.e.
a handbook listing al] services at
various exits on interstates. )
3. Definition of advert1s1ng. Po1nt out

how advertising emphasizes only the
desirable qualities of a product.

4. Advertising in magazines -~ .

- why magazines carry ads.

- magazines that don't’ contain ads
» and reasons, i.e. Consumer Reports.

. .
[ ! »
* ¢ ’

Mary N, Hn—rison
F - Consumer Educnuon
. \ N Specialist -

_ review board set up to hand1é criticisms,

'agd

TMMMmmewm,wimn

. ‘ing
$275,000, 0007

7"

Prepand b?#

" Chada Bartscht Durham o _. , = .

" SOME INTERESTING THOUGHTS -

. but they wou1d Tike to be11eve it."

fective' in gett1ng them tozbuy a
product. :

P

s

PR S P

9. How tQ_USe ads for your bEneY1t

have~done reJated to advert151ng

Vv
ot *****
1

DID YOU KNOW THAT .~ . ) '
. « . the advert1s1ng 1ndustry is trying ;
to, regulate 1tse1f? There.is now a - =

ggestions and comments pertaiping to
forms of advert1s1ng If the youth
haye some opinions about advertising, why
don't you suggest they write.this board?
The address is: Executive Director, "
National Advertising Review Beard,.850 o

Proctor and Gamble led in advertis- °
expend1tures for 1972 by spend1ng .
&

e Lk k ko ok ok -

According to Erich Fromm, a noted psy-
chologist, advert151ng manipulates the . ‘
general fear of not being loved. Love, : ~
in many commercials, seems to be depen-

dent on a gadget. There's no limit to -

what the gadget can'do. The "concept of .
a miracle" seems to be preseht ih many :
commercials. When asked if he thought

people be11eved ads¢ Dr. Fromm answered,

“Yes and no.’ They know it's nonsense, .
2

-
S ,

‘Home Management and T

Family Economics Spdcialist
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\ ¢ . UNPTEEN WAYS TO SHOP.
| SRECIAL INTEREST TEACHING GuIDE -
- Teen ConsuMER 4<H Prosect

’ 5 »

~of several‘departmehts, often under

. 4

" STATEMENT OF PURPOSE

. [ , ~different ownership, but governed by
> The retail store is an integral .part of a central management. - o
. the American €conomy. It is the impor- ¥ - )
tant 1ink between consumer and produ~ Specialty shops specialize in one kind X
cer--the last step in production and . of merchandise. Some offer individua- .- =«
the first step in consumption. There 1ized shapping assistance. | . ' .
are many different types of stores,and ) . s
, ~ numerous wiys t8 sell.  Each has its Voluntary chains are made up of indegg\\ﬁﬂ\\g ot
. .~ advantages and its limitations. ) pendently owned stores which buy col-
C e e N , - lectively for -economic advantages. -
oy Tk k k%% - Most are.operated by -an'owner manager
] ) v ) who meets regulations and standards es-
OBJECTIVES OF UMPTEEN WAYS TO SHOP . tablished by the governing body of the ?
. : o . 'organization. - S : ;
For ‘teens to learn about,the: various . ) ' s ST
methods of retailing. , ) - ) PR . b
For teens to realize tha& each method SUGGESTED RESQURCES .
. of selling and type of retail establish- - s
ment have limitations as wetl as advan- - .
tages. . .

) o - e K panel could be planned using reprg-
For teens to recognize that the intended *sentatives from different types‘of -
. *- _purpose of an item usually determines stores, i.e., department store, discount”
where it will be purchased. o store, mail order house, volunteer chain,
© R . , ~and independently owned_store. Each ‘- .~
ok k ok kk o © could 'discuss the advantages-of his
ST e ‘ type of retailing and some of-the 1imi-~
IDEAS TO TEACH IN UMPTEEN WAYS TO SHOP tations. ' . .o

No single store offers all the best bar-  [Places]- -

gains or buys.

- . oot - -~ Visit severa). different stores such as .

H By patronizing, a store;. you 'support its a discount store, specialty shop, and

¥ continued existance. N . department store. Compare the availabi- e
- "“ . 1ity of sales people, services offered, //

. Independent.retailers who usually oper- and prices. Have the students 1ist the

o . ate n:ighborhoog typgT;§gr$s ﬁre de- t?ings they 1ike and dislike aboyt each ./
- creasing in number. - This s because . place. _ o / -
4 they often find it difficutt to com- : L o/ \
; “ pete with-larger stores on prices. But , //

| they can offer more persenal services s e A

. ‘and an informal atmogphere.’ Umpteen Ways To Shop -~ 4-H SI 36.3 M

. - T Request from your County Extensfon 4-H

T Department stores usually are composed Coordinator. - . e o
PERICY . S < i oyt O

Univinity of Flotida, Gainesville
L)




.ﬁUGGESTED DI§CUSSIOU OUTLINE

It's des1rab1e for the group to hav
~read the memper piece. UMPTEEN WAYS T
. SHOP before the d1scuss1on. '
Mean1ng will. be added to the d1scuss1on
if' the special interest 4-H membdrs have
“worked on one or more of the agtivities
suggested 1n 4-H SI 36.3 M. -

N

* 1. The type of reta11 outlet used is
often determined by eirfumstances of
the consumer.and the purpose of the
purchase. .For example:

= if money is 1im1ted, cred1t may be
- . used.
- if transportat30n is not readily
availahle, purchases may be made by
*mail order or from ‘a door-to-door -
salesman. \
-a forgotton item M§y be purchased
from a convenience %tore long after
the other stores aré cLosed

ém
- growth of vend1ng achines.
_ = greater number of stores,where
customers select puréhases and pay
for them near the exi

LI T

ng constantly
nds include:

New trends are. deveT
retailing. Today's t
- Self Service. '

2.
.in

! ‘

- D1scount1ng ) '
- development and gro _h of d1s-
count stores. . ‘

- - intreasing variety 1nttypes of
discount stores,. i.e., building
supplies, clothing, grocer1es, and
department stores.
- Qr1g1nh1]y discount stdres were
lTocated in warehouses in Jow rent

. areas and offered no extras guch
as credit, attract{ve surcougdings,
de]1very serv1ce, ‘etc. Many now
offer surroundings and services
similar to the traditional stores,
while many of the traditional
stores are becoming "d1scount"

'

9

'k k ¥ *
Prepared by:
Mary N. Hamrison

Consumer Educatlon
Specialist .

réliabjlity. .
6. Discuss the special services offered - /
by some stores.. _/'

would want o bély. such

- Another trend is stores ouped 1in

. one -general location, indi idudlly ™~

_owned but regulated to some degree by
a central management.

- shopping centers a

malls.

- leased departments of department

stores such as_the photographic,

shoe or sew1ng mach1ne departments, .

shopp1ng

“3. Discuss door-t to-door se]11ng~-
" - Types of door-to-door salesmen--
" = the ne1ghbor who earns money as
a "spare timesatesman".
- the route man.
" - .the transc1ent salesman.

