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o es:hew1ng garments and sub31st1ng on :aats ‘and berrles, we w111 con-

E N

2 e . K . . PRI Pl s

o+ . preface - BT

]

We a:§ all cﬁnsumers. Uﬁless WE choose to llVE 1n a cave.,

- sume prcdu;ts -and serv1ces every day ‘of our livesg. In the. pr@:é

we w111'%§é;d_by far the best part of a llfet;mg'svearn;ngsi Iet
formal education traditiénally has offered litflé'in the wéy of
Préparatlan far becomlnq a proficient efflclgpt consumer,' Certalnly -
a degree in economics does not in itself equlp\ane tD sgend anﬂ consume
wisely, any mcre than a. PEdlatIlElan is autemaélcally equlpg to be

a good pa:enti What we know about prudént ccnsqm;ng was- genagally
;éarned in hémely-fashian at the knees of our el,ersj "Waste naé;
ﬁaﬁt ﬁat"* "A penny saved is a pénny Earnad"* "Pénny wise, pound
foolish"; "Use it up, wear it out, make it do, cf a@ w1thaut.

All that is :hanglng, Hawever Dur growing §waren =55 of the

. rlqhts and resgcns;bliltlesrcf cansumezs has had a profound impact on

our s:h@als, and teachers are finding themselves hard pressed to
respond adaquately to the ;ﬁcr3351ng deman@ for :Dngume: aducat;gn in
the clas%&@ém. We hope that this PQPEI;;Qné of many ERIC/ChESS-SSEC
pubiisaéiéﬁs designed to give practical help to claggracm teachers--
will pr@vidé use%ul ideas for c@ﬁtent; strategies; apd:reseur:es in

this important currlculum area. : - T |

James E. Davis

"Associate Director
Social Science Eduecat ién Consortium,

Inc., and ERIC Clearinghouse for

Social Studles/Scc;al Science’

" Education ;
i

i



R . : o - 7 ) 7 H 7
" . . . . . LG

Pféfi&:&; i. .= % & % & = ' & =, . = V LI
B - . w

N Intiﬁﬂuﬁtiﬂp L] = = ‘; L = L] - = = = .é & -

A Note on Testing ... . . . . .

'I‘able:gifiggpi;enté ,

1. 'Education for Consumer Decision Making . - . . . . . & ' S

Consumer Behavior ... . . . . .

o ~ Personal Economics. . « . . .

' The Consumer in the Economic System ... .:. . . .9

1

.- The Consumer in the Marketplace . . . - ;ig X .. 13

2. Suggestions for Teathing Consumer Pducation. . .« . . 15

"'- L] = = i-'i! - 15 i

C e e . 22

"
(x4

- Pr%mazy GradesS. . . « « s s = s+ +°%
o InteFEEdiate Grades . . = . - - ; B '17
Junior High School. . . . e e e e s .L. « - 20
S;niar High School, tégei;: . e s e
3. Cansumér EdUEatiEn!RéSEBI;ES in the ERIC Systemix.ig 25
Learning Activities . . . . . . . . a‘ s s e s s
. Rescurces fér Teachers. . . « =« = = =

Selected References from Other Sources

[

”\

ERIC -

Aruitoxt provided by Eic:

i



.77 Introduction

The clock radio awakens you to news of the latest Middle East’

7 " crisis. During the neyscastly@u:§re exposed to four ;@mme:ciai

g _  ' T annéunceméhpsi On the way toesﬁhéél, you observe ten advertising signs -
én the bﬁé,énd séveral Eilﬁb@afas along the bus rﬂptg;,uﬁtjszhgcl+,;he,m,
ass;stant principal ann@uﬁées the opening of the anﬁual'SQﬁg 1§bel
drlve. Upon your return hame you égeh'threé dire:tgﬁail aéve§€iseméﬁts.

oL . A telephone sallé;tat;an urges you to ‘take advantage ,of -a home~-

E‘;ns”lﬂtian special.- A ha;f hour with th@ daily news aper 1ntradu¢es
you. ta 30 or 40 more ads. After settling down at the end ‘of ‘the

. evenlng,far an-hcu: or twc Df telev;slcn, you are éntarﬁa;neﬂ ‘at a cost

! .

- - . ... of 2Q more commercial. announcements.

i What does all this mean? it means that the privaté=2ﬁtéf§fise

‘ . -a:qigmy lE wooling your hard- earned dollars. The 21@ million consumers
in the’ United States spend 53 billion every day. Most of them probably
wauld acknowledgé that they do not always spend those dollars wisely.

, The teenage market is important to many sellers. ACCDrdlng to
a;£EEEﬂt'éSﬁiﬁatEi more than 32 million people in the United States
are between 14 and 21 yéars of aga. Highéschcgl—age youth have more
than $25 blllan annually in Earnlngs, gifts, a;lawancez. and family
1@355 to spend at their awn discretion. A study by Scholastic magazlné
revealed that 17 percant gf all U.S. teenagers had their own television

sets, 18 percent owned tape recgzders, 21 petcent owned outboard motors,

]

- 68 pe cant had the;r own cameras, and 87 percent cwned watchez.

Besides making their own purchases, teenagers are thought to influence

axéeﬂﬂitur&§‘af at least $35 billion by adults.

R R All the d~éisicn3 made by :cnsﬁm&rs influence others, and de-

s are made primirily on the basis of personal values. Because

- values education, decision making, and:devalggmenp of raticnal ﬁﬁinkiﬁq
1

basic components of consumer education--are among the objectives

Thé‘tnﬁsumer in American Soclety
9,

' . “Cited in Arch W. Troelst
(New York: MeGraw-Hill, 19 74)

. LT, i

'TJ
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of social

studies instruction, much of the content of the emerging

discigllne of consumer education is appraprlate fér a saclal stud;es

Part

—_——— —education

i

Fart 3 describes saurces contained

first patt and offer

t =

curr;:ulum

1l of thislﬁghagraph hriéfly illustrates the kind of theore

=

—e

art 2

Pragfaﬁ; selectively appfgprlatés ‘concepts from theg

Finally,

-

ugg&stiaﬁz for classroom activities.

in the ERIC collection--some

useful for teaching and others for resource identification.