- Special problem of door-toadoor
-salesman-<
- a person at home is usua11y not
in a buying mood, so the salesman
"may use high pressure sales methods
to convince a person to buy.

4, Point . out that pr1ces are usua11y
higher from a door-to-door balesman be-
cause of a low volume of sa1es. P
. 5. Discuss how the ‘age of business es-
tablishments and their/locations may
be jndications of their stability and

buying on approval.
free delivery.

or 90 days to pay for'a purchase
ithout extra costs for cred1t
lay-aways. .
§g¢1sfact1on guaranteed or you
money refunded. '

. Discuss some:- of the items.th

1

buy used merc thandise and Feasons peop

h)

7/
Cbma irischt Durham
Home Mansgement and  _

Family Economlo\jpecml




SPECIAL INTEREST
TeeN CoNSUMER

STATEMENT OF PURPOSE L

Through the free enterprise system Amer-

- ica has developed the most productive
- economy the world- has ever seen.
“enables Americans to enjoy the highest

standard of Tiving of any nation in the
world. Teens need to develop an upder-
standing of, and an appreciation for a
the-Amerwcan marketing system.

v

N

’

* % * k%

'0BJECTIVES OF MERCHANTS,
PRICES, AND PROBLEMS ' g

For teens to deve10p an understanding
of and ‘an appreciation for the types

of servites provided by business and

industry. :

-

-~

Por teens to

%ecome aware of the com-
plexities of

he marketing system.

For teens to learn the differences in
marketing margin and profit, and the
rdle of each.

/*.*~* * %

IDEAS TO TEACH IN MERCHANTS/
PRICES, AND PROBLEMS

-

-

In a free enterpr1se system prof1t is
the reward for risks® 1nvo]ved in invest-
ing money. )

IO

Numerous factors must be ébns1dered when =~

determining retail pr1de 6f merchandise.
4

In some states, including Florida, cet-

tain items cannot be sold below the

manufacturer's suggested retail price.

Sales promotions are used to attract
customers and to motivate ‘them to buy,

Th'iS .':_",

o

.

- 4-H SI 36.4 L,

~

_MERCHANTS, PRICES., AND PROBLEMS /

TEACHING GUIDE

¢

4-H ProJecT

Most "bi compannes are not Tnd1v1dua11y

owned. ey.are owned by many small in-

vestors whq buy stock and collectively

own the company. Profits. are shared with

stock holders. ‘
‘ * % % % %

SUGGESTED RESOURCES
. e \
n

X 'If there is someone who has recént1y

i visited retail establishments ahd manu-
facturers overseas, d@sk him to compare
“@hose with American ones.

o

*nv1te a store manager to discuss pro-
PTems of retailing 1nc1ud1ng maintain-
*1ng good customer relations, pr1c1ng¥
sales, and service.

A fmanager of a compdny which handles the
ap'liance service contracts for several
refailers. Ask him to discuss: why
thik arrangement has been of mutuat bene-.
f1§ to both; service problems; and merits
&tore-owned service departments.

-

)

-1

Y

V1s1t .a warehouse or central d1str1but1on
center. Show. how prices are figured,
merchapdise marked records kept and
computg{1zed re-order1ng L

The ]1te¥atUre suggested below is ava11-
able from'the Florida Cooperative Exten-
sion Serv1te. *Request from your County
Extension ?rH Coordinator. .

MERCHANTS,,&BICES, AND PROBLEMS
4-H SI 36. 44M -~ Member Piece

Y

AT

{

‘10

. Florida &oopevative Extensidn Service, «
. . Institute of Food and Agricuitural Sciences
niversity of Florida, Gainesville

‘.‘

Y ’




s

MERCHANTS , PRICES, AND PROBLEMS --
oEHE 134~ . '

| Audio-Visual Aids |

The slide sets suggested are available
from the Florida Cooperative Extension
Seryice.. Request from your County Ex-
tension_4-H Coordinater at -least 3 ’
weeks in advance. .

THE PRICE PUZZLE

Color; 8-10 minutes; script on either
- cassette or reel tape. Describes

some of the factors involved in deter-
mining prices. i
REVELATIONS OF THE REGISTER TAPE~
Color; 6-8 minutes; script cassgtte
tape. Describes the interrelationsh¥ps
between pr1ces, wages, and consumpfion. .

SUGGESTED DISCUSSION OUTLIQF

‘It's advisable for students to have

read the member pfece Merchants, Prices,
and Problems (4-H SI '36.4 M) before the
discussion. ;

;and needs of consumers.

More meaning ‘will be added to the d1s- )
cussion if members have carried out one
or more of the activities suggested in
"4-H SI 36.4 M.

. )
1. Profits: . » ' /
- provide the incentive for 1nvest
ments.

- .are rewards -for work done, §
- are source,of funds for researgh to
dévelop and improve products. %

* . = are not assured in free econ

2. For companfes”to remain in business:
“ - they must have competent mpnagement,
- they must earn a profit. -

..at a central distri

‘pr1ces Tocally.

- 5, Some jtems

.from th

4. In some retadl establishments such as

chain stores and voluntary chains, r. -
tail prices are determined and marked
tion—center. Ad-
justments are sometimes made at the
store level to meet local competition.
‘Indeperdently owngd stores determine

I

' . f
arry a manufacturer's  sug-
rice, These items usually
have a wide marketing margin. If storés
sell below the manufacturer's.suggested
price, the Consumer usually feels he is’
getting a pargain. He may or may-not be.
"Fair Trades" laws some, mer-

gested retail

as trading stamps, loss Teaders, intro-

ductory offers, sales, special pyrchases,

6. zzzes promotions 1nc1ude such things

and'discounts. Federal regulations

govern introductory offers, cents off - * .

and frée gifts.

!
7. In a free enterprise g;stem the re-
tailer attempts to anticipate the wants
In government
owned economic sys ms, the government
attempts to anticipate these and con-
sumptiop is encouraged apd |discouraged
national level. These usually
do not have a wide array of| goods and
services.

8. Stores are /fresponsible only for their
stated»prgmi s. Statements made by
salesmen usyally are not binding. Re~
tailers often handle guarantges given by

the manufadturer, but the final dec1s1on§’_

and respopisibilities are those of the
manufact rer

9. All/sales are cons1dered final un]éss

- they must attract and keep customers, the retailer accepty returned merchan-
\, ‘ dise,/ Statements to this effect do not
3. A marketing margin mus¥ -be added to _ ¢ have to be posted. Merchandise which is
the,wholesale cost of merchandise. This sold as first quality and which.couldn't

margin covers the costs of selling, for
example, overhead, sales comnmissions .
salaries, taxes, etc. The higher the __
isk factor, the wider thé margin must

' be to guard ggainst loss.  : -

; Y

e Mary N, Harrison:
- . LN Consumer Education
Specialist

* * K

1_1_ panied with a sales ¢

Prepared b,

be/exam1ned can be returned if defe
when bought., For good customer rel
st stores do accept merchandise r
urned within a reasonable time if

/]p /o

*

Charla Bartscht Dutham
Home Management and .
Family Economics Specialist

f N
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STATEMENT OF PURPOSE/
We are living in a_credit economy.
Credit is promoted pxtensively through
newspapers, radio, television, direct
mail and sales clerks”who invariably
ask, "Will it be cash or charge?"
Credit is one of the consumer's most-
powerful financial tools. Whether
it will help or hinder consumérs de-

. pend oh their understanding of credit.