A Note on

>

-

Testing

As the pressure

district

\P
L]

own tests
available

engaged a-

students in grades five“and eleven.

for

acfountability continues -to mount, school

and state departments of education are either devel@piﬁg their
to measure céﬁéumer’eﬂucati@n or relying on the few natiagally
récently

instruments described below. Florida, for example,

professlanal evaluatlan organization to prepare tests for

Ohioc includes sample test items

in its consumer education curriculum guide.

One of the commerctally produced tests designed for secondary

students 1
test publi
(1212 Aven

test is primarily on consumer

In 19

Consumer Competen

Inc. (480

lines for Consumer Educatiol

In

O

ERIC
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However,

s Test of Uﬂiéfgtandlng in Personal Economics, a 50-item

shed in 1971 by the Joint Council on Economic Education

o
ue of the Americas, New Yar}:f N.¥. 10036). The focus of this

economics; items related to consumer

b
behavior and consumer protection are not included.

Eiicﬁf
ée, ’

ies, was published by Scholastic Testing Service

76 a test aimed specifically at consumer education, Te

Meyer Road, Bense llle, T11. EDl@E); Based on the Guide-

s

-

in

the Duval County Consumer Education Erajezt; now

produced a serles of consumer
Although

n be

rests o and saecondary grades. -

in the developmental stage, they will soo

N

3 z; 1 .
elieves is apmragrlaﬁe fcr & school consumer . T
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‘1. Education for Consumer D22l51an Mak;nq
. . - ' .

i

I am a consumer. My wife, our two school-age children, and our

dog are also consumers. Since I*work under contract to a school dis-

trict;'Wé”livé(pn'a fixed .income. (Eéﬁtunatély, I am also. employed

during the summer school session.) We have a mortgage on our house,

we own a car in good working ccﬁaitibn, and waiare all in good health.

Our particular- style of llVlng is ccmfartable but certainly not

aluxurlgus, Like most fam;llés, we make dozens af as@noglc decisi®ns

every week. Hawzgan we derive the most benefit from those decisions?

is it 1mportant to be aWarE of the factors that ihfiggp;e us to make

%éEItalﬁ economic choices? How can we.str etch our personal dollars ,

1

while acting in thE best ecanamlg interests of our larger saii

What shauld we do, and what ElSé do we need to know, to help
y )

economic systam become sounder and more produ:tlve?

*

our family sgends almo#t 95 percent of our yearly income..

d;ffe:ence do our dollars make to the American economic system?

%

.Whaﬂ

ety?

Al£ ough .our family's dollar votes alone may not have mugh influence

on business economic decisions, when our dollars are added to those

of all other cansumars, their influence is significant. Indeed, the

aggregate dollar votes of all consumers détermine the nation's economic

i

condition. TIf each o

ﬁs}iégfns to make more-knowledgedble consumer

decisions, the nation's economy will improve and most of ys will be

personally better off as iesultif

=1
Many consumers are also producers; they produce various. gaads and

&

services for other consumers. In return f@r these products or

vices, they receive a share of the output they have produced;

share is called income, or wages.

this

Consumers alsa receive income in other ways. They may own

s58r=

/f_

property and receive rent, or they may re,e;ve dividends on i@fpafate;

stocks. If they have savings, they earn interest income.

income is received from government in the form of

Social security payments and unemployment compen-

their income to government--federal, state,

® zuch transfers. Both individuals and bu5

and

4

=



£

O

ERIC

Aruitoxt provided by Eic:

FProm tax revenues, governments provide transfer payméﬁts~t§!¢cnsuméf5

who. meet spégifled :and;t;@ns (e.g., those whc are rétl: d or out §£~'-

',, =

work) .

The income consumers have left to spen&;;fterrgayiﬂgAtaxégwis

called disp@sable personal income by economists. Heiﬁiﬁé people unééré

:EfG,ESS 15 the gaal of ccnsuméraeducat;@n. In addition to understand-

3

1ng the e:anémic system, it is important that consumers be aware of the

factors tliat 1ﬁfluén:e their personal economic behav1ar,%%he real costs

related to spending aﬁd saving §22151§a5, armd the maans ava;labla to

help them prutect the;r own. Lnterests in the marketgiace.
. 5

s

Cansumer‘Eehav;ar A .
" %;:ﬁsgagy has long been included in the social studigs :u{;éiulum,

e part from

B
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psychology. Although consumer behavlar is a yr ung field, it has
vielded zancep{s and general;zatlans that can help people bette

understand their own ECDH mic behav;af ‘and improve their ﬂEElSlDﬂEmEklﬁg

" strategies. Howeve®, it is important to keep in mind that generaliza-"-

tions about consumer behavior are tentative and subject to change.
all caﬁéum&rs are planners to some extent. They plan both major

and'?gncr Purchases,Aalth@qgh few of them plan small day-to-day pur- ,
chases.* When no planning has occurred, some items are said to have
been purchased on impulse. r L

g A%; §Gn§umEf behav%gr is instigaied by a}spécific event, wﬁigh
may be biological, psychological, or gDClGnglEal. (Hunger is @ﬂé
example.) An event results in a perce;ved need td%have something that

is lacked. The psychologist A H Maslow guggestéd that there is

It
H
L

a hl rarchy of Su,h needs; he nked them, im dEgCEﬂdlﬂg order of.-
T
importance, as follows: (1) physiological, (2)-safety, (3) love and

belongingness, (4) esteem or prestige, and (5) continued development

ne's self. Other psychologists have identified different cate-

2nd ed. - (Fnw

f

York:
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The psycho 1@ ical and economic Qgﬁceéts of need are 3imilar but
not 1dent1cal. Thé écéﬁomist defines needs as those things necessary
for phys;cal well- -being. Eﬁen an event, creates a need,® the result is

a gtate of discomfort, or tension. When their needs are not satisfied

é i

pe@plé feel ynsettled.- When afsales appeal is a;rected to - persan

lﬂ such a st@gte of - unrest, 1t is more likely ta be Efféﬂtlve.
. & ¥
Far examgle, one research study. §S§eéfat #HE béhgv1ar zf Ewo

grapps of persons. ‘One group- had eaten breakfast and*thé other had

nat;t Wben bﬂth gr@ups shopped 1& r food using a prepared }ist tha -i ,

k]

: g‘ hﬁngry grﬁgpAbaught more items ﬁ f‘ﬁnxits,iigt t an tHE group that had .

B
eaten; (

All activities of a consumer are subjegtfgg environmental in-=
fluences--the weather, the layout of a ¢ity, the comments of other

/Qéaple. A cgnsumar may ask a ialleagué at work to re:ammend a good

television fepalr person. Nejghbors may exchange opinions about’the

latest style or skirt length. Teenagers may buy things in an attempt
o
" to, win the approval of classmates. ,Being a member of a family often =
causes a consumer to make purchase decisiong consistent with tHe.values—

held by tHat family. " Each of the influerfces mentioned is a reference

1
\ 7 I o )
roup-=a group to which a gaft;th r consumer belongs.

=

CQEEPWEES are also influenced by reference persons, or role .

models. A rd&e model is Qércgiv?ﬁ as possesgsing Chéractefistiis that

\ : - -
Performers and athlétes are Eréﬁuently chosen as role .f@dels by young

people. v .

\\ Social class is a significant reference:group and thug an impor-

tant determiner of cbnsumer behavior. To the extent that péople

*  identify with a particular social class, they tend to displdy those

aspécts of consumer behavior {hat are assé&iatad witlhr ‘that cla S

- Our sensory perceptions also have a bea Lo our consumer: *

behavior, and advertisers are very much awar:t2§i23w we receive - .
. o ©
messages through our senses. - A four-color advertisement attracts ©¥
more aﬁtentlén than a black-and-white ad and conveys mor;améaninq-
When advertising is repestad, it .is meEZILkC;V to have an impact on
the decisions made by consumers . o '
o -
. 3
&) - ¢

IC - - : T R
" ~ s ®

v a particular consumer would like to have. Motion picture "and television -

ral: Don't shop for fc«:cl on an ernpty stomach.) ,,:_,,i,.,ﬁ-;ﬁ_,,,”-.,m@

:’f




Advertlsers often use. symhcls lﬁ an attémpt to pfﬂmpte a pps;tlve

. . A £
,‘- ’ lmage af praduct or sarv1ce. A symbal is a concrete P esantaﬁ:cn

i

; of an“abstsact ;dea;‘ Calﬂrs aﬂizaii/fymbéllc mean;ngs, as do cef%aln
"

/Fgra%%f? - L ] ) .
- ally, :d%tamer satlsfactlan has a baazing gnvconsumer behav;ari!

o Whén cansumers aré sat;sfled w1th a Praduct they will buy ;t aggln.

Iif anaugh umers are unsat;sflad with the range af roducts and
E§9ﬁ5 S P

%fi= ’ BeerEeg vallabla, their callectlve camplalnts may,brlng abcut the -

#

e des;rea changés. B T to.
! ? o : “ -

L ﬁﬁf'_P rscﬁal Econqm;cs o : - - 'X -

i

< The decisions made by Dge cgnSumer to spend or save are sometimes

referred té as personal economics. A l971 publicatiorr of the JOlnt

"

. Council on Economic Educat;ap,defiﬁed personal Ecgngmlcs as "a’ 5tudy

-

" of "the individual's declslon—maklng process and part;c;patlon in

economic life in the roles of warkérg consumer, and citizen. Emghasia

is placed on his activities of earning, spending, 'borrowing, savihg,
investing;iaﬁdfinfluengiﬁg colledtive decisions as, a’ citizen of the

r Since the rescurces available to most of US are insufficienT to
/.
i

-rg'

' ~ satisfy all our wants, one important aspect of Persanal economic
d;éj‘léﬁ making is %@ﬁéy management. Good management requlres caieful

E ' :fpi ﬁn;ng, and probably the b tool f@r cohomic planﬁlnq is a budaet

Eg usi hg a’ budqet wg can allccate our limited resources in a way that

fefle ~-ts our valueg, needs, and wants, furthermare, a budget helps us

kgsp tabs on Ether our es; penses are exceedin Qur income and whethar
g

we are putting enough of our income into savings and investment.
oA Y

- o4 S . L e s . L
: i Oné of the first personal economic decisions a person must npake
- E - ' ]

is how he or she will earn income. Although most people derive their

hd
o]
]
U
m
w—m‘
g
[
I
e
iy
[
=
g
i
l.-—l
i
o]
1
1
]

ceive income from the ownership of

property and from transfer payments.  Although there are significant

ER -~ djifferences in the amounts of income received by individuals and

families, the real value of income Lg dEtEfmlﬂLd by the prices of
- . H ¥
: . ;
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Fnen corfsumers qann@t‘payl?éf the

oo

. = .
urrent income, they may save sdéme

chase ok thev may buy such itéms "on crédit." -Hom

borrow 'm

unions (for

a few. It

insurance p

e who buy on-cr

10

Most

to orrow and

%
on&y--commar
\Q ‘.

‘members) ,

iz dlso possible

adit or b

1
Pl o kRa gaver Iin the form of intorsst.
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[ts are thelggtLéfactlQns received.

and there is always a chance

will be less than expected.