* % % %k %

L/ gBJECT VES OF CASH OR CHARGE .

\
To help the teens know that credit
costs monef. .~

5/to learn that credit has two
$ S finance charge and annual
rate, :

" For tee
" lsprice

1| teens learn the -advantages as
as' the disadvantages of using

IDEAS TO TEACH iN CASH OR CHARGE
. , R4
'« Credit’costs you money... -

" You should know how much credit is
going. to cost before you use it. ',

) - Credit has two price tags -- finance
o charge and annual percentage rate,

“ .
-+ . Credit profiotions often ook very'ap-
/ .~ pealing ung@] 1ogic!and reasoq’gre

applied t§ them.

Merchant¥ want consumers to use credit
p . begause it develops customer -loyalty -
) a Iessens‘xdur sales resistance.

CASH OR CHARGE?

TeenN CoNSUMER U-H PROJECT

. .pany or-credit union.

-
-~
N /

- advantages to using credit. t//x

* k k k % .
SUGGESTED RESOURCES . ‘

There aré several people who could
supply additional information or parti-
cipate in"a discussion on the topic
+ of credit. ‘They “inclide the manager
of a credit bureau, a bank loan offi-
./ cer, the manager of a retail estab-

‘. “lishment's credit department, the ~

manager of a small loan company as
- wé11-as the manager of a_credit union.. -

* = . 0 /
- .

. The ¢redit. department of a store that
- offers teens credit would be a good
place to visit as well as the Toan

department of a bank, small loan com-
0f course, a
- credit hureau would be excellent too,
if such a tour could be arranged. -

L4

[Titerature | -
.. The Titerature suggested below is - °

‘available from the Florida Cooperative .
Extension -Service. Request from your
County Extension 4-H Coordinator.

Cash‘or Charge? -- 4-H SI 36.5.M .
Types.of Credit -- EHE 115 :
Sources’ of Credit ~-- EHE 118 - . .
_How Do You Rate Credit-Wise? -- EHE 123
Can You Afford Credit? --.EHE 124.
Protect .YourselT Against Costly Credit
Card Losses .-~ EHE 136 ]
Consumer Credit: A ToolsFor Selling --.
EHE 143 - . >
: Consumer Credit'and The Law -+ EHE 142.

: . : 12
Q o . . ) )
« = ) - . ‘ . ’ . -
WI: MC AR - - R -~ -~ - Florida-Cooperative Extension Service” + ° P k
o o ic v \ .o Institute of Food and Agricultural Scierfces, v SR .

: University of Florids, Gainesville .

4-H'sI 36:5L .

*

///

ya
7/

: , : r L
~ SpeciAL INTEREST TEACHING GUIDE .o
< .
. ! : /:" «
There. are advantages'as well/dé dis- " -




| Audio-Visual Afds |\ . °

Both of the slide sety suggested are
available from the Florida Cooperative
Extension Service. Request from xour
- County Extension 4-H Coordinator at
least 3 weeks in advance.

. CONSUMER CREDIT

.» Color; 5-7 minutes; script on cassette
tape. D1scgﬁ§é§ the development of
consumer credit 4f

THE PBICE TAGS.ON CREDIT

Color slides or 81/2" x 11" paper 1ine
draw1ngs, 4-6 minutes. Discusses the

two price tags on credit -- the annual
percentage rg;e and finance charge.

UNSEEN COSTS OF CREDIT

Color slides or 81/2" x 11" paper 11ne
drawings’; 7-9 minufes. Explains why
all credit does not cost the same to
llrentll

* k k k %

SUGGESTED DISCUSSION OUTLINE

It' s advisable for the group to have
read the information in the member
piece of CASH or CHARGE? before the
d1scuss1on.

More meaning would be added to the
discussion if the members of the group
had worked on qne or more of the acti-
vities suggested in 4-H SI 36.5 M.

1. Reasons credit costs mone
- employee time and paper work for
extending credit.
- risk fnvolved for the 1é&hder in
gett1ng his money back:
--cost’ to the creditor for the mo-
ney he uses to_.lend to you.
- overhead costs of facilities,

equipment, utilities, and salaries. .

A

2. Two price tags on credit --
- finance charge

\. .

-

\

-~ ?

3: There are seasonal differences in—" .
. promoting credit.

Discuss-reasons for
promoting credit for:

- income taxes.

- "back-to-school™.-

.= Christmas.

4. Discuss the logic of credit promo-
tions seen and heard most often. Have
the group afflalyze the promotions to
determine the emotional appeals being
used.

5. Reasons merchants want customers
to use credit -- 2
- develops customer loyalty. .
- eliminates_need to always carry
a ot of cash with you.
~ lessens customer sales resistance.

6. When *s credit a good thing? JIné
other words, what are some advantdges
credit offers?

" 7. What are some of the d1sadvantages

to credit? tew

8 Have varioug members of the group
make up a rolg playing skit showing
an interview/for credit. One skit
might have someone interviewing who
would be a bad credit risk. The other
skit coqu show someone else who would
be a good credit risk. .

9. Have the youth wr1te a short com- .
position titled "When I Need Credit".-,
Havé them emphasize the facts. which
.should be remembered when they have

to use credit.

10. Have the class make a d1sp]ay of
things representing credit: contracts,

+ applications, advert?sements, articles

about credit, etc. “ <

4 N
11. Discuss the activities the youth
have done related to this lesson.

12. Have the youngsters investigate
some of the Florida's credit laws. -

-

/ - annual percentage rate K A -—
I : o co ~ :
o - v Prepared by: ..
' / . o Mary N, Harrison Charla Bartscht Durham  * VN

’ . Consumer Education 3 ~4 Home Management and .
l: KC . Specialist 1 Family Economics Specialist .
. S iinua S oL L. A L oK onon e S A e
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STATEMENT OF PURPOSE

e

Teens need to be aware of the many v

rights and privileges which they enjoy. ~
They should recognize the fact that re-
ponsibilities are essential to safe-

' guard their privileges and those of

other consumers.

k>k Kk Kk %k

OBJECTINES OF CONSUMER
RESPONSIBILITY FOR TEENS

To help teens realize that with each
privilege comes responsibility.

For teens to be able to identify the
responsibilities which they are expect-
ed to assume.
For teens to recognize the results of
inconsiderate acts on:

- themselves

& other consumers

_ - the business community s

For teens to Fecognjze that when they
disregard their responsibilities as
consumers, higher prices may result or

 certain privileges may be lost.