2
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than at a higher price.
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* It is also true that people who producer goods and services for sale
1

3 * i : e -
DOE varving degr 3 114 %
: ~ certain commodity will be farand for Jsa

=nough to remember World War II wi l'recgll federal price controls
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ot amily =arns
oo 390 a month 5]
- 5100 a month on food. .They would like to buy a
: = k ' find that the monthly payments

- *
. have influenced some o
. .
uestions you might ask: 2
. inst=ad of 21507

each month if the Boles

A

Yonld there be enough money

i

How much money would be left each month if they did not
B =) .

) ' buy the new
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selected productsz.’ Dup. student has &,CopyY -

ask students to use the
. ;

1. Which product has the smallest price differences between
stores? Which has the

2. Which supermarket rz the best price f peanut butter?

Super Market, what would you
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Eamparat;ve Sh@pp;ng List

: Saaper Dooper

Market . Market

Sam's Supar

Quality
Market

Tuna (charlié’s),
*7-0z. can _
- Ground chuck, 1 1b.
" Reanut- butter -

. (Crunchie)., 18-o0z. jar

Milk (ElSJ.E s) , -5gal.

! B
e o _
N

.53

.99
*53;:‘ i

.99
.67

83 .87

7

Sada (EurP), 1240z . can 8/51.08 8/$1.44

- _Gelatin dessert 2/.39 2/.41 3/.32
: (Fl@ppy), 3 -oz. box \ = *
‘Bread (Baker s), 1-1b. loaf .34 .39 .29
) ﬁstrawberry jam (Stickee) ,, 1 .95 ) : .89 7 T.93
; . B-ez. jar ' '
# ’ o _
i
L Ask students to compile comparative shopping lists Shawiﬁg the
¢ Prices of two or more similar products (for éxamplé, coffee, yogurt,

b G
ice

|..m

Using all the
- ‘students’' l;sts, grgghiggt the prices of the same_gr@dugés*at different
 stores. Ask students te select the store that generally gives con-
Sumers the mgst‘faf their money , and discuss reasons why some people
ghGDSE'EG d%_theif Shﬁpéinq elsewhere.
N . .

Sénipﬁiﬂithgchggl

F Exercise One

?erf@fmancé objéctive: Students will identify examples of

o

Dncepts from newspaper articles.

developed): Sca y, resources, wants, opportunity cost.

<
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-and ask students to write their names on their ngwspapers. Tell

Ry

[
a

Instructional matefiarsiﬁéedédi A classroom Set of newspapers. /-

Distribute newspapers to individual studants Qr palzs of students

-students ‘to look Qarefglly thr@ugh tha papers for articles that have
T .
fsame talatlanshlp to one or more mf four économlc terms or ;éneeptg; .

Fou have Erev1cusly lntrgéu:edf ssa:sltg; wants, :essurc&sf and

egpcrtuﬂlty cost. You may subst;tute ather terms if these are npﬁd
appraprlate. Ask the students to bracket those aftlclgs or paﬁtlans
cf articles that deal with one or more of these ﬁoncepts and ;ndlﬁate
in the mar?ln which concepts are involved. Aftez they have read ap
article, students should be able to Explaln how a partlcular EVEnt

affected one af these CaneptSE-fo examgle why ﬁhe :apglﬂg of

{

wells causes gas to be scarce.’
: . -

Allow approximately 15 minutes at'ﬁha end of the elass period. far

F

students to read aloud the brgéketed material. This exercise may ba
repeaﬁaa for other topics of specific congumer interest--e.g., .rises

n pri ces or interest rates or the rec all of prcducts by manufa:turers.

Exercise Two

Perfaﬁﬁaﬁce objective: Students will identify factors

influence’ their-consumer behavior. )
éoqcept devel@éad: Env cnmental‘inflhences on, the consumgr .

' A?éivitiagg Have the students read some material on cénsumer
Eéhagiéi in preparation for a class discussion on what influences
peapl%’ﬁa buy (see Selected References, page 34). ThiHElSEuSSlDH ¥h@ul§
aeaigwith the f@liéwing,quésﬁiansz

1. Why dé‘PééplE shop in a particular store? (Sample answers:

- convenience, prestige, friendliness of salespersons, attractive store

layout.) .
2. Do different types of consunfers have different motivations

for making purchases? For example, are the motivations of teenagers

diffarant from thoss of older persons? Why? Does social- ﬂlaas make a

I
h—-l
La
rt
i
]
1]
pal
9]
m
',..l
o
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H
]
jury
T
L
ju!
[0s
ke
i)
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+
I
]
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How, does your ‘peer dgroup influence

(For ‘example, special foods or holidays might afrfect people's pur-

chasing decisions.)
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"°3.' How do advertisers take advantage-of the factors mentioned?
Cite éxampleg. ] _ 7 o
‘hgi A;e people influenced ta buy certain things be:ause ather

Peaple wham they admire supposedly buy them?

"Ask stuﬂants to keep track of their pur:hases during a given week

and then turn.

= = 5 3 ] -
buying decisions.

s

.

‘)"‘

1ﬁ;a wrltten analySLS of the f,;tgzg ‘that motivated: their. .
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3. Consumer Education Resources in the ERIC Sysﬂ,@
. ,
The ERIC (Educét;aﬁal Re ources. Lﬁfarmatlan Center) system con-

‘tains a 1arge numbér af resaurges fa: lncarpgratlng cansumér Eﬁusat;an

into soc 1 stuﬂlesfscclal sclence eaucatlan. This sectlcn 15 aevcted

to bfief ﬂéscrlpt;ans of. salecteﬂ ERIC éﬁtrles, along w;th the-

clearinghouse aaggss;an number f@r each ditation. A more= E@mprehen51ve »

list of reférgn&gsagan.be-éampiled from the ERIC index, Research-in
Education. S :

Te obtain a copy of a"journal Srticle listed in thls gsection

e

(1nd1cateﬂ by an EJ number preceding tha gntry), lﬁqulre at your local .

library or c@ntact the journal's main folcei -

Other documents (indicated by ED numbers) are available from the
ERIC Document Reproduction Service (EbES):*éMicr@fiché (MF) or hard

copies (HC) of these dacuments can be obtained from EDRS, Camputer

Microfilm Interﬁatianal Qgrp@ratlcn (p.0. Box 190, Arlington, Va.
22210)". All orders must refer to thé ED number and must be accompanied

by prépaymént, including postage. Fgu:th=cla3 postage for the first
75 MF or HC pages is $0.30; each additional 75 MF or HC pages costs
30;11l’ (one MF contains 97 document pages.)  For documents not »
available from EDRS, the ordering address i; inecluded.

. If there is an ERIC microfiche collection in a nearby university
library or resolrce center, you might'pfefer to look over S?ééiiii
documents there before (or insteaa.@f) éfderiné ffcm EDRS. To obtain a
list of the locations of ERlC microfiche- collectlans, write to User
Services Pngram ERIC/ChESS (855 Er@adway, Boulder, CDlQ SQBQE).

In addition ta the resources in ERIC, there are numerous textbooks

sumer education. A4 brief list of selected referenc&s fr@m Gther a
: .- . SRy

sources follows this section. All the resources listéd!éfeAappliEable

to consumer education in a social studies curriculum, alth@ugh some

‘are more directly relevant than others. 1In add;t;an to learn;ng

3 4 = = B L ! 3 3 x
~activities, 'they centain many other kinds of resources hat can be

used in effectively teaching consumer ﬁducatlan in the social studies

or elementary-school classroomn.

=

Nl
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- on the manufacture, . transportation, and marketing of a product for

ipraduet (paper airplanes) and selling it.

Léé§ningxécﬁi?§;ies ‘

<i§2145 506. - Painter, Richard A. “Papar A;rplanes‘f A Class;gam

Activity." Journal of Geography 75, no. 7 (Dctaber i976),
Pp. 427-430. Concepts developed: production, market'
* - This article describes a learning experierice for upper-
elementary or junior high students. The suggested activities focus

-

consumers--specifically, convertihg raw* maﬁérlal (Eager) to a finished

EJ 140 587. Erunl, James V., and Helene Silverman. - "Let's Do It:
Intggﬂuclng Cohsumer 'Education.” Arithmetic Teacher 23, no. 5
(May 1976)- pp. 324-331. -Concept d&velaped. money . >

The authgrs present a series of games des;gned to give children

§ract1¢e in maklng change and operating with money.

EJ 'EE‘EDSl- Bradbélt' Samuel. “PEZrequlsIEa far _a Consumer: An
- Inspection of Advertising.in the Classtoom." Social Studies 6%,
no. 2 (March-April 1976), pp. 76-79.- Concept developed: adver-
tising. : ) S :

This article describes several classroom.adtivities fcr éxamln;ng
the persuas;ve technlqu25 used in consumer advertising.

EJ 113 352. Little, Timothy. "A. Simulation to Launch a Study of Law
and Consumerism." Social Edueatign 39, no. 3 (March 1975),
pp. 159-162.; Concepts developed: advertising, government
regulation. o : o
ugpé: Elementary students w;th a framé Df refatence féf assegs;ng
practices in advertising and in thé.mafkepglaéei -
b - .

£

ED 118 428. Socials Studies Resource Supplement to the Consumer
Education Curriculum Guide fof Ohio. Columbus: Division of
Vocational Education, Chio State Department of.Education, 1971. -
EDRS price: MF $0.83, HC $6.01 plus postage (ﬁb3 pp.) -

Concepts developed: business cycles, economic stability.

The gcél af thiﬁ consumer educatign téaching guide is;ta actively

sac;etv has Qrgan;?éd ta preserve economic Stabll;ty Des;gned fDr
the use of social studies teachefg, fhe units are devoted to (1} the
economic system, (2) income précuremént, (3) consumer behavior deter-
minants, (4) consumer altéfnat;Ves, (5) roles, rights, and respon-
gibilities, and (&) i cscurees. Specific topics, objectives,

activities, and resource materials are suggested for each unit.
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-ED-1l7 D?é: B‘Eeill James‘E. Tﬁe Ma:ket Sgstem ) Bﬁes It ﬁéfk?

Dow jones and Coi; l375§ PriﬁE: MF SD .83 Elus p@staqe, HC
$2 95’ (HC ot~ available from EDRS; order from publlsher,
P.0. Box 300, Princeton, N.J. 08540) . E@ncegts develaped-

market, supply, demand, praflt; campet;tlan.' -

Developed as-a guide. far high school taa;hé:s, these materials

, are-designed to help students unde:stanézthe United States economic

‘earliest lessoms deal with basic concepts; later lesson

system. This teaching guide E:esents ngectlvas, concepts, procedures,

and evaluation for using the accompanying student materlals. The
introduce

‘Yariations anl Gomplexities. Chapter titles correspond ‘to the .

" student .version of the materials. s

L

L .
ED 104 778. Roman, Annette. . Green Power: Wants and Needs.

Grade 2, Unit 3, Focus '

Youngstown, ohio: Board of Education, 1971. EDRS price:.

MF $0.83, HC $2.06 plus postage (38 pp.). Concepts developed:

wants, choices, lncamé, consumption.