For teens tq realize they are consumers
of public seYvicgs,and that irresponsi-
ble actions -increfise taxes and reduce

availgb1e facilities. )

H
* k k %k *

. IDEAS TO, TEACH- IN CONSUMER

RESPONSIBILITY FOR TEENS

Cbnsumgr responsibilities and consumer
privilgges are the two sides of the

same goin. . . EHE 82
14
! " Floride Cooferative Exvension Servics, ., . ~
e et Fopd an Agteulugu Scancs L T

(13

CONSUMER RESPONSI%ILITY:FDR TEENS ‘,ﬁ
SPECIAL INTEREST TEACHING GUIDE.
Teen Consumer 4-H 'PRO.JECT'

L i University of Floride, Gainesvilis

Becoming a responsiblékonsumer is a .

sign of maturity., - '

Some consumer abuses”are crimes. For
example, shoplifting (even just for
fun) is theft and is a crime. 5o is
the taking of souvenirs without paying
for them. _ ,
. . %
~ Not only do ‘such abuses result in high-
er prites, they can result’ in legal
action against the abusing consumer.

* %k k %k %

SUGGESTED RESOURCES

) 4

"

A panel could be planned using repre-
sentatives from different types of
stores, an officer from the juvenile
department,. a motel manager, and. the
manager of a restaurant or quick fogd
service outlet. They could.tell the- |,
types of consumer abuses that occur and
- the results of such actidns.

)

9 B
Visit the Cgunty Court when & business
is sueing a consumer for some abuse.

N T

The Titerature suggested below is avail-
able from the Florida Cooperative Exten-
sion Service. Request from your County
Extension 4-H Coordinator. . *~

® oNSUMER RESPONSIBILITIES FOR TEENS

4-H SI 36.6 M -- r Piece
YOUR RESPONSIBILITIES AS A CONSUMER




[Audio-Visual Aids |

The slide sets suggested are ava11ab1e
from the Florida Cooperative Extension
Service. Request from your County Ex-
tension 4-H Coordinator at jeast 3
veeks in advance.

»
YOUR*RESPONSIBILITIES AS A CONSUMER
Colored slides; 5-7 minutes. Discusses
consumer abuses and inconsiderate consu-
mer behavior.

THE RESPONSIBLE CONSUMER

Color; 10-12 minutes; script on cassette
tape. Discusses shoplifting and other
consumer abuses.

ROLE OF CONSUMERS IN PRODUCTION

AND £CONOMIC STABILITY:

Colored slides; 10-15 minutes. Discuss-
es how consumer purchases and buying
patterns affect the products available.

-
2 .

* % %k % % L.t

SUSGEVED DISCUSSION OUTLINE

It's advisable for the group to have’
read the mamber piece of CONSUMER RE-
SPONSIBILITJIES FOR TEENS before 'the dis-
cussiofs

More meaning would be added to the dis-
cussion if, the members of the group

had worked on one aor more of the acti-
vities suggested in 4-H SI 36.6 M.

1. In a free ®enterprise system consumers
have the right to: . .
- be informed: to have available to
them information pertasmning to pro-
ducts and services offered for sate.
- choose: to be allowed to select
from a vast array of godds and ser-
vices those which they have both the
- desire and resources to buy.
- safety: to be sure products on
the market are safe to use, and if
not completely safes—the consumer
has the right. to be tdld this fact
before he is harmed.
" - be heard: the right to recourse,

have them heard.

2. In a free enterprise system consumers
also have the responsibility to:

- obtaim information about products
and services before making a purchase
and to use the information provided
on labels and in instructions to
“ensure that the purchase is used in

a reasonable manner and for the pur-
pose intended.

-. compare various products, consid-
ering cost, intended use, and the
effect of such purchases on the eco-
nomy. Each teen has the respons‘bi-
lity to be sure he buys only from
legitimate sources. Buying from an
unethical merchant rewards deception.
Buy1ng stolen merchandise’ rewards

* crime and endangers the consumer’s
investment.
- use the product in such a way that
it does not endanger either the pur-
chaser or anyone else. For example,
if a ,teen ‘were to buy a chemistry
set, he has-the responsibility to
fe]?ow instructions, to use it with
spec1a1 care so_that he will not
injure himself or anyone e]se nor
damage property.
- be fair and honest in all business
dealings; to respect and handle care-
fully other people's property, inclu-
ding that which belongs to busiresses
and to the public. .

3. The ability to assume responsibility
is an evidence of, maturity. A person
with mature judgement considers the
results of specific -actions. Perhaps
the 4-H'ers might discuss what would be
the actions of a respons1b1e consumer ,
if he or she:
- found a shopp1ng cart at the bot-
tom of a hill near a:store. -
- found a coke machine open, where
the bottles were within easy reach,
at a gas station that was clysed.
- discovered the sales clerk under-
charged him for a purchase. .
- saw someone shoplifting.
- saw a friend throw a brick through
the window df a store after it had

Pd

to register his grievances and to closed.
3 * * k k X 4
¢ R , . Prepneur '
. L + + Mary N. Hurlson Chaxla Bartscht-Durham
) Consumer Education Home Management and
© Specialist

1 D Family Economics Specialist

43

~
..




Within the next decade there is a good
possibility Americans will be buying
milk by the liter, figuring distances
in kiTometers, and measuring their
weight in kilograms. The change from .
the English to the Metric system of
measurement will be easier for those
with an understanding and knowledge of
this system of weights and measures.

% % * k *

OBJECTIVES OF THE METRIC SYSTEM

For teens-to be aware of the benefits
of the métric system. -

To prepare teens for the problems that
will be encountered during the period

s

of conversion.

To encourage teens to become knowledge-
able about the metric system and how
it works.

v

4

* % *k k¥ %

IDEAS TO TEACH IN THE-METRIC SYSTEM

The metric system is easier and sim-
pler to use since all measurements are
figured as either multiples or frac-
tions of 10.

The United States i$ the only indus-
trial nation not using the metric
system of measurement. -

in the world marketplace ifi ' don''t
change tg.the system of measurement
a]readj%gdopted by all the other in-
dustrial nations. )

The United States will suff_%éheavﬂy

* k& k% % %

16

4-F SI 36.7 L

THE METRIC SYSTEM_ o
SPECIAL !NTEREST TEACHING GUIDE °
Teen ConsuMer 4-H PROJECT

ON THE LIGHTER SIDE . . .

The effect of conversion to the metric
system is going to be widespread.

On the humorous side, the change is
going to give some strange twists-to
many of eur .familiar old sayings. -Use
the sayings below for a clevér inter-

"est approach.

pl
L

-

198, 4 grams of prevention is worth
453.6 grams of cure." :

nGive him 2.5 centimeters and he'll
take 1.6 kilometers."

" wouldn't touch that with a 3-meter
pole."

"The- Texan was wearing, a ‘3g-liter hat."