. Consumer education and the differengey between wants and needs is
the focus of the third unit of this second-grade program. The
suggested activitieés focdus on five topiecs{ (1) sourceg of incomé,

{2) how to know what to buy, (3) how people develop wants, (4) how té

;dééiae what to buy, and (5) haw to get more for 1255, The uﬂit algg

and Students“as consumers. The aim of thé §r@gram is to help
students hecéme aware’@f pféssures on the consumer . Supplementary

ED 099 297, éafa@ne; Kenneth, and Mary Paine. Consumerism and the
Decision Making Process. Brockton, Mass.: Project QUEST
(Quality Urb. Environmental Study Training), 1974. EDRS price:
MF $0.83, ¢ $° 57 plus postage (23 pp.). Note: Transparencies
and slides n»+ :oned in this document are not available from

EDRS. Concepts developed: advertising,’ satisfying wants. -

Ihese actiuitieg for qradés féuf through ninénaré aesigned té
thcse related t@ personal sPending patterns‘and.the meth@ds used in
advertising. The guide opens with a vocabulary list, then presents:
five hypothetical situations that simulate the decisions involved in -
spending money wisely. The next section describes seven forms® of
propaganda and suggests 25 related Pfajécts. Finally, three consumer
games for the classroom are suggested.

i
on.-Inner City Social Studies series. =
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"ED 086 597. Consumption Economy. Grade 10, Résaurge Unit &, Project
- . Social Studies. Minneapolis: Project Social’Studies Curriculum
: : _ Center, University of ‘Minnesota, 1968. EDRS price: MF $0.83,
' © HC $12.71 plus Pagtgge (231 pp. ) @oncept developed: business
cycles.’ e ' : :

- ‘ This tenth-grade unit is .the sixth and last-unit developed by thE'
v - .University of Minnesota's Project Social’ studies on continuity and

,-’ﬁ}ks i ‘chaﬁge in American civilization. The unit is primarily devoted to the
' development of the consumption economy and its social implications.

. . Major attention is given to the depression of the 1930s and to the

. « causes of business fluctuations. Current American values are compared
to those of the colonial era. The course is designed to teach atti-
tudes and inquiry skills as well as generalizations and concepts.

ED 053 045. Stoltman, Joseph, and Everett T. Keach, Jr. The Gold
Mining Camp: A Simulation Game. Athens, Ga.: ‘Research and
Develapment Center in Educational Stimulation, University of

: . Georgia, 1970. EDRS price: MF. $0.83, HC $1.67 plus postage
o (15 pp.). Concepts develgped* supply, demand, barter, goods,
services. IO
This economics simulation game complements the third-grade gold
' ©_  mining unit developed by Project Social Studies at the University of
- . Minnesota: The simulation is designed for three purposes: (1) to
reinforce the learning which occurs in the gold:mining camp unit,

(2) to involve eight-vear-olds in the process of solving simulated

economic problems, and (3) to evaluate whether eight-year-olds can

effectively emgage in simulation activities of this nature. 'A lexidon
of terms and majcr concepts is provided for the teacher. 'Also
included are (1) behavioral objectives, (2) activity planning-in-

)  * structions, (3) student and teacher game roles, (4). rules and ‘
instructions for playing, and (5) evaluation tips.-
- . : T .
¥

EJ 091 896. Schoenfeld, Davld, and Anita Kanis Schwartz. "Inte--
grating Consumerism into the Social Studies Program." Social

Studies Review 13, no. 2 (Winter 1974), pp. 9-16.

Consumer sducation programs for levels K-12 are briefly discussed
in this article, along with a variety of methods for introducing
students to consumer education. A bibliography of multimedia resource
materials is provided. ;

- 7 EJ 067 755. Rader, William D. "Working with Young Consumers in the
Classroom." Instructor 82, no. 2 (October 1972), pp. 55=59.

This artiéle suggests strategies for achieving the basic and
traditional aim of consumer education--to help people learn to shop
wisely and make the best use of their incomes.

i
i
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publishers are provided at the beginning-of the guide. -% -

_— Lo e :
ED 130 949. Vickers, Carole A. A Guide to Free and Inexpensive = °
Consumer Education Resources. Huntington, W.Va.: Department of
Home onomics, Marshall University, 1976. EDRS price:
ET 5 .83 HC 518.07 plus pmstage (330 pp.).
-

Th;s annotated blbllogfaphy of sources af free or inexpensive
consumer education materials for both children and adults lists 149
publicationg deal;ng with consuméer education materlals, 77 articles
in periodicals publisheﬂ in the 1970s; 53 audiovisual or Tmltimedia
kits; 145 books about consumer affairs and consumer education; 46
curriculum guides; 13 games and -simulations; 26 .programmed instruction
units; and 45 teaching units, lesson plans, and modules.  The 20 subject
categories are (1) .clothing and soft goods, (2) thé'tansume; and S |
community education, (3) credit, (4) the consume¥ in the econpmy,

(5) energy conservation, (6) food, (7) furniture and appl;angas.;

(8) equipment, (9) health, (10) housing, (11) information, arganlsat;on,
and education, (12) insurance, (13)- investment and savings, - ~ A
(14) le;sure, (15) the consumer in the markétplaca, (16) money and '

’banklng. (17) momey management,.(1l8) consumer prate&tlcn. (19), ser-
‘vices, and (20) transportation, The matezlals listed range from' »

bookdets showing homeowners how to des;gﬂ ‘and arrange a kitchen to
games for h'igh school students that teach the dangers of drug abuse.
Resources are listed by both type amd subject matter. Addresses of

I

w = ) "‘;‘! : & = 3 g i 3 ) . i ‘
“ED 123 346. Madison Model for Personal Finance. Portland, Ore.:

Portland Public Schools, n.d. . EDRS PIiEE: MF $0.83, HC $4.67
plus postage (77 pp. ) - : . T

5

A unlt plan fDr a course in Eansumer edu&aﬁlan required for .. )
graduation from Portland {Oregon) ‘gchools is presented in this document.
This course, called Personal Finance, covers two semesters and spans
mathematics, social studies, and home-economics content. Ten subject:
areas are covered:' (1) mdney management, (2) spending, saving, and
investing, (3) credit, (4) advertLSLng, ¢5) small purchases,

(é) insurance, (7) large purchases, (8) the consumer and the law,
(9) future alternatives, and (10) math tools.

“ED 121 678. 1Illinois Council on Economic Education. Innovative

Classroom Techniques for Teaching Personal Economics: A Summary
Qf,yinning Entries in the 1973-74 Personal Economics Competence
Awarls Program. Chicago: .Montgomery Ward and Co., 19274.

Price: MF 5$0.83, HC $1.00 (HC not available from EDRS, order
from Consumer Information Services, 20-N, P.O. Box 8339, Chicago;
Ill. EDEBD)—

~ The purpose of this awards program, spongored by Montgomery' Ward,
is to initiate a merger between eccnomics and education by sharing
iqn@vativenmeth@ds for teaching personal economics with all Illinoig
teachers. The winning entries (judged on the basis of creativity,
transferability, and relevancy) cover many disciplines and grade
levels from kindergarten through twelve: Each unit summary con-
tains an intreoduction, a listing of Gb]EthVES, a description of

classroom aatlvltlﬁg, and suggestions for avalﬁatlnq the unit. ’
. . ‘
3 -
- -
- ? .
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ED 118 995. C(oncepts, ‘Topics and Objectives for ‘Consumer Education, :
K-Adult. Davis,igalifi; Department of Applied Behavioral
Sciences, University of California at Davis, 1974. EDRS price:’
MF $0.83, HC $11.37 plus postage (207 pp.). . . {
This resea;ch project identifies ideas, topics, and :anaapts

apprgprlaté to an 1nterd;sclpl1nary plan for consumer education and

assigns sequence prag%am Qb]ectlveg to each of - them; ‘Starting from
the assumption that tﬁé*averall goal for cansumer education is "“to -
help the individual achieve a satisfying life style by developing ane

. understanding of the economic system to enable each to make sk;llfui,

congtructive consumer decisions," it 'is argan;zea around seven sub-

_g@alsg (1) the Aamerican economic system, (2) the use of money,

(3) goods and services, (4) influences on-producers and consumers,

(5) credit, (6) rights and responsibilities, and (7) values and life
styles. Concept and topic object;ves are classified according to,
iz2vel of education {elementary, sa:cnda:y, “or adult) and, furthér, by
grade level. T . . : R

A .

ED 118 980. (onsumer Education in Lincoln High School. -Mdéunt Vernon,
N.Y.: Consumers Union, 1965. [Reprinted from Consumer Reports,
Pebruary, 1976. EDRS price: MF $0.83, HC $3.50 plus postage
(75 pp.). \o )

- This booklet, prepa:ed by facult§\@embers at Lincoln ngh Schaalg
presents case studies of how the school® § consumer education program

£

has been lntagfated into the departments. .of business educatioh, English,

home economics, industrial arts, mathematics, science, and sdcial

studies. It also deals with consumer education in the context of youth

needs, school scheduling and rEEpGﬁSlbllltLES, curriculum development,
and program evaluaﬁlon. : - oot S

ED 118 815. Consumerism: Life-Centered Curriculum Program. Syracuse,

N.Y.: Syraguse City School QRistrict, 1974. EDRS price: MF

$0.83, HC $8.69 plus postage (168 pp.).

This intermediate elementary-level curriculum guide is designed
to help students define their own value systems, develop improved
decision-making procedures, evaluate alternatives in the marketplace,
and understand their consumer rights and responsibilities. The guide
contains five sections, each related to a major objective: (1) to
develop an understanding of the term consumerism, (2) to provide self-
evaluation of consumer experiences, (3) to understand the nistorical
developments that led to the consumer movement, {(4) to understand
consumer rights and responsibilities, and (5) to recognize consumer
abuSé and learn the pracégsséf réqisteriﬁg :omplaiﬁtsi Samé af the

talner 1nfcrmat;an, lnstallment buylng, consumer prDtECtlQﬁ laws.
guarantees, and contracts. A behavior inventory and simulation

activities are provided.
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117 503. Bah%, Gladys. A to Z Teaching Activities for Cordsumer
Education. EDRS price: MF $0.83, HC $2.06 plus postage (38 pp.).

=
o

"In this booklet, one word for eack letter of the alphabe® was

*used to develop a learning activity for teaching consumer concepts
.at the high-schoo6l level. Other words for each letter are listed

which may suggest additional activities. Ten of the sheets are de-
s;gned to be duplicated for student use. The’ athers contain §§ec1£1c
suggestians directed to teachers for classr@am activities or ‘improve-
ment and enrichment of instructign. "The activities and suggestions -
span a wide range of subject areas, including 1anguaqe arts, . ]
mathematics, and social studies.. Although most of the a;;1vxtles are
described in ane—page‘presenta ns, the "R" section is .an ll-page
sectionsof resource units on three sample topics: Enargy, auto

repalf and’ 1nflat;cn.$ . kﬁ‘

- ED ﬁES'SBDi' Lukens, Chris. Using Your Daily:Newspaper to .Teach

Socfial Studies from the Ads. Honolulu: Hawaii Newspaper Agency,
. 1968i= EDRS price: MF $0.83, HC $1.67 plus postage (16 pp-) .
Dne of a SEIlES,rthlS teaching gulde offers ideas for using °

newspager ‘advertisements to teach-social studies. The ‘suggestions-
offered include studying tour ‘and travel items and locating placés on

" the map, using restaurant advertisements to increase cultural aware- -

ness and examine social differences, and selecdting ecomomical purchases
from product advertisements. .

ED 086 589. Changing Times Teacher's Journal. Price: $2.65 each for
ten or more annual subscriptions (not available from EDRS;
order from Changing Times Education Service, 1729 H Street,
N.W., Washington, D.C. 20006).