"There was a crooked man, and he went
a crooked 1.6 kilometers."

* k% % % %

SUGGESTED DISCUSSION OUTLINE

It's advisable for the group to have '

. read the ihformation in the member

of THE METRIC SYSTEM.before"
(4-H SI 36.7 M)

piece
the discussion.

More meaning would be added to the
discussion if the members of the group
had worked on one or more of the acti-
vities suggested in 4-H SI 36.7 M.

1. Benefits of converting to the metric

~system =--
..’ - It would help to efpand America's’
world markets.’ Qur Rroducts are

increasingly at a disadvantage in
the world marketplace because they
require tools and parts based on
the English system in countries

where the metric system is standard.

Florida Cooperative Extension Service

( ‘ ) - fnstitute of Food-and

Agricultuml] Sgiences

University of Florida, Galnesville

Wiee
DA - v

’




- Changing to the metric system
would make it easier to import and
export manufacturing equipment and
partially assembled products.

- Conversiqn would save untold man
hours since the metric sys is far
easier to work with and there would
be no need to continue doing “calcus
lations for two systems. For exam-—"
ple, it's estimated the aerospace
indystry alone would save $65 million
a year in engineers' time.

- Comparison shopbing would be easier
for the consumer since the metric
system,1s built on units of 10.

- Repa1rs on imported products would
be simplified.

- The conversion period could be a .
time for improvements in labeling and
packaging of products. .

- Visiting or 1liying in_a foreign
coiintry would not be so confusing to

ericans. //,/’

2. Problems involved in converting to
the/ metric system --
- Many tools and machines in industry
'would have to be modified or scraped.
- Dual inventoriedof parts would

- Cosumers would have to buy new
measuring devices.

- Cookbooks and pattern measure-
ments would have to be xewritten.

© - Res1stance to change would be a

problen.
- Since- some measurements would be
» changed, replacing some buitt-in

items might be a problem.
3. Conversion is estimated to take
about 10 years. ~
4. Discuss ways to teach people about
the metric system. Have the youth tell
how they would help their parents and
others adjust to the metric system.

-5. Discuss the terms of the metric
system. Have the youth practice using
the terms.

6. Give the youth some weights, lengths,
and volumes to convert..

7. D1%cuss Centigrade versus Fahrenheit
methods of measuring temperature.

8. Discuss the activities the youth-

have to be maintained duripy the have done related to the metric system.
.kutransition period. B :
. T ‘TEST YOUR WEIGHTS AND MEASURES I.Q.

The following two tgsts are designed to do
regarding-the virtues of the metr1c system

ENGLISH‘SVSTEM

1. The Jar contaan 5 ounces of honey.
Is that it's wejght or volume?

2. The lot is gquare and one acre in.
size. How many feet of wire is needed
to fence it?

3. The window is. 52 inches wide. The
fabric is a yard wide. How much'more
fabric is needed for it. to be as wide
as the window?

4, The temperature is 5°F above freez-
ing. What is the termperature? .
5. It costs 28¢ for 71/2 ounces.
much would a pound cost? =
. 6. Is 16 ounces one pound or two cups?

How

* % % %

Charls Bartscht Durham
Home Management and -
Family Economics Specialist

17

Y

away with any doubts anyone may have

/
| METRIC SYSTEM -

1. The jar contained 1 deciliter of
honey. . ks that it's weight or volume?
2. The ot is'square and 2 dekameters
in length. How many meters of—wire
is needed to fence it?

»

3. The window is 15 decimeters wide. -

"

The fabric is a meter wide. How much -
more fabric is needed for it to be as
wide as the window?

4. The temperature is 5°C above freezing.
Whdat 15 the temperature?

5. It costs 28¢ for two hectograms.
How®much would a kilogram cost? -

-

o~

* 4 I

Prepared by:

Mary N. Harrison . B
Contumer Education ’
Specmm L
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| 4-H ST 36.8 L x
| -

SHOPPING SKILLS
_SPecIAL INTEREST TEACHING GUIDE

Teen ConsuMER 4-H ProJECT :
" STATEMENT OF PURPOSE SUGGESTED RESOURCES
. ¢ \ . [ .
The youth that graduate from high : -'_-Peo Te / .
school today_can expect to earn over . / \
o $370,000 during their lifetime. A representative of a Better Business
Spending this much money involves Bureau would be a good resource per-
< making many shopping choices. Youth : son. This individual could relate '
need to develop good shopping skills how the BBB operates and how. they
if they are to get more of the things =~ can assist individuals. This resource
they want with their money. person might 1ike to relate incidents

.where individuals have been the victim

¥k ok ok % . of their own poor shopping skills.
OBJECTIVES 0F SHOPPING SKILLS . If your community has an action line
. .type of newspaper column, one of the
For teens to realize that even though staff members who works on,the cases
the development of good shopping woyld make.a good resource person.
skills takes t1me, now is the time to They could discuss the types of pro-
‘ begin learnirig these skills. . blems handled and why these situations
. . o occur,
* . To help teens ‘understand that good

) shopping skills enable.you to get more
.of the £hings you want w1th the money

: _you have. ) The 1ite§ature suggested below is
available from the Florida Cooperative
To help teens learn some of the basic Extension Service. Request from your
shopp1ng sk1lls. County Extension 4-H Coordinator. .
’ To ‘alert teens to some of the shopp1ng SHOPPING SKILLS
habits to avoid. : 4-H SI 36.8 M -- member piece. , Free.
* Kk x ok ‘ SHOPPING TO GET THE MOST FROM YOUR MONEY

. : EHE 90. Free. .
* ~IDEAS TO TEACH,KIN SHOPPING SKILLS

o o L - SMART SHOPPING
- Improved shopping skills can be as EHE 144. Pree.

effective as an increased, income. e ) . -

' [ Audio-Visual Aids | 2

5 Reliable information is necessary for
, one to be a competentic¢onsumer. SHOPPING SINS (Youth A:gi/nce)
, : Florida Coopérative Ext on Service.
Our wants are unlimited, but our money Request from your County Extension 4-H |
is limited. Thus, cho1ces must be Coordinator at.least 3 weeks in advance. |
. made since we can't have evéryth1ng we Color; script on cassette tape; 5 min.
' © want. ST Discusses ways consumers waste money
' _ Vx o : 18 when shoppmg. U _ e

Ny
4

’ : Florida Cooperative Extension Service
Q & Institufe of Food and Agricultaral Sclences

- Unlversity of Florida. Gunuvﬂle

*
~
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SUGGESTED DISCUSSION OUTLINE

It's adviseable for the group to have
read ‘the information in the member
piece of SHOPPING SKILLS before the
discussion.~ (4-H SI 36.8 M)

More meaning would be added to the’
discussion if the members of the group
had worked on one or more of the acti-
vitie$ suggested in 4-H SI 36.8 M.

1. .Stress the importance of gooa shop-

" when .buying items on sale.

_ 4, L1st the types. of sales commonly -

held in your community, i.e., inven-
tory, clearance, promotional. Ask the
youth to tell about their experiences
You might
have two pan¥ls of youth to discuss
the advantages and disadvantages of
buying on sale. Below are some points
to consider when buying at a sate.

- Why is the item not selling at

the regular price?

- Will the item soon be out-of

date or sty]e?

ping

skills --
our wants are unlimited.
our money is limited.

- Has the price real]y been reduced?
- Is the sale price lower-than the
regular price at another store?

thus, we can't have everything.

but good shopping skills can help
us get the most with the money we

-

have. . " ¢« ‘
. . 6, Being able to.apply what is learned

2. Discuss good shopping skills the
youngsters will want to start deve]-
oping. '
- deal only with reliable bus1ness~
men.
- learn all you can about the item —
you're buying.
- check guarantees and warrantles.
-* comparison shop to find the best
buy. '
- read and understand contracts
before signing.
- consider time, energy, and money
required to shop carefully.

3.- Discuss the shoppiné habits that
should be avoided. It's suggested
that you use the slides and cassette

tape titled SHOPPING SINS at th1s
point. i

o2 e

5. Discuss reasons why each consumer
needs to develop good shopping skills.

is most important. Below is a situa-
tion that will allow the youngsters

. to apply things from this lesson as

well as other lessons. .

** A new family has just moved. into
the neighborhood. They are from a- -
nother country and are not used to-
advertising or having so many makes,
models, anJ colors to choose from.
They need to buy many things for their
home, For each of the products.and -«
services listed below, have the young-
sters in the c]gss discuss how they
would advise” tge family so_that they
will get the mgst for the{E-money.
(There* may be other products and ser-
vices you 'd 1ike to add to the 1ist.)

~ bi€ycle for teen-age son

- avoid "spuychas1ng

‘ —ton't be "in-outer".

- avoid "emgty spend1ng

- avoid "double buying".

- avoid paying mere tban you have
to for a purchase. .

- avoid the "something-for-nothing"
gimmicks.

- avoid "snob appea]" buying.’

. week's supply of groceries .-

color television

‘repairs on the roof of the house
car that will have 22 be purchased
on ‘credit.

7. Discuss the activities the youth have -
done related to shopping skills.

: * ok ok k k s
' " | ) Prepared by:
£ L2 , .
C Mary N. Harrison ~ Chaxla Birtscht Durham - * .
- Consumer Educmou 2 Home Management and -,
ST - - - -, Specilist- ~ - - 1«9 Family Economics Specialist '
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~ "TEENS ARE IMPORTANT AS CONSUMERS

Consumers are people who.spend money to buy goods and services produced by some-
one else. Teens represent an important segment of the consuming population. In’
fact, teens are such important consumers that manufacturers and retailers spend

much money on market research trying to learn which kinds of things-you will buy.

o

HAVE TEENS ALWAYS BEEN
IMPORTANT AS CONSUMERS?

As consumers teens were unimportaﬁt un-
til about 30 years ago, Prior to this
time they had 1ittle or no money to’

.  their earnings were small and were ap-
plied toward essentials such as food

and clothing.

\ Today, approximately 20% of the U.S.

~* . population are teenagers.

ert ‘considerably more influence than

) their numbers~jndicate. Today's teen

"'+ dulture is the result of an affluent
sqciety--one which has a large leisure
class of young people who are of work-
ing age, yet who are not employed. Most
of these young people are still in .
sthopl. If théy do work, it is on a
part-time basis. .They-also get money

.. from their families.and are free to -
spend their mU?ey as they choose.

- spend. ~ Although many children did work,

5

»

Yet they ex-',

b

Many ‘interrelated factors helped to p}oduce

A few such factors are 1isted below.

*_.Teens have more money to spend than

ever before. . : ‘
_* Most teens earn some money, which
" - they spend for "'wants". .

2 . -
. .

*

v

21

. « Florida Cooperitive Extendion Service
Institute of ¥ ood apd »
Ui:f\?.li" y of Flerida, Gameriile

ARE MERCHANTS REALLY INTERESTED
IN TEENS AS CONSUMERS?

Even the casual observer ‘can quickly
see that businesses are very inter-
ested in the téen consumer. For
example, think about the: b
* many commercials designed to reach
children and teenagers.

*

teen aepartments in, stores.

*

teen boards in department stores.

-

-
o

influence of*teens on music, dan-
cing, styles and language.

*

Teens are importapt. Collectively they
spena millions of 'dollars each year.
Most of this money is spent for non-
.essentials. Millions moré are spent/
on them by-<their parents for both es-
sentials and non-essentials. -

) : HOW DID THE TEEN MARKET DEVELOP?

“the development of the teen market. -

* Teens are encouraged to buy. ,
* Teens-have the freedom to visit stores

and to shop without parental approval
. and/or supervision.

T
Berences . #

* .
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* Most teens go shopping with friends, no longer imitate their parents or other
not parents. . 2 ~adults. Instead, adults seem tg imi-
* Teens have transportation to stores tate young people in some ways.
and places where merchandise is sold. * Most teens are-impulse spenders. They
‘ * Teens are pace setters, Today teens . lack skills as consumers. ‘
~ _© WHY DO TEENS,BUY? ~ . -
Teens have difticu]ty distinguishing Most teens assume some responsibility for
between real needs and imgginary ones .  family chores. Due tp certain family cir-
or "wants". Some of the emotions that “cumstances, teens often do some of the
motivate teen spending include: family purchasing. For example: ‘
* Se]f—1nterest or a desire’ for self- - * abput 40% of today's young people .
Tuifiliment. * They buy because: have mothers who are emp]oyed outside
* of the desire for peer approval o the. home.
"a'friend has one. . * about 90% of today S. teens make some
* the item gives a fee11ng of impor- v purchgses for their family. !
tance. * about 10-15%.buy gifts for the fami- i
* a desire to attract the oppos1te ly from their earnings. - i
SEX _— JL
C ~
WHAT KINDS OF THINGS DO TEENS BUY? K
Studies indicate §eens spend most of Teens own a wide var1ety of th1ngs ‘Most
their money for entertainment, trans- own records and a record ‘player, rad1o,
portat1on expenses, clothing, snacks, camera, watch and bicycle. Othe;#commo
grooming supplies, personal care items, possessions are televisions, tape recor
dnd hobby" supplies. S .. . ders, elejs;ic-razors and typeyriters.”/
) THINGS: TO DO

You can select 3 of the 5 following activities to do. Write your answers on a
separate sheet of paper and attach to this.page. These activities will help you.
ledrn more about thfs lesson. If you would 1ike, you can do all the activities.