This newsletter, published monthly from September throudh May

.in conjunction with the consumer magazine Changing Times, keeps

teachers informed about new learning resources in consumer éducation
as well as the latest projects and developments in the field. For
example, the lead article in the September 1973 issue, which carries
this ERIC document number, is about developing valuing skills in
consumer economics. The balance of the newsletter consists of learn-
ing activities based on three articles in that menth's issue of
Changing Times: "The Big-Name Credit Cards and How They Compare,"”

- "How to Pay Those College'Bills," and "Buying Beef by the Side."
‘Suggestions for introeducing each topic, sample.guestions for stimulat-

ing classroom discussion, and review exerdises are provided for each
activity. Transparency materials to be used with the first two
activities are also provided. .

ED 055 931. Senn, Peter R., and Joann~ LEEEinkleyi Consumer”
Education: Questions and Resourc:s. Boulder, Colo.: ERIC
Clearinghouse for Social Studies/Social Science Education and
Social Science Education Cordsortium, 1971. EDRS price:

MF $0.83, HC $1.67 plus postage (17 pp.). ’
3 =



ia

ERIC

Aruitoxt provided by Eic:

how cansumaz educatlan shauld be taught as part af a EGElal stud;es

Tcuzzlculum and suggests answers and approaches. The second part

~ describes sources of information and materials for curriculum planning

and consumer guidance.

ED 052 101. Tea:a;ng Persopal Economics in the Ess1al Studies

Curriculum. New York: Joint Council on Economic Education,
1971. Price: $2.50 (not available from EDRS:; order from - .
publisher: 1212 Avenue of the Americas, New York, N.Y. IDQBETa

. ~This guide, develgped for use at the secondary level, has ‘five |
goals- (1) to define the nature and scope of personal economics,
indicating specifically six major forms of economic activity; (2) to
1dént1fy bas;c ;déas and cani&pts withln each cf these six categ@ries;

The curr;culum areas émpha51ged are GlVlCngGVErﬁmEntg Amer;can
and world history, and economics .

Part 2 of this guide defines the structure, ideas, and concepts
of Pgrsanal economics; examines an analytical framework for trans-
lating these components into viable study units; and offers suggestions
for incorporating personal economic content into the three subject
areas mentioned above. Sample teaching units are included.

ED 049 997. Helburn, Suzanne Wiggins. Preparing .to Teach Economics:
Sources and Approaches. ©No. 2, Interpretive Series. Boulder,
Colo.: ERIC Clearinghouse for Social 3tudies/Social Science
Education and Social Science Education C@ﬁéé}:tiuﬁiE 1971. EDRS
price: MF $0.83, HC $2.06 plus postage (27ipp Y. -

This 13 a tip sheet for teachers who ask ERIEfChESS for hélp in
setting up a high school course in economics. It prﬂ%'dés six kinds
of help: (1) a brief overview of economics, (2) suggestions for
fitting economiecs into the high school curriculum, (3) references to
other resources that offer good introductions to economics (4) sugges-
tions for érqanlzlng , textbook-oriented course, (5):a list Gi
agancles to Cﬁﬂtact fgr 1Elp or useful student mater;ala. and {6) a

ED 046 B22Z2. Suggested Gulidelines for Copnsumer Education, Grades
K through 12. Washington: President's Committee on Consumer
Interests, 1970. Priee: MF $0.83 plus postage, HC $0.65
. {HC not available from EDRS; order from Superintendent of
Documents, U.S. Government Printing Office, Washington, D.C.
20402) . ; ) ) 9

sresents specific suggestions
fo Lﬂltlit;nq and deelma;nq an in lelﬂ al program. Consideration is
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g;VEn ta Egtabllshlﬁg ;nst:uétlanal objectives”and creating the
necessary elimate for teaching and learnlng Four broad, inter-
related topics with 1ntr§duct@ry concepts are suggested: (1) .the

z
el c#nsumer as an lnaiv;du31* (2) the consumer as a member of society,
S (3) the cansumer g alternatives in the marketplace, and (4) the
consumer's rights and responsibilities. Each topic area includes .
learning activities eategsr;zed by grada leyel (K-3, 4-6, 7-9, and -
10-12). :
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Jacksonville:

1

Duval County

Consumer Education Curriculum Develagmeﬁt Project Staff. A Body of

" Pinkelstein, Milton, and Arthur Nitzburg.

=

Jelley, Herbert, and Robert Herrman.
McGraw-Hill, 1973.

ERIC

Aruitoxt provided by Eic:

knowledge of Consumér Education.
(Florida) School Board, 1976. . .

Economics in the Social Studies Currdiculum.
Council on Economic Education, 1971.

W

World. WNew YorkK: Globe, 1974.

.

Hansen, W. Lee. A Framework for Teashing'EEQnéyics:
Joint Cagncil on Ecenomic Education, 1977.

Part 1. New York:
The Américan Consumer:

. and Decisions. WNew York:
McNeal, James U. An Introduction to Consumer Behavior.
John Wiley, 1973.
Boston:

1974. . .

Mullison, Joan, ed.
Englewood CIliffs, N.J.:

Bank of Boston,

Niss, James F. Consumer Economics.
Hall, 1974. :

Rader, William D.
Teachers. Instructor, October 1973 -January 1974.

Saalbach, William F. Léarniﬁg To Be A Better Buyer.
I1l.: TLaidlaw, 1974.

chelséfup; Arch W.

McGraw=Hill, 1974..
Consumer Decision_
Southwestern,

{

Warmke, Roman, Eugene Wyllie, and Beulah Sellers.
Making--Guides to Better Living. Cincinnati:

Living in a Consumer's

Issues

Fersh,. George, Roman Warmke, and David Zitlow, eds. Teaching Personal
New York: Joint

3= . -
Basic Concepts,

Féderéi Reserve

Prentice- _ _

River Forest,

The Consumer in American Society. HNew York :
o s

1972.