Conduct a survey of your: class. Make 4., Talk with one of your parents of -
a 11st of items commonly owned by teens ° grandparents and find -out what kind
in your area. Learn what percentade of purchases they made when they were ygur

your class have these possessions. age. Also learn how young people of{f A
- S g s that time obtaiped their spending mopey'’.
* 2. Keep a record of @11 your purchases Compare their experiences with your fﬁnd
for one week. ' Indicate which were made write a short summary.
for your“Benefit and ‘which,to assist the N .
fami]y.q ) ) . 5e Interv1ew a merchant who caters ta
'  -the teenage clientele. Ask him to tell
3 Find out how many teens are in your how his store attracts teenage customers.
school. Multiply this number by the a- You may wish to write an article on
mount of money that you spend in one the interv1ew for your school newspaper.
week. Do you think this amount, of mohey If you don't write a news article, write
would .be of intqrest to the merchants? a short summary of what you 1earned..:
* ok Kok k . a 5 ??
Prepue.d by . N - ¢
Mary N. Harrison Chasle Baitscht Durham’ u
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Advertising is much Tike nature. It's
everywhere. Ads are seen along highways
and byways en bill boards, trucks, and
buses.. Even the-brand.name on a car is
L a form of advertising. Ads are on hang-
¥ tags, labels, store windows and shopping
g bags. Sometimes pianeg carry streamers
advertising a parti

The mai] carrier‘brings 1,500 pieces of .
direct mail advertising to the average
family every year. Magazines and news-
papers are‘filled with ads. And, of.
course, from the moment . you\turn o the
radio #h the morning until the TV is

© shut 6ff after the late show, you are
PO tO]J to ley. bU,Y, buy'

,(»

Some people wi]i tell you advertising is’
offensive or apnoying. Others will say
it's informative and even enjoyable and
entertaintng. However, advertising is
best defined as the action of calling

{Benefits of’Advertising_J

* Advertising teiis donsumers of, new
goods and services.
Advertising ‘tells consumers of new
uses for known, products. )
* Advertising tells consumers where they .
o . cah buy $pecific goods and, services.
3 . * Advertising tells consuriers the prices
" of goods and'services.
* Advertising reduces- the cost of news-
papers and. magazines to readers.
- % Advertising pays the cost of radio
“and. teievision programs.

. E ~
-X ‘ . ‘ « . .0 2,:
. (AR . "
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In fact, if you re typical, it's esti-
mated that you're exposed to 1,600 ads
That dpesn't mean you notice
a1l these advertisements. Consumers
build up an immunity to ads .and often
don't notice them at all. The average
consumer is conscious of seeing or hear-

ing.only 75 to 80 ads, of which only .
" about a dozen make a real impression.

. As a teen-ager, you belong to a speciai

youth audience. This is the audience

* many ad-men aim at because of your de-

sire to try new things. Stnce you're )

. fhe focus of so much advertising, you

e N - WHAT IS ADVERTISING? _ ¢

- Tic by paid announc

~ to make you want to buy it.

%

‘),

need to understand a ]ittie about the

subdect,

’

something to the attention of the pub-
ints.' .Further,
advertising emphasizés only the desir-
able*qualities of a product in an attempt

O

WHAT DOES ADVERTISING DO FOR THE CONSUMER? _—

: lCriticisms of Advertising 1

/
* Some advertising is misleading and

... downright deceptive.
.. * Much advertising creates consumer dis-

satisfaction and ercourages spending.

* Some advertising promotes products that
are either positively or potentially harmfu1
* Some advertisements use famous peopie.
Many consumers are !naware that such -
people are paid mondy to say what they , |
do and probably don't even use ‘the. product.
* Mych advertising is useless because it
.doesn't give u§efu1 relable informati/o[‘.

_ University-of Floxida, Gafnweville

l: MC . . L . ° + institute of Food and Agricultural Sciences
- e e o v e e e
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- * desire to be 1iked and‘accepted. * desire to, be "in" or popular.. yf .

* desire to be attractive, especially to * desire for guccess and indepen fice. ggh.d
the .opposite sex -- in other words, * ego and vanity. v
sexappeal. ’ * desire for status.

* interest in the new and different. v ., * desire for bargains. ~ 1 R

* desire for pleasant. associations. * desire to prove parental love and ,f”

- * fears and'feeiings of insecurity. responsihilities (adults). ' '

You may find other emotions, hidden- desires or even fears that infiuence your

selection of goods and services. Think for a moment, Why do you buy mouth wash ////

+ 2. List several produc
--celebrities. Does wh

L 4

ADVERTISING APPEALS .

Advertisers have found that it's more effective to appeal to your emotions than ¢
your sense of reason or logic. Since they're in the business to get you to buy,‘\s‘
you can be sure they'll use the 'most effective means of advertising. Advertising . .
uses many appeals. Some of’ the more basic emotional appea1s are listed below.
Advertising appeals to your '

or tooth paste or deodorant? Why do you buy the brand you buy? Emotions, hidden ‘
desires and fears do influence our purchases. This isn't particularly bad. The ,////
important thing is to understand the reasons you buy the products you do. Somet

we pay more ‘than we should or buy things we don't really need when we don t under-

stand .our reasons for buying. .

-

INTELLIGENT. USE OF ADVERTISING , /

' L}

As a teen you are the target qf much advertising. To inte]iigent]' se advertising,

you should: _ . . . ’

* realize the goal of advertising is to ut only -
sell a product or a service. a product.

* learn to recognize the approaches used _exaggeration

in advertising

obtain .usefu} information from ads.‘ , 4/ products. . . S

You can ect 3 of the 5 foliowing a vities to do. Write your answers on a
separate Sheet of paper and attach tg/this page. These activities will, help you
learn more about this lesson. If ypt would 1ike. you can do all the activities.

1. Usé the various types of ad ia to Classify each as' either: offensive,
learn more about advertising appeals. - annoying, informative, enjoyable, or -
Make a'-1ist of at least 30 adyor commer- none of the.atgwe. If “none of the
cials. Categorize each ad gfcording to ' above" give yoUF feelings about the
its advertising appeai. \ ad. .

advertised by - 4, Save all direct mai] ads for 2 weeks.
the celebrities ~ Figure the cost of postage. List each”
influence your item advertised and the cost. How much ,

say_about the produc
: would- have been needed to buy everything? e

attitudes?

¢ o

3. List the pr fuct .in all .the commerci-° 5, Do you think things are advertised that ‘
wls you eitherfatch on TV gr hear on ‘shouldn't be? List the items, the media

sthe radio dupfng a 4 hour period. i used for advertising. and give your reasons.
Prepared by: . .

Mary N. l-lmiaon ‘ Charla Bartesht Durham
X gou\mn ldueauon . *  Home Management and

ll‘annr Kconomics SPoewht
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UMPTEEN WAYS TO SHOP
Going Shopping? Where? Why? There the sample you saw. .
are umpteen different ways .to shop. .
People shop in different ways because Some things’are sold at parties held in
they are different. They have different homes- of .friends or neighbors. Since
wants, needs, and attitudes. others are buying, you may feel you
should too -- so that your hostess can.
You'd think something 1ike trousers win her prize for having the party.
would be simple to buy. But it's not ‘
quite that easy. First, you'll need If you go out to shop, you will find :
to know-if they are for a boy or a girl. . many kinds of stores. Since buying is ‘
.Are they for church or play? When do in the store, let's call this "in-store" 1
you need them? shopping.
Some.people buy by mail. They may see Some stores specialize in -one type of .

Q

: ""‘:“"“"" ;);'”” ij"’ - ""“ T v

.a picture in the newspaper, magazine, or
on TV, An ad may come in a letter. It's
easy to buy by mail. Of course, you
can't be 100% sure of the fit, quality
of material and workmanship, or - when
you wi]] get your order.

You can flip throught the pages of a
mail-order catalog either at home or in
the store. No one pressures you to

You must read the description.

, buy. a wide riet of merchandise.
) . Sometimes
. they just don't look or fit like you __ Botiques are specialty stores which

thought they would. Also, you must wait
a few days for them to arrive.

You may dial your order.\ Some stores
allow you to order by phope and the mer-
chandise will be delivered to your home.
This can be convenient but you on1y know
about this one product. Ybu can't com-
pare it with others which are for sale.

A sa1esman fay .come to your door. - He
may have the merchandise with him but
usually he only has a sample to Show
you. He places an-order for you. You:
sti11 have to wait for delivery. When 2§

it arrives, it may not be exact]y 1ike

l!utlt\lt

1 ey

have,to serve yourself and be your own

!‘lorid;éoopcnuvusxuwonsmicc.», -
f Food and Agricultural Scloncn “roay
oy tsity of Florida, Galnusville

merchandise. For example, men's wear,
women's clothing, shoes, sports equip- .
ment, etc. These are ca11ed specialty .
stores.

Department stores bring together many
specialty stores under one roof. Each
of these specialty stores is called a
a departme Department stores offer

specialize in the unusual, They
people who want the "in" things o
"way-out" fashions. They carry things

not usually found in other stores. ’

‘Dh}:ount stores specia]ize in "bargaih

gre for

prikes Some bargains may be found if
know how to look for them. You will
salesman.

“Factory Out1ets" usua11y are places
where manufacturers sell directly to the
public., These usually are late-in-the-
season items or seconds. Sometimes.
“factory outlets" are operated by persons’
oA .
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who buy seconds, broken Tots, and late- | When a person has several usable items
in-the-season items from manufacturers which are no Tonger useful to him he may

. and sell them to the public. By care- have.a garage sale. The shopper may
ful shopping, you may find barga1ns * Jjust find a bargain if he knows his needs
- and can recognize quality.’ .
Shopping: on whee1s is ga1n1ng in popu-
larity. Prive-in eating places, banks, C1ass1fled ads are used by pe0p1e who
cleaners, and movies allow you to shop have tﬁgngs which they want to sell.
without leaving your cahJ A . This is another p1ace to 100k for bar-_'”

. ¢ gains. N ' '
Shopping centérs proyide a number of | ‘ o ’
individual stores in one central lota- . There are stores which-handle second

+ tion. In some places all of these - .- hand.merchandise. Some of these have re- .

stores open.ihto a mall. This allows usable merchandise donated to them to be
the shopper to move from store to store _repaired by handicapped workers. Their,

at a comfortab1e, 1e1sure1y pace. ‘prices usually are low and .they sometim
,offer real bargains. There are'other
Yet, there are even more ways to shop - Istores which buy and sell used merchanf
Th1s«fs because people have: so many % ..dise, for examp1e furn1ture app11anc s,
., interests and needs. _ . . 7 ‘and cars.. ‘ A

— 2

b . . R .

'+ WHY PEOPLE SHOP WHERE THEY DO 'f‘& -
Prest1ge or status is 1mportant
~ to somé shoppers. They need

reassurance about their taste.

Some people will go out. of their
way to find unique or unusué]

1tems.

-

Some people choose a store
‘because of its low prices.
They hunt for bargains. a

i~

o> /
Some shoppers choose a store "
because they can get. in.and
" out quickly. It saves them
2 time. : :

CoL - o Courteous and erend1y serg1ce
, Some shoppers choose a store -° . - is the reason why many people
9 3because of its location. It — ' shop where they do. / .
. : ‘~ is convenient and easy to
Cf reach, they don't need much

transportation. e .

ro - - 'THINGSTODO

Some shoppers chp seyto shop at
stores where th én use credit.

N \’ ‘&
T )
You can se]ect 3 of the 5 fo1low1ng act1v1t1es to do. Write you answeys-on-a

separate sheétcof paper andattach to this page. ‘ These activities wi help you ’
learn more~about this lesson. I; you wou1d Tike, you can do a11 the activities.

1. Take & look at your favorite shopp1ng 3 Which 1; your favorite store for mak- _

T .community. Identify two of each of the . ing purchases? Exp1a1n why. .
. following types of stores: - | ‘
7" * department store ,” *discount store '”;w 4. Which is your least favorite store for
¢ .k spec1a1ty ,Shop /e *bout1que T vmak1ng.purchases? Exp1a1n why .
s _ \
Name 5 items you'‘ve hought recent]y - 5. Do you. have ‘a tendency to buy from the.
Gfue the name of the store and 1dent1fy . sameé stores “as your friends? Woufd you
5 4he type of store it is, List your rea-"" rate this tendency as always, sometimes,
/son for makmg the purchase at that store. . or never? Explain briefly. , .
// ) . : 3 . . ' Prepued by: e - ot ' hal-sid e .
/ . , N . MuyN Hartson LI "‘I" Chnrln Btrtscht Durham ’ L
mamsnma~ * Consmer Educatwﬁrh 26 et g::ﬁyﬁ%:;ﬁfg sl::: wm .
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N MERCHANTS -- PRICES --/PROBLEMS . . . .

Merchants provide consumers with a valuable service. They'assist with the movement
and transformation of products from raw materials to a consumable form. During
this process, three kinds of value are added to merchandise,

FORM_VALUE . If the merchants didn't do this we might
This is the value added when a product be freezing in our summer clothes when
is converted from raw material into a we needed to be buying winter clothes.

more convenient form for the consumer.
Few of us have any desire to buy a live PLACE VALUE ™
chicken for dinner. We prefer it slaugh- . The merchant provides a place where the

. e

tered, cleaned, and ready to cook. consumer can conveniently inspect and !
- select merchandise. Merchants spend |

TIME VALUE - : money for buildings and display equipment

This is the value merchants add by buy- .s0 that you can see an item before you|

ing and holding merchandise in storage buy. They alsé spend money for sales
.until it's needed. Merchants have to . people to help you in your selection.

plan ahead to provide for our wants and Imagine wanting a new outfit of c]othés

needs. For example, merchants buy win- and not being able to Took at the clothes
. ter clothes in July when we consumers or try them on for fit!

are still thinking only of swim wear.

These services are part of the American marketing system. We should realize that
merchants invest money, time, and energy into providing such servicess These ser-
vices do increase the 'cost of the items we buy. That's the reason you pay more
for a record than the cost